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Your Customers inclow Shep 


and in the better magazines... 
to find what they want to buy. 





The O-B* Rings illustrated are 

appearing in November issues of 

VOGUE, GLAMOUR, PARENTS’ MAGAZINE, 
and JUNIOR BAZAAR. 


Ly || Your customers will see them... 
they’ll ask their ‘“‘favorite jeweler” for them. 


Let O-B National Advertising Aid Your Sales. 


mivrsStown 


+ Manufacturing Sewelens 
M8 Richmond Street Providence 2, R. J 


Usthy and Darton 


AMERICAN ASSOCIATES NC, 





21X 341 





















This KON-ITE MOLDED LUG END is more than a 
smart piece of design. It is a SAFETY FACTOR. 








Because of its full-length bearing and free fit it cannot 


pull the lug pin from the watch, no matter how you twist 
or pull. | 
Kon-ite Straps with molded lug ends are easier to re- . 


move and replace than conventional straps, because they eis 
never corrode, the lug pins, and because the pins slip in so 











. . ue . 
easily without forcing. 


Molded lug ends never wear out, never scuff, and they 
enhance the appearance of any watch. 





Only Kon-ite Straps have molded lug ends. Made by 


A SAUER & COMPANY 


KON-ITE BUILDING, CINCINNATI 
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SPEAKING OF 


HE clock atop New York’s 

Grand Central station is, like 
many public timepieces, a vital part 
of the lives of many of the people 
who work in that area. Even people 
who own watches are wont to check 
with it, Just in case. 





One noon-time, recently, we 
glanced at the clock through force 
of habit and were pleasantly sur- 
prised to learn that it was only 1:10 
and that a full twenty minutes re- 
mained before we had to return to 
paste-pot and galley proofs. Our 
companion, however, had glanced a 
split-second later than we had and 
was highly excited. “Lookit! Look- 
it!’ said he, tugging at our arm. 
The clock appeared to have gone 
crazy. The minute hand was whirl- 
ing around lickety-split, the hour 
hand more slowly and, to cap the 
climax, a door at the numeral VI 
was open and a workman, attempt- 
ing to look out, was ducking his 
head each time the minute hand 
come around, 


After a few minutes of this sort 
of thing the clock’s hands settled 
down to the eorrect time and the 
workman emerged into full view. 
Our love of whimsey would delight 
in informing you that the workman 
shouted “Cuckoo!” several times— 
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THE 


JEWELRY 


but he didn’t. Just stood there look- 
ing as though he’d like to. 


® > 


REDIT the Diamond Jewelry 

Co., Atlanta, Ga., with a good 
promotion stunt which sent business 
skyrocketing. 

A contest, entitled “Stay Awake 
and Find the Mistake” was the basis 
for the good-will program, and 
everyone, if sufficiently alert, could 
win. 

Each day the store’s window dis- 
play would have one error in it— 
perhaps a watch in the wrong kind 
of box, a mismatched pen and pencil 
set, an item displayed upside down. 
Cards placed in the window informed 
the passer-by that an error had been 
made deliberately and that a $5 gift 
certificate awaited the persons who 
spotted it. One day, over 125 people 
found the mistake and collected 
which, while expensive publicity for 
the store, served to acquaint many 
newcomers with the firm. 


According to O. Levin, manager 
of the store, “The contest was ex- 
tremely successful and, although ex- 
pensive, we intend to repeat it again 
this year.” 


© © 


EEPING on friendly terms 

with the fellows now in the ser- 
vice, Savitt Jewelers, Hartford, 
Conn., continue to feature their 
mailings to the boys. They send a 
set of color pictures showing 18 dif- 
ferent views of Hartford. The of- 


TRADE 
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ey stone 
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fer was recently featured in an ad- 
vertisement in the Hartford Times 
urging relatives or friends to stop in 
at the store or use a featured cou 
pon to give them the name and ad- 
dress of the service man. Savitt’s 
mails the pictures with their compli- 
ments. This was practiced exten- 
sively during the war and the man- 
agement feels that there are still 
thousands of boys away from home 
who should be remembered even 
though the war is over. 


® © 


HE United Nations, our neighbor 
out at Lake Success, N. Y., pre- 
sents a rather confusing spectacle 
these days they tell us—all sorts of 
nationalities, shades of opinion, etc. 








In our own small way, however, 
we of THe Jewevers’ Circurar- 
Krystone seem to constitute a bit 
of a “United Nations” set-up, too. 
It is positively amazing the variety 
of visitors we achieve. 

During the course of one day, for 
instance, our callers numbered per- 
sons from England, Argentina, Siam, 
Honolulu—and Brooklyn. The latter, 
by the way (all rumors to the con- 
trary notwithstanding), did not re- 
quire a passport in order to visit our 
42nd Street offices. 
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FRED WEBER doesn’t have to advertise silverplate . the SERVIC : 
these days. So many people want and need table i ‘ EFORS 52 PIECES 
silverware that his problem... like yours... is ig ERVICE For 4 28 PIECEs 
getting enough to sell! wie Bese Ceci Starting Set’ 
But Fred Weber is alert. He’s thinking of the . - 


future. Here’s how he figures it: 


Even today, women are more selective in their 
buying habits. They know what they want and are 
willing to wait for the pattern of their choice. 
They’ve been reading about the beauty and qual- 
ity of 1847 Rogers Bros. in magazines and hearing 
about it on the air all seeciah: the years when no 


silverplate could be bought. “But many folks have | a a. ine : 
me J ADQUARTERs. 


y forgotten where to buy it. 
é So Fred Weber is identifying bie store with fe at} 1847 ROGERS BROS. 


1847 Rogers Bros. Right now, when consumer in- 7 
gr m. Rogers & Son 


terest in silverware is at an all-time high, he’s. - 
teaming up with the leader. Those ads of ‘ail die 
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Morac: For volume and profit . . . for prestige : 
and quality ... make your store headquarters for —= 
1847 Rogers Bros., America’s finest silverplate. 

Your 1847 Rogers Bros. representative has 
many sound merchandising helps that you can put 
to work immediately. 


1847 ROGERS BROS. 


— CAmnial Ct chy 


The International Silver Co., Meriden, Conn. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





IKE many another returning ser- 

viceman intent upon re-establish- 

ing his jewelry business, Wesley 

Meyer of Napa, Calif., was faced 

with the problem of announcing him- 
self to the public. 

But not for long. 

With the help of an artist and a 
printer he worked up a neat little 
four-page brochure featuring his 
photo within a watch face on the 
cover and, below, a phrase from a 
popular song “It’s been a long, long 
time.” 

Inside, a spread shows Meyer 
(discharge button and all!) holding 
up a letterhead which features the 
following letter: 

“Hello! Remember me? .. . Al- 
most four years in Uncle Sam’s 
Army is a long time to be away but 
it did prove the truth of the old 
adage that ‘absence makes the heart 
grow fonder.’ There’s really nothing 
quite like getting back to the old 
home town and seeing all your 
friends again. 

“I’m back on the job now,” the 
letter continues, “so the next time 
youre in town and it’s convenient, 
please come in and say ‘hello.’ It 
will be a pleasure seeing you again. 
You know the place Meyer's 
Jewelers, 1129 First St., Napa.” 





50 Years Ago This Month 


Excerpts from THE JEWELERS’ CIRCULAR 
weekly during July, 1896. 
——On Oct. 10, 1208 Chicago jew- 
elers paraded for sound money. 

Their cheer was: 
Rah! Rah! Rah! 
Who are We? 
We're the jewelers 
For Sound Mon-ee! 


There is quite a fad now 
among both sexes for collecting 
steins or German earthenware beer 
mugs, from purely decorative mo- 
tives. 








The superstitious side of hu- 
man nature is responsible for the 
increased demand for various arti- 
cles of jewelry mounted with the 
gems supposed to typify the month 
of birth. 

Boston Jewelers Club varied 
its program Oct. 17 by .. . taking 
a tally-ho ride.to Auburndale. 


Monkey skin is to the fore 
under the head of high grade 
leather goods. 











New York jewelers are agi- 
tating for the election of McKinley 
and Hobart. A mass meeting and 


parade will be held Oct. 31 on 


Maiden Lane, at noon. 























"Would it be any cheaper without the works?" 
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ASHINGTON, D. C., is as 

good a place to feel the public’s 
pulse as anywhere. Probably better 
than most, as a matter of fact. 
Hence, our inquiry into the matter 
of engagement rings for men was di- 
rected at retailers in the Nation's 
Capital. 

It seems that engagement rings 
for men are a growing fashion in 
London, and some Washington 
jewelers say solemnly, “We think 
they will be well received over 
here.” (Remember, American Ro- 
meos scoffed at the double wedding 
ring ceremony which came from 
abroad—but they’re wearing ‘em 
now. ) 

“I’d like to see the male get a 
break. It would appeal to his van- 
ity,” said Harry M. Clark of the 
Schwartz firm on F St., N. W. 
‘Manufacturers have already started 
the trend. I saw some made up in 
diamonds in a salesman’s line from 
New York.” 

Warming up to his subject, Mr. 
Clark reasoned, “In an engagement 
the same feeling exists on both sides 
of the fence. Yes—the average 
woman should like to give one.” 

A more cautious attitude was dis- 
played by Theodore Grape, of 
Grape & Co., Connecticut Ave., 
N. W., who knows that the ladies 
are “consistent in® their inconsis- 
tency” and wouldn't be surprised at 
anything they did. The London fad 
favors signet rings for men and Mr. 
Grape says, “Lots of men wear sig- 
net rings. It would give them some 
sentiment but somehow the idea 
doesn’t strike me very favorably.” 
However, he visualized how such 
rings should look, suggesting cat’s 
eye, star sapphire or star ruby for 
men’s engagement stones. He con- 
cluded somewhat uncertainly, “It’s 
a war fad.” 

Holding out against the whole 
business was R. C. Craig of R. Har- 
ris & Co., F St., N. W. He said, 
“It’s conceivable, but I’m from the 
old school and I do not like it. Men 
in the U. S. A. have a more manly 
quality than Europeans.” Yet, if 
R. Harris starts carrying such a line 
of rings, he feels they will be all 
diamonds, as there will have to be a 
universal concept of the stone. 

His parting protest was: “After 
all, a man’s a man.” 
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Many jewelry stores whose window space does not allow showing o 
fuil table setting for Thanksgiving promotion can correlate the 
display shown here with a more complete display inside the store. 


indow For the Coming Month 


by VIRGINIA DIXON 
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special in table appointments! 


There is something about a beautifully set dining 
table that always serves as a magnetic attraction to any 
woman who entertains—whether modestly or magnifi- 
ecntly. If your window size permits it, a full size table 
setting (or any, fraction thereof which will fit your 
space) makes the best possible Thanksgiving window 
display. It must be perfect in every detail, of course, 
and the more original the decorations can be, the better. 
If you don’t have any spanking bright ideas yourself, 
mavbe the florist can help you—or a committee of the 
local Garden Club (they’d-love the publicity and garden 
club members are a worthwhile group of prospective 
customers to get acquainted with) or maybe your wife 


has a flair for that sort of thing! 





LTHOUGH the trickle of silverware coming into 
your store is probably still not all you would like 
to have it, this Thanksgiving you will be able, for the 
first time in a number of years, to promote Thanksgiving 
table settings in some semblance of the old fashioned 
way! Thanksgiving is a natural for silverware pro- 
motion—no other holiday focuses such concentrated 
attention on the dining table and the spirit of feasting 
and plenty, and family pride call for something rather 





Consult the etiquette book when in doubt! 


The window photograph this month shows the type of 
display which can be used to tie up with a table setting 
exhibit in the store or used in place of a table setting 
in the window when the space forbids that. A framed 
copy of the famous old Sadler print of “Darby and 
Joan” hangs against the background. A length of fabric 
is draped over the edge of the picture and brought for- 
ward to form a background for the silver. Sprays of 
dried autumn foliage give additional color and softness. 


Elevations for silverware are concealed under the fabric 
drape. Flatware for a place setting is laid in fan shape 
on a slanting panel. 

The Sadler print was used because it shows a rather 
festive table setting, but there are many other subjects 
which would be equally suitable—flower or fruit still 
lifes—an Autumn harvest landscape—or other scenes 
of holiday gatherings. 


In planning any silverware display, particular thought 
must be given to enhancing the softly gleaming and re- 
flective surface of the metal which is its most distinctive 
characteristic. Nothing must be permitted to detract 
from this beauty. Colors must be carefully chosen, for 
the silver not only appears silhouetted against the sur- 


Thanksgiving coneentrates customer attention on fine silver and 


dinnerware. Miss Dixon presents here a simple but yet effective 


window display designed to tie up with table setting in store. 


Unfortunately, few jewelry store windows are large 
enough to accommodate an impressive size dining table 
even on short legs! Sometimes a section of a table with 
two or three places can be simulated. A large mirror on 
the window background can help to make such a setting 
seem more spacious. 


If your window space is too small for even this, it may 
be possible to have one or more tables inside the store 
with a tie-up window display inviting passersby to 
come in. 

If you do not carry all of the table accessories which 
are needed, such as linens, china and glassware, you 
shonld be able to borrow these from other stores in 
retuen for a credit card on the table. The setting should 
be as complete as you can possibly make it—maybe even 
to bon-bons and nuts! The schemes which you can devise 
will depend of course on the materials available, for all 
the accessories must harmonize in both color and design. 
Autumn flowers or fruits can be used for the centerpiece 
—poss‘bly a combination of both. (The fruits can be 
shellacked to make them last). Sprays of wheat can 
be used instead of fern. For such a traditional holiday, 
concentration should be placed on making the setting 
rich and colorful rather than in striving for unique 
effects which would be better at another time of year. 
Just be sure every salad fork and teaspoon is in its 
proper place or your reputation as a tableware authority 
will be blasted to smithereens! 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Materials Source 

Framed Print—"Darby and Joan" by Catalda Fine Arts, Ine: 
Sadler—(also available without 225 Fifth Avenue 
frame) New York 

OR other suitable picture 

2 yds. Fabric—wine red 
Almost any material that will drape 
softly is suitable—transparent vel- 
vet would be richest looking. 

Dried Autumn Foliage 
There are many varieties of these 
foliages—use whatever is available 
locally. 


Local Department Store 


Local Florist 





rounding color, but also reflects that color in its surface. 


For this reason, dark yellow and brown tones are 
generally avoided because of the tendency to make the 
silver appear somewhat tarnished. The middle range 
of blues—not as deep as navy and not as pale as baby 
blue—are probably the most flattering of all tones for 
silver. Soft greens are very nearly as flattering. Old 
rose and wine shades—even vermillion when brilliance 
is wanted—are also good. Black is always conservative 
and “‘safe’ but lacks the liveliness and charm of color 
properly chosen. 

(Please turn to page 287) 

































Interior view of Max Rosenbaum's jewelry store in Hamtramck, Mich. 


by H. F. REVES 


Promotions 


Spell Store 


Popularity 


“Guess the number of goldfish in the 
bowl and win a free vacation.’ That 
was the theme of this stunt which 
served to benefit a number of children. 


Bobby-soxers can be customers, too. Here, 
Charlie Spivak and his vocalist Jimmy Saun- 
ders autograph records for the youngsters. 
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Here’s a jeweler who likes to combine his promotion methods 






with ‘something to make people happy.’ The success of his 





firm is ample evidence that the two ean be interwoven. 





oy” don’t have to be a millionaire to do philan- 
thropic work, but you can have a million dollars’ 
worth of fun doing it, and it will help you to build up 
your business.’ 

’ Synch is the opinion of Max Rosenbaum, owner and 
spark plug of Max’s Jewelry Company at 10000 Joseph 
Campau Avenue ii Hamtramek—and the success of his 
store is testimony to the soundness of his belief. 

The stories of Mr. Rosenbaum’s activities in commun- 
ity work are legion. As a result he has become far more 
than the owner of one of the leading jewelry stores in 
this island suburb of Detroit, he has become a neigh- 
borhood institution. 

“It’s just for the sake of the business,” he modestly 
says in refusing to take special credit for the type of 
work he does. “‘You do a lot of things to build up a 
reputation and it’s hard to put a dollar and cents value 
on any special promotion. I don’t know just what works, 
but added together it has all helped to build up the 
store. 

“Of course,’ he admits under questioning, “there are 
other ways of building a business than by doing things 
for the community. I suppose I chose this way because 
I enjoy it.” 

Mr. Rosenbaum does the things he enjoys. He went 
19 years without a vacation because he was having too 
much fun in the store to stay away from it. The charity 
projects he undertakes are all in connection with firm 
beliefs he has that these things are necessary. He just 
manages to let people know that Max’s Jewelry Com- 
pany is sponsoring the event. 

For example, one of his first projects really was a 
double one. It was in 1934 when the Detroit area was 
just beginning to breathe again after the shock of the 
bank crash and the first blows of the depression. All 
through the neighborhood, Mr. Rosenbaum saw pale, 
undernourished children languishing throughout the 
section. They were listless from a poverty-stricken diet. 

“A couple of weeks in camp would do wonders for 
those youngsters,” thought Mr. Rosenbaum, “and they 
should have some place to play.”’ 

He sponsored an essay contest on “Why Hamtramck 
Needs a Community Center.” Twenty-five prizes were 
given—each consisting of a two-week trip to camp. The 
contest took Hamtramck by storm, but Mr. Rosenbaum 
was dissatisfied. Many of the winning essays were too 
well written; there was the possibility of parent collab- 
oration. Moreover, not all winners seemed to come from 
the poorer class that he particularly wanted to help. 
Besides, 25 children just weren’t enough. 

In following years he hit upon the device of a guess- 
ing contest—the weight of a piece of iron or the num- 
ber of beans in a jar. This seemed to bring out the 
needier child. During the second year he sent 50 chil- 
dren to camp for one week each. 

Currently he is sending 75 children for a two-week 
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period. A number of the camp reservations are set 
aside, however, one for the most promising child from 
each school in the neighborhood. The contest no longer 
needs any promotion. Long before the store is ready 
to announce it, children are trekking into the store to 
inquire when it will be held and the information spreads 
by the grapevine of childhood. 

“I guess I just like children,” says Mr. Rosenbaum. 

(Please turn to page 282) 
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Above—tThe front of Max's jewelry store, home 
of many promotion ideas, Below—At one of the 
annual picnics sponsored by Max, the rolling- 
pin-throwing champ jokingly threatens her host. 











































Costame Jewelry Displays 


Serve as Customer Magnet 


Father and son teamwork results in arresting displays of 


costume jewelry at Posner’s, Santa Monieéa, Calif... and the 


ladies who stop to look continue into the store and buy. 


OSTUME jewelry rates high with Jack Posner 
and his sons Stanley and Dan, who together own, 
manage, and sell in the Jack Posner jewelry store in 
Santa Monica, Calif. Theirs is one of the happiest, 
most co-operative father-and-sons’ partnership in the 
jewelry trade, and Jack Posner’s pride in having his 
sons working with him is obvious to even the casual 
visitor. 
The Posners operate as a team, a factor to which 
they ascribe a great deal of their success. However, 
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by JUANITA SAYER 


Three Posners combined talents to 
create this window display for cos- 
tume jewelry. Revolving turntable 
gives window shoppers one-minute 
show of new costume pieces. Some- 
times just one or two startling new 
pieces are featured in windows. 


they are quick to admit that there is a divergency of 
ideas, but in this case it works to the advantage of the 
organization: their eclectic efforts prevent their pres- 
entatious from ever going stale. Indeed, these varia- 
tions of opinion have been a dominant factor in main- 
taining a lively costume jewelry department. 

Their firm is notable for its fine watches, diamonds, 
and sterling hollowware and flatware, but intelligent 
Luving and merchandising plus a unique personal touch 
in selling have given them an unequalled reputation in 
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This charming, well dressed 
young lady is wearing a soft 
dressmaker suit of black 
faille. So Stanley Posner 
shows her a pin and earring 
set to complete her costume. 


their community for costume jewelry. This subsidiary 
but thriving offshoot of the business was added some ten 
years ago as a sort of sideline that the elder Posner 
thought he might just experiment with. But to his 
agreeable surprise it soon became a profitable mainstay 
of the establishment. 

The Posners have found that not only is selling cos- 
tume jewelry profitable in itself but also that it makes 
such attractive window displays that it serves as a strong 
magnet to draw window shoppers into the store. “It 
brings people to the windows, creates interest and talk. 
It is the most wonderfyl trade-builder and the best free 
advertising that we know of,” says young Stanley Pos- 
rer. So important are its display functions that the 
Posners would continue to buy beautiful pieces for win- 


SPS. 


Jack Posner, flanked by sons Dan 
(left) and Stanley, pays close 
attention to articles in JC-K. 
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dow exhibitions, even if selling them were no longer 
profitable. 


However, even a slackening up in costume jewelry 
sales is unlikely, for they have become increasingly 
stronger with each successive month during the decade 
they have been featured. Hundreds of patrons who were 
first attracted to the store by window displays of these 
sparkling wardrobe accoutrements have proved to be 
steady customers in all departments. 


Father and sons take turns at arranging displays of 
this colorful merchandise, and although each has his own 
style and tastes, all agree that simplicity is the best way 
to catch the customer’s eye. Arrangements are simple 
and uncluttered, each piece being dramatically set upon 
its own strip of black velvet. Frequently only one or 
two outstanding creations—mostly of the conversation- 
piece variety—are placed in the windows. The senior 
Posner likes to buy an unusual piece specifically to stim- 
ulate interest in the windows, with little consideration 
of whether it will sell or not. To his agreeable surprise, 
it usually does. Often-times an entire window will be 
devoted to display. Two long showcases at the entrance 
of the store focus attention on costume jewelry, and 
there is plenty of drawer space to house other pieces. 





Another reason costume jewelry enjoys such favor 
with the Posners is that it is a fast mover, certain lines 
turning over every thirty days. The minute they sense 
that a piece of a certain line is what they call a “dud” 
or slow mover, they get rid of it by marking it down 
considerably. They dislike having it in stock too long 
(60 to 90 days falling into that category), because there 
is danger that it will become too shopworn to have any 
resale value. Besides, they get tired of seeing unpopular 
pieces lying around. New pieces are displayed in the 

(Please turn to page 288 ) 
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Gloves in a Jewelry Store? 
Why Not? A Natural Step 


Below — Mrs. Dorothy Kenis- 
ton shows gloves to a pro- 
spective customer. Gloves 
are a part of the Mark Cross 
line of leather goods han- 
dled by the store. Right— 
Handbags by the hundreds 
are featured on shelves in 
the leather goods depart- 
ment of Bigelow, Kennard. vw 


qG,*0""s in a jewelry store might seem as incongru- 
ous as the famed bull in a china shop. Yet, hand 
and glove, today, hides from such a bull, from gentle 
cows, from their calf offspring, from goats, pigs, and, 
in fact, leathers and fabrics of all sorts made up into 
men’s and women’s gloves, are bringing many new cus- 
tomers to the Bigelow, Kennard Company of Boston. 
Jewelers and silversmiths since 1830, and now located 
in the Hub’s exclusive Back Bay shopping district, the 
suggestion that gloves be added as a possible profitable 
line seemed distinctly out of place to the store officials. 
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Bigelow, Kennard Co., Boston’s famed 
Back Bay jewelers, found that gloves 


attraeted a host of new customers. 


by EVERETT M. SMITH 


The story goes back a few years to 1931 or ‘32, dur- 
ing the depression. The famed Mark Cross firm of 
London and New York decided at that time to close its 
Boston branch, and sought a representative to carry its 
extensive line of leather goods. 

While still in its old location on West Street in down- 
town Boston, the Bigelow, ‘Kennard Company became 
that representative, and, since that time, has carried the 
complete Mark Cross output in addition to its regular 
lines of high-grade jewelry, silverware, and numerous 
items of fine giftware. 
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Today, at the Back Bay store, practically one-third 
of the street-level floor is devoted to Mark Cross leather 
goods—handbags for travel or shopping, luggage of 
every possible sort, purses and billfolds, brief cases and 
beauty cases, desk sets and sewing kits, diaries and 
memorandum books, card and cigarette cases, picture 
frames, and scores of other items in many different types 
and kinds of leather, and in every attractive color com- 
bination. 

Recently, Bigelow, Kénnard added the famous Mark 
Cross gloves to the other items in the line which the 
store was already carrying—and pushed to the very 
fingertips. Gloves not only in the traditional capeskin, 
doeskin, mocha, peccary, deerskin, buckskin, chamois, 
and other rare leathers, but in fine fabrics as well. Gloves 
for Him. Gloves for Her. 

At first, the store's president, Adrian H. Lesperance, 
and its vice-president and treasurer, Leo C. Graham, 
were a bit nonplussed at the thought of offering gloves 




















Above —A wide variety of 
Mark Cross iuggage is on 
display at Bigelow, Ken- 
nard's. Right— Green jade 
lamps of Oriental design 
highlight the disp lay of 
green leather goods in the 
department devoted to them. 
Handbags line the shelves 
along the wall. Upper Right 
— Advertisements for the 
leather goods shown by the 
Bigelow, Kennard firm are 
conservative, emphasize 
the Mark Cross label and 


the outstanding workmanship. 


for sale in this exclusive Back Bay jewelry store. “What 
would their customers think of it?” 

But, finally, they made the decision. A glove counter 
was set up opposite the Silverware Department. 

The answer to any apprehensiveness was quick in 
coming. According to Edward L. Hume, vice-president 
in charge of the Mark Cross leather goods section, gloves 
have brought many new—and repeating—customers to 
the store. 

Being a seasonal necessity, customers who have come 
to know the high quality of Mark Cross leather goods 
have now made the glove counter at Bigelow, Kennard’s 
one of their regular places of call. And, with the high 

(Please turn to page 289) 
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Light to Create Atmosphere and Sales 








Variety marks the 
modern trend in 
lighting. Here is 
a striking combina- 
tion of fluorescent 
following case con- 
tours with inset 
filament lamps em- 
phasizing the bril- 
liance and sparkle 
of faceted stones. 
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The proper use of lighting materials and 
teehniques ean create an atmosphere in your 


store which will be reflected in sales. 





. vr EWELERS everywhere realize that sooner or later 

Window and front lighting must do a three- ; : 
second job to capture the attention of the they will face the problems of a buyer’s market, 
passerby and focus it on the merchandise. along with renewed competition from wholly unrelated 
lines—from automobiles, radios and other long-off-the- 
market merchandise. Participation in the cooperative 
By E. D. STRYKER : promotion of the Jewelry Industry Publicity Board is 
General Electric Company planned to help meet the competition with all these other 
Nela Park, Cleveland, Ohio products. But this campaign will have no bearing on the 
! position of the individual store in relation to other jew- 

elry outlets. 
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Before the present period of lush retail sales is over, 
what can the average jeweler do to improve his own 
merchandising position, build good will for his particular 
business and modernize his sales facilities? These are 
some of the questions to which jewelers are trying to 
find practical answers. 


LIGHTING ESSENTIAL TO MODERNIZATION 


Whatever direction his planning for the future follows, 
the alert jeweler can well afford to study the benefits 
of improving his store lighting. Planned lighting can be 
used to reinforce almost every phase of modern mer- 
chandising. Such improvements as a new front, re- 
modeled interior, or new furnishings may fall short of 
their purpose unless planned lighting completes the pic- 
ture. 

The jeweler who is planning to attract new trade and 
increase the purchases of his present customers is in- 
terested in both the uses and benefits of new lamps and 
fixtures. He will want to know the requirements of a 
modern commercial installation; what it can do to create 
an atmosphere conducive to selling. Because of the vari- 











These modern fluorescent luminaires 
add dignity and beauty to store 
atmosphere which helps to condition 
customers who are waiting to buy 


ations in interior dimensions and requirements of indi- 
vidual stores, in the limits of this article it is only pos- 
sible to suggest a few of the general advantages and ap- 
plications of modern lighting. 

In the minds of many retailers, fluorescent lighting is 
Synonomous with modern lighting. Commercially devel- 
oped just before the war, this new type of lamp has been 
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tested and approved in thousands of industrial plants. 
War restrictions on commercial use except for replace- 
ment have limited the number of retail installations. But 
survey after survey has indicated wide-spread interest 
among retailers in relighting with fluorescent. A national 
study of fluorescent lighting in almost 3,000 retail stores 
showed that eight out of ten retailers were planning to 
relight with fluorescent. 


NOT MERELY A REPLACEMENT OPERATION 


It would be a mistake for jewelers who are planning 
to change their overall lighting to think of the job solely 
as a replacement operation. These retailers who are 
planning to use new lighting tools must do more than 
merely substitute one light source for another. Some- 
thing more than more light is needed if light-conscious 
jewelers are to make the most of this new modernizing 
and merchandising aid. There are new lighting tech- 
niques as well as new lighting tools available. The use 
of different amounts and kinds of light in different parts 
of the store avoids the monotony that marked too many 
prewar commercial installations. Only by the applica- 


Below—Fluorescent cove installation provides 
indirect overall lighting and inset filament 
lamps accent case displays in this interior. 





Soo 


tion of different lighting treatments to different sales 
jobs can the full measure of this new promotional aid 
be realized. 

Fluorescent offers the advantages of a large-area, low- 
brightness light source providing greater diffusion. In 
many commercial applications, fluorescent will be com- 

(Please turn to page 290) 
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A eamera and a little effort 


ean provide a lasting record 


of your successful displays. 


Good Christmas windows are always well worth 
recording. This photograph shows all details 
and required only a few short minutes to take. 


by ROBERT A. LATIMER 


ICTURES are a useful tool in any jewelry store— 

but one upon which retail jewelers seldom capi- 
talize. All of us will admit the usefulness of photo- 
graphs in countless phases of merchandising, such as 
recording window displays which did a good selling job 
for the store, displays logically qualified to enter in 
contests, clever interior and window displays which may 
be impossible to duplicate again, and even as a means of 
recording practical display ideas used by retailers in 
other trades. 

The jeweler who photographs his striking window 
promotion ideas week after week through the year (and 
there are many who do so!) is singularly blessed, for 
when the time comes that he is in doubt as to what trim 
to use for any specific season or merchandising, a quick 
glance through the photograph album will always bring 
plenty of stimulation. Any jewelry store using the all- 
important display window as a major merchandising 
asset can benefit in dozens of ways through extensive 
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use of a camera—and without involving the expense of quate window is not a matter of $3, $5, or $6, common 
a commercial photographer. | charge of commercial photographers, but from 35 cents 


That one item—expense—is the chief reason why few to 50 cents—for work almost as good. 
jewelry stores make an attempt to record in photographs Jewelry display photography, since 90 per cent of it 
a display which may have required hours of study and involves only taking time exposures, is actually more 
‘nstallation time to create a desired effect. As a result, simple than daytime snapshooting. All that is required 
creative work useful for years to come wastes into a is a tripod, small camera with a view-plate at the back, 
mere memory. If the jeweler is willing to spend a bit and “‘slow”’ film which comes in packs or single-exposure 
of his evening time in learning the simple points of pieces. Use of the ground-glass view plate is essential 
display-window photography, he will find that an ade- (Please turn to page 293) 





A six-second exposure at 
f.11 captured this sea- 
sonal display. The cost? 25¢ 




















This picture taken with a 10- 
second exposure at f.22 per- 
manently recorded these rings. 
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Promotion Drive Set to Go 


Steering Committee of Publicity Board at Meeting on Sept. 5th 
eompletes preliminaries for reorganization as permanent body: 
names supplier members to governing council which will take 


over funds and direct the promotional campaign. 


RELIMINARY work for the projected sales pro- 

motional campaign for the jewelry trade has now 
been completed, and the actual campaign itself should 
soon swing into full activity. 

In order to make this possible, it was first necessary 
to raise the money with which to carry on the campaign, 
and the Steering Committee of the old Jewelry Industry 
Publicity Board undertook to carry out this phase of the 
job. For about nine months this fund gathering cam- 
paign has been going on, and at the time of this writing, 
pledges amount to $417,679 per year for each of the 
next three years have been received from a total of 2610 
retailers and 725 manufacturers and wholesalers. 

This amount, although somewhat less than it was 
originally hoped to raise, the Steering Committee has 
decided is sufficient to make it possible to put the pro- 
gram into effect, particularly as additional pledges are 
still being received and the ultimate total will undoubted- 
ly be considerably higher than the figure above. 

However, for the actual work of carrying on the cam- 
paign it was felt that a more closely organized and for- 
mally incorporated body would be preferable to the 
rather loosely knit and informal organization which has 
been conducting the campaign for funds and, in fact, has 
managed the operations of the old Publicity Board in 
previous years. That body was only an informal asso- 
ciation or committee without incorporation or formal 
charter, constitution or by-laws. To undertake the re- 
sponsibility -of administering a fund of the size of this 
one, it was unanimously agreed that a new organization 
should be formed which should be legally incorporated 
with regular constitution .and by-laws, and arrange- 
ments for setting up this new body have now been made. 

It was also felt that since the campaign would be pri- 
marily in the interests of the retail jewelry store, a 
majority of the governing board of the new body should 
be composed of retailers, and it was suggested that for 
purposes of organizing, each of the two major retaii 
jewelry organizations would be asked to name an equal 
number of retailers from their members. The suppliers, 
in turn, were to select representatives who would equal 
the retailers in number and then this new board would 
elect as chairman an additional member who would have 
to be a retailer, thus giving the retail group a majcrity 
of one over all of the suppliers combined. 

Following the recent conventions, NACJ selected five 
of its members to serve on this board who are as fol- 
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lows: B. G. Rudolph, of Syracuse, N. Y.; Louis J. 
Milenbach, of Oakland, Calif.; Myer B. Barr, of Phila- 
delphia, Pa.; Samuel Gerson, of Detroit, Mich.; and 
Seymour Greenberg, of New York City. A sixth will be 
selected later. 

ANJRA has appointed the following six retailers: 
Clifford I. Josephson, Jr., of Moline, Ill.; Kenneth I. 
Van Cott, of Binghamton, N. Y.; Walter R. Thomas, of 
Atlanta, Ga.; H. Victor Paul, of Newark, N. J.; Cecil E. 
Kaufman of Kay Jewelry Stores, Washington, D.C., and 
W. G. Thurber, of Tilden-Thurber, Providence, R. I. 

To work with these 12 retailers, the suppliers’ group. 
has selected the following: Gustav H. Niemeyer, Handy 
& Harman, Inc., New York City; Ray F. Warren, 
Bulova Watch Co., New York City; Craig D. Munson, 
International Silver Co., Meriden, Conn.; Frank Mil- 
hening, J. Milhening, Inc., Chicago, Ill.; W. Waters 
Schwab, J. R. Wood & Sons, Inc., New York City; Leon- 
ard Shiman, Shiman Mfg. Co., Newark, N. J.; Edward 
O. Otis, Jr., Otis Co., Providence, R. I.; Leo Krussman, 
Trifari, Krussman & Fishel, New York City; Henry I. 
Jaeobson, Jacobson Bros., New York City; Leopold 
Nathan, S. Nathan & Co., Inc., New York City; Silas B. 
Reagan, Baldwin-Miller Co., Indianapolis, Ind., and 
Gordon Howard, Elgin National Watch Co., Elgin, Ill. 

The new board will hold its first meeting in New York 
on Monday and Tuesday, October 7 and 8, at which time 
it is expected to file for incorporation and to draw up 
and adopt constitution and by-laws governing the opera- 
tions of the body. 

It is also expected that the name of the organization 
will be changed, since the words “Publicity Board” in 
the present title often proved an obstacle to obtaining 
the publicity that is desired, since to newspaper and 
magazine editors, radio commentators, etc., the word 
“publicity” is anathema. Some such designation as ‘The 
Jewelry Foundation” or “The Jewelry Institute” pre- 
sumably will be selected instead. 

The new board will also engage a full-time executive 
to handle the campaign work under the direction of the 
board or a committee thereof and the actual campaign 
itself should be in operation in the very near future. 

Thus, the effort to retain the jewelry industry's pres- 
ent favorable position which has been only a hope and 
dream for the past months, now becomes a reality and 
the campaign itself will begin to appear and make its 
influence felt in the very near future. 
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Acme Newspictures _ 


New closed-course records of 373.9 miles per hour for propeller 
planes, and 515.853 for jets made at the 1946 National Air Races at 
Cleveland were timed with Longines watches. For, as the official 
watch for the National Aeronautic Association, Longines is the official 
watch for timing aviation records, throughout the world. This is an 
honor of which Longines is justly proud. The last previous National 
Air Races held in 1939 were, of course, timed by Longines, as were 
the many sensational air speed records made during the past year. 
In all fields of precise timing, no other name on a watch means so 
much as Longines, the world’s most honored watch, product of the 
Longines-Wittnauer Watch Company. 


Valoeh 
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Above (Jeft) is the panel of 
Longines watches made for use 
at the National Air Races. The 
twelve specially-rated Longines 
Chronographs start synchro- 
nously. At the conclusion of the 
races Chief Timer Roger Wolfe 
Kahn wired: ‘‘Congratulations 
for a marvelous job in de- 
signing and constructing 
this board for timing the 
1946 National Air Races." 
The picture above shows a P-51 
rounding a pylon. 
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Thanksgiving 
Window Ideas 


by W. B. STODDARD 


HANKSGIVING is a strictly American festival 
coming down from the days of the Pilgrims, so it is 
an especially appropriate time to call attention to Amer- 
ican wares. It is the time when every housewife is 
thinking of her table, so tablewares should be spot- 
lighted. A distinctive ad was used by Robinsons, Los 
Angeles, to play up these lines: 
“SET YOUR TABLE WITH GRACE FOR 
THANKSGIVING 
It’s the happiest time of all—when you gather your 
family ’round you at the table for dinner. It’s home, 
all in a circle. It’s your life—rounded and complete. 

It’s America—free and courageous. And it’s your 

duty to keep home and Thanksgiving as lovely as ever, 

for gracious living.” 

Several distinctive patterns of American silver, china 
and crystal were illustrated. They complemented their 
ad with a window calling attention to their finer dinner 
sets. The background was copper colored, with a border 
of autumn leaves, and in the foreground was a big pump- 
kin, on which was a tray and breakfast set. Two other 
sets were shown on the polished floor. At the entrance 
of the China section were two tables set for the Thanks- 
giving feast. Lenox and American Haviland china. 
Fostoria and Tiffin crystal; and two patterns of sterling 
silver were used, together with great bowls of fruit, and 
waxen candles in silver candelabra. 

McNeels, San Antonio, Tex., especially featured carv- 
ing sets. A large card on the wall, held in place by two 
large maple leaves, said “Never a Dull Moment.” At 

(Please turn to page 295) 
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These windows, used last year, were very success. 
ful in stimulating Thanksgiving trade. Reading 
clockwise: Robinson's, Los Angeles, Calif. 4 
Morton Co., Oakland, Calif.; S. Spitz, Santa Fe 
N. Mex. and Davidson & Licht, Oakland, Calif 
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RONSON’S GIFT SEASON PLANS 


IN FOUR STANZAS 
a 
‘Twas three months before Christmas and all through the land 
Fear of scarcities built a terrific demand. 
The public was dashing to store after store, 
Intent upon buying up gifts by the score. 
ea 
Now, RONSON, with foresight, had taken the view 
That in this condition lay profits for you, 
And carefully worked out a smart plan that sends 
A great bulk of this traffic direct to its friends. 
Itt 
And that in a nutshell tells you the reason 
Why RONSON and SANTA are rushing the season, 
And running the biggest darn lighter campaign 
That was ever devised for your profit and gain. 
mAvs 
So get set at your counters and oil up the till, 
Display your choice lines for there’s orders to fill. 
May crowds fill your store from morning ’til night, 
Here’s profits to all... and to all a good light! 























NETWORK RADIO TO BLANK- 
KET THE COUNTRY —Every 
Saturday night. (Sunday nights on 
Pacific Coast), it’s RONSON’s “20 
Questions” on 137 Mutual stations 
—coast to coast—with a coverage 
of 70% of America’s radio homes 
«++ 71% of America’s retail sales. 


is” RONSON LIGHTER ACCESSORY 
cs ADS TO COMPLETE THE PIC- 
TURE—in LIFE, SATURDAY 
EVENING POST, COLLIER’S, ES- 
QUIRE, AMERICAN WEEKLY, 
NEW YORKER, TRUE, and we’re 
talking up those accessories on all 
RONSON’s network programs. 


WORLD’S GREATEST LIGHTER 


RONSON ART METAL WORKS, INC., Newark 2, N. J. 


*Trade Mark Reg. 
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Jo all...a good light 
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HALF PAGE ADS TO CATCH THE EARLY SHOP.- 
PER—in AMERICAN WEEKLY, LIFE, SATURDAY 
EVENING POST, COLLIER’S, NEW YORKER, 
HARPER’S BAZAAR, VOGUE, HOUSE & GARDEN, 
HOUSE BEAUTIFUL. Circulation: 21,671,813 





- HALF PAGE ADS TO CATCH THE LATE SHOPPER 


—in LIFE, SATURDAY EVENING POST, COLLIER’S, 
HOUSE & GARDEN, HOUSE BEAUTIFUL. 
Circulation: 12,203,829 














FULL PAGE ADS TO CATCH THE EYE OF MIL- 
LIONS—in AMERICAN WEEKLY, (Full Color); SAT- 
URDAY EVENING POST, LIFE, COLLIER’S, (2 
Colors); NEW YORKER, HARPER’S BAZAAR, VOGUE 
(1 Color). Circulation: 21,180,365 
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Parision bracelets feature heavy 
links. (1) is built extremely high 
and contains more than six ounces 
of gold. (2) makes use of graduated 
links and small clusters of rubies. 


The Paris Story 


Franee is fighting a lesing battle 
to regain her former position as 
world jewelry design center, says 
famous designer after Paris visit. 


ARIS is not quite Paris again. It is beautiful but 
it is tragic too, and that tragedy permeates the 
atmosphere and prevents its people from returning to 
their old ways of grace and beauty. Hunger and in- 
trigue, pain and profiteering are standing in the way 
of the return of the City of Light to her former eminence 
in the art and fashion world. 
Jewelry design, like everything else, is suffering from 
a temporary setback. The talent is there but for the 
present its energies are being diverted toward the press- 
ing tasks of living and eating in a demoralized city. It 
was no accident that Paris was the art and fashion 
center of the world for centuries. An air of cultural 
freedom, of joy-of-living, of ease and grace made it an 
ideal city for art and artists to flourish. Today these 
conditions are present only to a minute degree and the 
arts are suffering accordingly. 
This is not to say that in our field—jewelry design— 


A peacock feather motif is carried out in 
gold and diamonds in this heavy necklace 
(3). Gold carved to simulate chain used 
in this double-knot brooch (4) which is 
ornamented with large diamond pendants. 


by MARIANNE OSTIER 
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Diamonds in the Fashion Spotlight 


Not just one, but TWO exciting advertising series are now fea- 
turing the diamond . . . the first, in general magazines, points 
to the diamond engagement ring tradition . . . the second, 
shown here, cites the diamond in its inimitable role as a peer- 
less and enduring fashion. In dramatic four-color pages, this 
advertising is appearing in Vogue and Harper's Bazaar, with 
2,418,618 messages to fashion-conscious women. It’s advertis- 
ing designed to deepen the appreciation of the diamonds you sell. 
De Beers Consolidated Mines, Ltd., and Associated Companies. 
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Steps and curves swirl up to a 
large center diamond in heavy 
platinum ring (5). Three cock- 
tail rings (6) offer variations 
with gold, diamonds and rubies. 


there are not lovely things to be seen and bought. There 
are, but many of the designs are derivative, many owe 
their inspiration to American fashions, many have a 
pre-World War I look which seems to be out of step 
with modern times. The center of gravity in the fashion 
world seems to be moving west, toward New York, and 
only a complete change in the economic and spiritual 
conditions of France will bring it back. 

Nevertheless, as I have said, there are still beautiful 
jewels behind the handsome facades of the Rue de la 
Paix and these I have sketched for readers of THE 
JEWELERS’ CircULAR-KEYSTONE. 

Most important trend in Parisian jewelry is the lacy 
openwork seen in many of the shops and reminiscent of 
the work of the Florentine goldsmiths of the nineteenth 
eentury. Thinly wrought plates of gold are intricately 
pierced, giving the effect rather of lace than metal. 
Studded with diamonds, rubies and sapphires, they are 
graceful looking and very “French” but somehow out- 
moded. I feel that American ingenuity will adapt this 
idea to its own uses and produce a new, more modern 
looking jewel that will better suit the American woman 
of today. 

Typical use of the new style is seen in Boucheron’s 
feather pin. Two long, narrow gold feathers are held 

(Please turn to page 296) 


A colorful star clip (8) combines gold, 
rubies and diamonds and is centered with 
a cluster of diamonds. A platinum and 
diamond necklace (9) in the new openwork 
style. Small round diamonds are spaced 
along necklace and edge of the graceful 
bowknot is trimmed with baguette stones. 
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Two gold brooches (7) one making use 
of a square chain looped through a 
ruby and diamond manchette, the other 
a peacock feather set with diamonds. 
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EXQUISITE GEM OF CEYLON 


























> 7 
rom Ratnapura, ’’Village of the Gems,” come the 


loveliest sapphires of all colors. Importing directly from 





Ceylon to New York, we present one of the world’s most important 


collections of genuine sapphires both mounted and unmounted. 


BRITISH BUILDING, ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK, W. Y 
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by ETHEL CORBITT PITKIN 


The "Garden of Jewels" dis- 
play which was prepared for 
the period of the Minneapolis 
“Aquatennial" was, actually, o 
float. Featuring sapphires, 
diamonds and pearls, it drew 
many an admiring glance from 
the crowds which flowed into 
town to attend the qala event. 


Window Displays Tie In 


With Summer Celebration 


LWAYS quick to cooperate with all civic enter- 
prises, the S. Jacobs Co., 811 Nicollet Ave., Min- 
neapolis, Minn., devised an unusually lovely window 
display which helped to celebrate the seventh annual 
“Aquatennial” of the city. It also served to draw atten- 
tion to the water-resistant watches of the store, which 
were placed about the window in lovely shells, on corals 
and on colorful stones. 

The Minneapolis ‘“Aquatennial,’ which has been held 
each summer for the past seven years, is a summer fun 
festival which has for its purpose the “spotlighting of 
Minneapolis as the summer sports capital of the world 
and of Minnesota as the world’s summer playground.” 

For the tie-in display, a replica of a lighthouse on a 
rocky point was made. Then the floor of the window 
was covered with white sand, and a blue fish net was 
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spread over the simulated rocks and brought down to 
one side of the window to give a depth of color. 

The sea shells used were in cream and pink shades 
and corals were white and in color. A simulated lake in 
the foreground also added atmosphere. 

Both men’s and ladies’ water-resistant watches were 
displayed. One poster called attention to the merchan- 
dise while another gave welcome to the visitors to the 
“Aquatennial.” 

The most valuable float of the “Aquatennial” was in 
the S. Jacobs Co., window. 

On a replica of a float, which centered the window 
with huge bouquets of red roses on either side, was laid 
out a miniature garden, parts of which served as display 
units for the collection of jewels which were shown. 
Other jewels were placed on the floor of the window in 
front of the float, which was titled, “Garden of Jewels.” 
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S. Jacobs & Company, Minneapolis, Minn., used the drawing 


power of the city’s seventh annual summer festival to impart 


a fine new spirit of freshness to their window displays. 


The display contained a collection of sapphires— 
eighteen large fine specimens in various colors, some of 
them rare and all unusually beautiful; a very large spray 
platinum diamond pin; a double strand, long Oriental 
pearl necklace with a marquise diamond clasp; two rings, 
one set with a 51 carat and the other with a 104 carat 
sapphire of unusually fine quality; a five carat gem 
diamond, several large emerald cut diamond rings set 
in solitaire; several elaborate diamond bracelets; a 37 
carat Alexandrite ring, together with a collection of 
other fancy rings and pins. The whole collection was 
worth well over $200,000. 

At one end of the float was a bride seated in a large 
ring which revolved continuously. ae 

A newspaper advertisement with a cut of the float and 
a partial description of the jewels was run, tying in 
with the window display. 

Public reaction to the display was excellent and a 
clocking of the number who stopped to look at the 
window showed 6,500 persons the first day. It was 
estimated on this basis that more than 50,000 persons 
would see it during the “Aquatennial.” 

The “Aquatennial”’ organization is composed of civic- 
minded men and women of the city who undertake the 
work of staging a ten-day celebration in which sports 
hold center stage. All persons who are behind this color- 
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This window display which 
observed the “Aquatennial" 
by featuring a lighthouse 
on a rocky point, was de- 
voted to a showing of men's 
and ladies’ water-resistant 
watches, thoroughly in line 
with the aquatic nature of 
the famed summer festival. 





“"Sacobs & Company 


full event contribute their services ; there is a subscription 
drive which raises funds for prizes for the events and 
the Aqua-Follies, a water show, is staged at the Theodore 
Wirth pool, running each night of the “Aquatennial.” 
This is made up of professional swimming stars, draws 
large crowds and helps to defray expenses of the event. 

Business and professional men get behind the ‘‘Aqua- 
tennial,’ and windows and floats show their interest. 
It is a gala period of ten days which advertises the city 
and gives a “lift” in the summer, to the persons who 
live in the area. Also, it stimulates business. 

Sports of all kinds are accented. The city administra- 
tion helps by giving use of pools, parks and playgrounds. 
Because of the many lakes in the city, many of the events 
are water sports, hence the “‘aqua” of the name. There 
are water skiing, outboard and sailing races; boating 
clubs compete; diving and swimming contests; the Paul 
Bunyan derby, a canoe race which begins at Bemidji in 
the northern part of the state and takes the racers 
through 410 miles of vacation-land, finishes in Minne- 
apolis as the official opening of the Aquatennial. 

Sports other than the water variety are also staged. 
Tennis, golf, model airplane shows, archery—in fact 
any sport that has followers. There is a music festival 
also and on Sunday a “God’s Outdoor Temple” Religious 
Service which is interdenominational and impressive with 
mass choirs. 
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GENUINE ORIENTAL PEARLS 


To you, Mr. Retailer, this 

means not only a profitable 

initial sale, but a repeat at 
. _ least once a year. 


FREE COUNTER DISPLAY 


With your first order, you will get without 
cost, an attractive velvet easel to display 
Remembrance Necklaces. Use it in your win- 
dow or on your counter for easy extra sales. 


INDIVIDUALLY BOXED + NATIONALLY ADVERTISED 


A quality product, guaranteed by 


VICTORIA PEARL C0., LTD. Rockefeller Center, New York, 
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Gone are the days when the credit 
man was concerned only with cold 
statisties—today his is one of the 


most important selling jobs. 


by MILDRED WATKINS 


DOOR slammed. A man strode into the jewelry 
store, jaw set, shoulders stiffly back, eyes snap- 
ping sparks. 

““Where’s the manager!” A heavy fist pounded the 
counter. 

“Good afternoon, Mr. Smith,” a pleasant, unhurried 
voice spoke at his side. “What seems to be the trouble?” 
He whirled to glare at the dapper, grey-haired gentle- 
man who smiled back with an expression of friendly 
concern. 

‘Here!’ One quick, angry motion sent a massive ring 
spinning along the counter. “What do you say to that?” 

The other picked it up. Alert blue eyes glanced at 
the ring and back to the enraged customer. “Stone fell 
out, eh . . . I should say it evidently hadn’t been set 
right.” 

“Hah! That what J say! And your firm did it, you 
know! Now what do you intend to do about it?” 

“Why we'll replace the stone, of course. What did you 
expect?’ answered William Gibson. 

The president of Cole & Young Co., South Chicago 
jewelers, smiled reminiscently. “Of course we made 
good on that diamond,” said William Gibson. ‘For 
seventy-two years Cole & Young have stood back of 
every sale they made, 100 per cent. 

“In this case it meant that we had to replace a $100 
stone—but you show me where $100 invested in adver- 
tising would bring finer returns. Mr. Smith is our friend 
for life. He wouldn’t dream of trading with any other 
jeweler—and money can’t buy the kind of advertising 
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The Credit Man Has 
A Pablie Relations Job 

















that he gives us in conversation with acquaintances and 
friends. 

“Another time a woman brought a diamond ring back 
to us two years after its purchase. She said an appraiser 
claimed it wasn’t worth half what she paid.” Gibson 
chuckled and the twinkle brightened in his eyes, “I 
didn’t argue with her—just told her it was still worth 
that much to us and returned every penny she'd paid, 
including tax. And the very next morning, bright and 
early, she came in wanting to buy her ring back. I had 
to tell her it was sold but she bought another ring from 
me—a more expensive one.” 

Public relations is nothing more nor less than the art 
of getting along with your particular public. Mr. Gib- 
son’s forty-six years’ experience at Cole & Young's has 
taught him a great deal about human nature and the 
fine art of public relations. His deft and far-sighted 
handling of the two situations described, illustrates how, 
in a high-grade credit store, policies regarding com- 
plaints are determined by a sound public relations 
program: 

1. It is good public relations—and therefore good 
business—to sell first-class merchandise and service 
and live up to your guarantee. Honest methods pay 
off in the long run. ° 


2. Courteous attention to and consideration of com- 
plaints is one of the first rules of good customer re- 
lations. Yet so frequently are customers treated with 
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cool lack of consideration or even with downright 
rudeness, that any store which will trouble to develop 
a courteous and friendly attitude throughout, has a 
real advantage over competitors. Customers will leave 
that store doubly pleased and will return at the firs! 
opportunity. 

3. Whether a complainer is right or wrong, he 
usually believes he is right. If a concession seems 
justified, make it promptly, cheerfully, and go along 

















all the way with him. If you must refuse a request, 
do so reasonably and firmly. Politeness will retain 
his good will where abrupt or indifferent treatment 
will lose it. But never, never wrangle or quibble over 
an adjustment. A fifty-fifty compromise defeats its 
own purpose because it satisfies nobody. 

4. Greet your customers by name whenever you 
know it. Net only because the sound of a man’s own 
name is music to his ears, but because it flatters him 
by showing that, you remember him, and subtly pro- 
motes a feeling of closer and friendlier association. 


A complaint, to the public relations conscious, is not 
merely a time-consuming nuisance to be shunted out 
of the way as quickly as possible. It is an opportunity 
to do a real, solid selling job and make a lasting friend- 
ship for your store. An exchange is your opportunity to 
introduce your customer to other merchandise and higher 
priced lines. Gone are the days, if indeed they ever 
truly existed, when the creditman’s only concern was 
with cold statistics. Today his is actually one of the 
most important selling jobs in the store and if he is 
the right kind of fellow, says Gibson, he becomes the 
best-liked man in the store. 

Gibson follows the same technique in his treatment of 
complaints regarding service. A customer seldom objects 
to paying a repair bill, he finds, if he understands just 
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what he is paying for, what was done and why. Hoy- 
ever, “If you don’t think it’s worth that, you put a price 
on it,’ Gibson will say to the objecting customer, If 
he continues to demur, “O.K. Then take it for nothing, 
We want you to be satisfied.” Surprisingly enough, such 
an attitude frequently results in the customer insisting 
on paying the original price. 

Not in the handling of complaints alone, however, 
but in every other contact with customers as well. the 
attitude of the Credit Department can do much either 
to strengthen or to undo the hard work and careful 
planning of the Sales, Advertising, and Display De- 
partments. What is the use of spending time, effort, and 
money, to get people to come into your store unless you 
treat them right once they are there! 

Tactful phrasing on the part of the interviewer can 
make all the difference between ready cooperation and 
real resentment in a customer who is applying for 
credit. Complete and detailed information should be 
obtained from every applicant. While, as Mr. Gibson 
remarked, much of this information is unnecessary in 
ninety per cent of cases, when you do need all the 
answers, you need them badly for a complete record is 
the only means of tracing a “skip.” 

Never, then, should salesman and credit man be one 
and the same individual if it can be avoided. The sales- 
man is trained for his job. The credit man should be 
especially trained for his. An informal chat between 
credit man and customer puts the latter at ease and a 
good deal of the required information will often come 
out in the course of skillfully directed conversation. An 
indirect approach often will secure necessary informa- 
tion from a “touchy” applicant: A question as to his 
occupation will suggest his proper wage bracket, or a 
general discussion of his family reveal whether or not 
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the wife also works, etc. 

Cole & Young provide private booths for the writing 
up of contracts. Just large enough to accommodate two 
persons at a small table, these not only afford the privacy 


which most customers prefer but, added Gibson, “you'd 
(Please turn to page 297) 
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More brilliance and intensified color. 
Selected diamonds (only one in 500 used). 
Impression of larger size. 
Perpetual insurance against chipping (annually renewable). 
The only self-identifiable diamond. 
Fair-traded for your protection. 
Consistently advertised in the powerful Saturday Evening Posi. 
Selling aids for your store — displays, literature, newspaper ads, radio scripts. 






Write for franchise availability. 
Diamond Craft of America « 551] Fifth Ave., New York 17, N. Y.- London+ Amsterdam + Antwerp 
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Store Combines 
Function With | 
Modern Design 











REQUENTLY, jewelers who design new stores for 

themselves or modernize old ones tend to go over- 
board in the matter of the “modern” touch. Straight 
lines, angles, cube-like effects and other wierd treat- 
ments are installed. As a result, efficiency is sacrificed 
to appearance which may be startling but not neces- 
sarily pleasant to contemplate. 

In the case of the new Wiss Sons store in East 
Orange, N. J., however, modern treatment has been 
neatly dovetailed with function. Or, more precisely, 
function has dictated a treatment which, because of its 
efficiency, is extremely pleasant to look at. 

There are many brand-new ideas in the store, de- 
signed by Jose Fernandez, New York architect, but they 
are all practical and handsomely executed. Primarily, 
the innovations are of two types: those concerned with 
the store front and those inside. The former were em- 
ployed in order to display merchandise in the most in- 
teresting, eye-catching manner. The latter were used 
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Left — The front of 
the new Wiss store, 
being on a corner, 
gave the architect 
a chance to employ 
several unusual ef- 
fects. Note particu- 
larly the “show case" 
type of display win- : 
dow, combined with 

the popular “open 
front" type facade. 


















Customer's-eye view of the silver 
section in the new Wiss store. A 
comfortable chair is available for 
both the customer and the salesman. 





primarily to make goods readily available for customers 

without cluttering show cases and wall cabinets. 
Located in East Orange, an extremely well-to-do 

suburb of Newark, N. J., the store is definitely designed 
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Right—A view of the 
entire Wiss store. The 
fine jewelry is on dis- 
play at the left and 
costume jewelry at the 
right. Below — Clerk’'s- 
eye view of the silver 
section, showing the 
drawers in display table 
allowing quick changes 
of patterns being shown. 


for the upper-crust trade and has no fear of competi- 
tion from “big-city” jewelers. Indeed, many large New 
York and Newark firms have branch stores in East 
Orange since the residents seem to prefer shopping in 
their own community. 

As can be seen from the accompanying photograph, 
the new Wiss store occupies a corner position and is 
designed upon “open front” lines. At the right of the 
entrance a wide projecting display window shows larger 
items such as hollowware to excellent advantage. Be- 
neath this window, the support is recessed to provide 
toe-room comfort for persons examining the displays. 

To the left of the entrance appears one of the most 
interesting new developments in the Wiss store: be- 
neath the plate glass window which affords a view of the 
interior, a “showcase” type of window with glass top. 
and front displays various small items. Shaped like the 
letter L, this case follows the angle of the store front 
and side. 

Behind the plate glass windows on front and side 
above the show case display, two additional all-glass 
cases are suspended for special displays. These cases 
are illuminated from above by special “bullet” type in- 
candescent spotlights. 

A large “well” type ceiling fixture recessed over the 

(Please turn to page 298) 


The new East Orange. N. J.. store of Wiss Sons, Ine.; combines 


many new features. Virtually all of them are designed to add 


efficiency to store operation rather than just be ‘different’. 
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Radio Promotion for Jewelers 


















Seventh, and concluding article in a series designed to help 
retailers make the most effective use of their radio time. This 


installment considers various aspects not previously covered. . 
HERE are 60,000,000 radio sets in the United by MARIE FORD, Editor 
States. These sets are in 32,500,000 homes, and Radio Showmanship 
nine out of every ten homes have one or more. Four 
out of every ten homes have more than one radio set. frequency with which an advertiser's message is heard. 
What’s more, these radio sets are used. Of all urban Of course, the amount of money a jeweler has available | 
} families, 83.7 per cent use their sets an average of five for a broadcast campaign is of primary importance in 
} hours and four minutes daily. determining whether to go on a daily, three times weekly : 
i” The problem for the advertiser is to capture for his - or a weekly schedule. But time cost alone should not 
particular program as large a segment of the listening be the sole determining factor. 
audience as possible and it has been demonstrated in If a campaign does not produce results, it is still a 
many instances that the nature of the program is only waste of money no matter how little is spent. After : 
one factor in determining what makes for success with all, when the New York Jewelry Company upped its 
the broadcast medium. radio expenditures from $50 over WWDC, Washington, | 
Without question, an important factor is that of the D. C., to become one of the largest users of radio time 
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Distribution of home radios in the U. S., by states, as of 1940. 
Facts are based upon data from the census of housing conducted 
by the U. S. Department of Commerce, and are reproduced from 
"Radio Advertising for Retailers," by C. H. Sandage, visiting 
professor of business research at Harvard University, 1945. 
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in the nation’s capital, it did so because radio produced 
results. 

What is more important is (1) the impact the jeweler 
wants to make on his audience; (2) the specific purpose 
behind the series, and (3) the nature of the program 
itself. 


IMPACT ON THE AUDIENCE 


in some advertising campaigns the primary objective 
is to reach some limited number of listeners day after 
day. The “Philadelphia Philharmonic,” broadcast over 
WPEN for S. Kind & Sons, is one example. This nightly 
broadcast of concert music would appeal te a limited 
audience, but it would reach this group regularly. 

In other campaigns, the emphasis is upon reaching 
as many families as possible, even though few of the 
families are reached more than a small number of times. 
The juvenile amateur program which the Wilkens 
Jewelry Company aired over WPAS is illustrative of 
this approach. For every broadcast, Wilkens could be 
sure of reaching friends and relatives of each child per- 
former, with new segments of the listening audience 
tapped for each performance. 

In between, is the campaign designed to reach the 
mass audience on a consistent schedule, with the oppor- 
tunity to expand that audience from week to week a 
primary objective. Hart’s Jewelry Store, Warren, O., 
followed this course when it took on sponsorship of 
Cecil Brown on a cooperative basis over WRRN, with 
the newscast aired Monday through Friday at 11:00 a.m. 

Regardless of which approach is followed, it is well 
to remember that the more calls a salesman makes, the 
more sales are apt to result. What makes this particu- 
larly true of radio is the fact that it is easier to establish 
a listening habit pattern on a daily schedule than on any 
other schedule. In this respect it is interesting to note 
that of 47 jewelers selected at random, 49 per cent were 
on the air five or six times a week. The fact that the 
Kay Jewelry Co., San Francisco, Calif., has renewed 
for its fifth year its six-weekly, quarter-hour evening 
program, “Sweetheart Swingtime,’ points up the fact 
that consistent, day-in-day-out advertisers derive maxi- 
mum effectiveness from the advantages inherent in the 
broadcast medium. 


SPECIFIC PURPOSE 


While a daily schedule creates the maximum impres- 
sion on the listening audience, the purpose behind the 
campaign is an important factor. With sales in mind, 
Stewart’s Jewelers, Little Rock, Ark., took on sponsor- 
skip of the “Musical Jewel Box” aired over KARK, on 
a six-times weekly schedule. On the other hand, Cres- 
cent Jewelers, Oakland, Calif., sponsored a Sunday news 
summary over KQW as an institutional gesture. In other 
words, sales are one thing. An institutional campaign 
is something else again. A sales campaign indicates a 
daily impact. Most institutional efforts follow a weekly 
schedule. : 


PROGRAM A FACTOR 


For the most part, a program aired every day must 
have a relatively simple format and there must be 
enough material available to maintain a consistent per- 
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formance level. The five-minute analysis of the day’s 
news in Georgia, ‘Georgia News,’ which was sponsored 
over WGST, Atlanta, Ga., by Maier & Berkele, is 
case in point. This factor explains the heavy reliance 
upon news and music. Both can continue indefinitely 
and both reach a large, receptive and diversified audience, 

There are other programs which just as surely cal] 
for a weekly schedule. For example, the ‘Movie Quiz” 
which the Gunter’s Jewelry Store, Anniston, Ala., co- 
sponsored with a local furniture store over WHMaA, 
consisted of comedy, gags, stunts and horseplay. This 
program was broadcast each week from the stage of 
the local theatre, and members of the audience received 
cash awards for correct answers to movie questions. The 
“Crazy Auction” which the Zerweck Jewelry Co. spon- 
sored over WI'MV, East St. Louis, Ill., from the stage 
of a local theatre represents a similiar situation. Both 
of these programs would lose some of their appeal if 
broadcast more than once a week, and certainly those 
in charge of production would be hard pressed to main- 
tain a high level of fresh, vital entertainment. 


PROGRAM LENGTH 


How long a program should be is best determined by 
(1) audience preference, (2) time availability, (3) pro- 
gram content and (4) the message the jeweler wants to 
impart to the listening audience. 

When audience preference alone is considered, a 
quarter-hour program gets the biggest hand from the 
listening audience and most jewelers follow this lead. 
At any rate, from among 46 jewelers on the air with 
radio programs, 63 per cent used the quarter-hour time 
unit. The daily quarter-hour of recorded music which 

(Please turn to page 299) 
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Confidenee of Publie 


Vital for Sueceess 


But public confidence does 


not just happen, says Karl 


Shrode—it must be earned. 


T is the opinion of Mr. Karl Shrode, owner and man- 

ager of Shrode Jewelers, Sarasota, Florida, that 
the obtaining and holding of public confidence is the 
primary although intangible factor, that is essential to 
the success of a jewelry retail outlet. 

He feels that in order to be successful in the jewelry 
business a man must first build unswerving confidence in 
himself both as a person and as a jeweler. It is not 
enough to have one without the other. 

Intangible as this quality may be, Mr. Shrode says 
that wholehearted public confidence is often the differ- 
ence between spectacular success and dismal failure. 

However, public confidence is not something that just 
happens to some lucky merchants like holding a lucky 
sweepstakes ticket, and passes others by. To be lasting 
and secure it must be earned. As Mr. Shrode points 
out, the man that trusts to luck and haphazard good for- 
tune to bring him success is only fooling himself. 

“There are certain steps that must be taken,” says 
this jeweler, “to gain that confidence which is so neces- 

(Please turn to page 800) 
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by ANDREAS BOTHE 


Left — The appealing 
interior invites con- 
fidence at Shrode's, 
Sarasota, Fla. Below— 
The repair department 
is another confidence- 
inspiring feature. 


Below—Mr. Shrode discusses the purchase of a 
diamond ring with a customer. His knowledge 
of gems, mountings inspire customer confidence. 
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BLUE & WHITE 


This Company, which has always specialized in 
GENUINE ZIRCONS, again has available beau- 
tiful blues and whites in all sizes. Qualities for 


every grade of jewelry from Sterling to Platinum. 





For Dealers interested in quantities we 
have original unopened lots exactly as 


received, as well as special sorted qualities. 





JAMES A. DRILLING COMPANY, Inc. 
2 WEST 46th STREET 
New York 19, N. Y. 


Phone: LOngacre 3-3033 
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Cutting Shop 
In England 


Expands Trade 


War brought greater 
numbers of workers 


to plant, peacetime 


ehanges now complete. 


ERE in the United States, we are all prone to think 

that this is the one country that has mastered the 
problems of mass production—that whether it is auto- 
mobiles, or steel, or diamonds, we are the one nation 
with factories that turn out goods in big quantities. 

To any such, the diamond cutting and polishing plant 
of A. Monnickendam in Brighton, England, might prove 
somewhat of a surprise. Today it employs 145 work- 
men, and occupies an entire two-story building of good 
size, complete with its own engineering shop where saws, 
wheels, and other machinery are designed, built and kept 
in repair. An idea of its size and importance may be 
gained from the accompanying photographs. 

Like many of its American counterparts, the Monnick- 
endam factory had a rapid growth during the war. In 
1938, its emplovees totaled 18—today as stated above, 
the number is more than eight times as large. 

It all started back in 1914 when Mr. Monnickendam, 
who had learned the diamond cutter’s trade in Holland. 
arrived in Great Britain, and found employment there. 
Soon he stepped out on his own as a diamond dealer 
and master cutter, with his own shop, though his manu- 
facturing operations were at first on a small scale. 
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Left — Cutting establishment in Brighton, 
England, of A. Monnickendam, Ltd. Below— 
View of one of the cutting rooms in the 
Monnickendam establishment where many 
veterans of the war are undergoing training 
in the cutting art, each under the super- 
vision of an experienced journeyman. Bot- 
tom—The battery of saws in the shop. 
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Gradually the business grew, and by 1940 when the 
refugee cutters frem the low countries began to reach 
Great Britain, Monnickendam had the onlv active dia- 
mond cutting shop in the country. All of them, con- 
sequently, came to him seeking employment. By that 
time the British government had sharply curtailed the 
production of all except essential goods, but Mr. 
Monnickendam succeeded in working out an arrange- 

(Please turn to page 306) 
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IMPORTERS AND CUTTER 


VIAMONUDS 


608 FIFTH AVENUE 
“NEW YORK 20, N.Y. 


Curting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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More for Your Advertising Dollar 


The author, for many years a retail jeweler, discusses here 


the most profitable advertising media and coneludes that consistent 


newspaper insertions. day in and day out, are the best investment. 


“NAN you, Mr. Small Jeweler, afford to pay more 

7 money, in proportion to the people to which you 
appeal, than say the Ford Motor Company, or any other 
large advertiser? 

Of course not; but maybe you do. I was a jeweler for 
many years and a zealous beliver in advertising. I 
learned a lot the hard way. After a time I came to a 
few conclusions. 

There will always be some argument between pro- 
ducers of advertising novelties on one side, and the 
newspapers and magazines on the other side, as to just 
what is advertising and what is publicity, and what is 
the most effective medium. 

First of all I say advertise, and advertise consis- 
tently, week in and week out, the entire year. Many will 
disagree with me on this, but I contend that the jeweler 
who has hammered away with his small ads all through 
the year, will not have to spend extra large amounts in 
December, when droves of people are going to. visit him 
anyway. 

By what mediums shall I advertise, you ask? The 
newspaper, I answer, by all means. Make a contract to 
use at least three or four inches, single column, daily, 
right through the year, preferably on the society or wo- 
man’s page. If you like, you can increase your space a 
bit in December, but large spaces are expensive, and | 
believe not essential if you have kept yourself consis- 
tently before your public all year. 

In our store, for years, we used a four-inch ad, single 
column, every business day in the year. We headed it 
with a permanent slogan, and at the bottom used a sig- 
nature cut. For the text, we started off with some news 
item, preferably local, or a bit of humor, for a few lines, 
sliding easily into a commercial. We changed it daily. 
It’s well worth your time and money to try it. People 
will talk about it. We had many people tell us, that, upon 
receiving their newsapaper, they looked up our ad the 
first thing. Of course you will have to write ads with a 
punch in them, to get the public talking about them, but 
a little practise wiil put vou on the beam. 

Why the newspaper? Because you will reach more 
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by PAUL P. WENTZ 


people, per dollar, than you will with any other medium. 
Take souvenirs, fans, calendars, blotters, paper napkins, 
match books and other items. Some very good, no doubt, 
but all publicity articles, and you simply cannot reach 


' as many people, per dollar, with these, and thus attract 


as many sales per dollar of advertising as you can with 
the newspaper. : 

How about ads in church programs, labor and lodge 
announcements, amateur theatricals and a host of others 
we are asked to buy? This is what I say is the most ex- 
pensive advertising in the world—assuming for the sake 
of the argument that you can call it advertising at all. It’s 
a matter of simple arithmetic—simply figure the number 
of people that you reach per dollar of cost as against 
the rates and circulation of your local newspaper. I am 
a church elder in good standing, and I still say it. I also 
Say, support your own church to the best of your ability 
with your weekly contributions. But when a church— 
maybe your own—solicits you for an ad in their program, 
take it if you choose to, but don’t call it advertising, call 
it by its right name—a donation. 

What shall we do about the other churches, then and 
lodges, labor and theatrical programs when we are 
solicited? Obviously we cannot afford to offend them. 
They are still our customers, or potential customers. 
Here’s a solution we used, successfully, for years. In- 
stead of taking an ad that would cost us, say $10.00, we 
would explain that our advertising appropriation was 
made up for the year, and that we used mostly the news- 
paper but that we would, always in a case like this, 
donate our flat rate of one dollar. If they saw fit to give 
us a single line, somewhere in the program, all well and 
good, if not, they could still have the dollar as a donation 
to the cause. It worked like a charm. 

Of course, as with most rules, there are exceptions. 
When the local high school solicits you for an ad in their 


monthly school paper, take one in every issue, cheerfully. 
(Please turn to page 303) 
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—- Touchdown! 





The team that scores the most 
points wins the game. 


It doesn’t make any difference 
whether the goal is crossed by 
means of a forward pass, end run, 
line buck or fumble. 


The object is to get there by fair 
means and as quickly as you can. 
One of the reasons why our sales 
of diamond rings have grown and 
srown is simply because we've de- 
veloped the habit of “getting 
there.” | 


We have given every jeweler who 
has done business with us dia- 
mond rings which he in turn could 
sell easily and quickly at a profit. 


No wonder we're rolling up a good 
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Little Known Gemstomes ... 


Rough yellow scapolite specimen 
with emerald cut stone in center. 
At right is white scapolite cats- 
eye. All are from the American 
Museum of Natural History, N. Y. 


Seventh in a series of articles on those gemstones 


generally unfamiliar to the public but which should 


receive the appreciation that is due them. 


OST jewelers are not too familiar with this stone 
or its characteristics for it is rather uncommon. 
Clear gemmy scapolite was the first described by A. 
Lacroix (1922) and came frem a pegmatite in Mada- 


gascar. He apparently was much impressed with the 


new occurrence, which, he says, consists of corroded 
fragments of crystals resembling a yellow beryl. The 
photogrpah in his book illustrates a cluster of low 
rounded four-sided pyramids resulting from pitting and 
corrosion on what must have been the termination of the 
crystal. The illustrated specimen came from a pegmatite 
at Tstrasaotra, east of Ankazobe. At the time of the 
publication, it was apparently the only example he had, 
though subsequent work produced additional material, 
scme of which has appeared on the market. They make 
attractive, light yellow stones, but most of the buyers 
are collectors, since they are not outstanding in any 
particular respect, except rarity, and too closely resemble 
so many other gems. 
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by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


Gemmy yellow scapolite of identical appearance has 


-been found in Brazil, two localities of rather an in- 


definite nature being mentioned as sources. According to 
some reports, it is found as slightly water worn masses 
in eastern Minas Geraes, and identical material is said 
to come from Baia. Schlossmacher-Bauer mentions 
Itaguassu in Espirito Santo as the source of the material. 
The value is cons‘dered to be low, though it would be 
difficult to find any in the market. Tyrolean occurrences 
are unimportant. 

Of far greater gem value are the stones now said to 
ccme from Burma and fairly high prices have been 
obtained for some of these stones in recent years—with- 


out, we fear, sufficient justification. These gems are of 
(Please turn to page 306) 
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--- A Merchandising Primer 





NE of the most beautiful of gemstones from the 

standpoint of its variegated color play is the opal, 
the birthstone for October. For a long time under a 
cloud of artificially created superstition brought about 
by the misinterpretation of the part one played in a 
novel of the last century, the opal has risen above this 
superstition today and has regained its rightful popu- 
larity among the lovers of beautiful jewelry. 

The opal was known and admired in ancient times, 
evident from Pliny’s enthusiastic description of the gem 
in which he stated that it alone combined the burning 
red of the ruby, the green of the emerald, and the blue 
of the sapphire. 

Following its obscurity to which it was relegated as 
a result of the story, opals returned to favor following 
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A condensation of the facts and fiction on the 
birthstones in an easy-to-read form for jewelers 


to pass on to their customers. 


Black and white reproduction 
is a poor medium for showing 
the beauty and color of fine 
opals such as these rough and 
cut specimens from the Wm. V. 
Schmidt Co., Inc., New York. 








the discovery of opals in Australia. Queen Victoria, 
presented with some of the stones from the new find, 
gave new life to the fashion of wearing opals—and when 
fashion dictates, superstition is superseded. 

The oldest mines, which up to the latter part of the 
19th century were the only extensive opal deposits 
known, were located in Hungary. These mines were 
practically exhausted at the time of the discovery of 
the rich fields in Australia and, after this new find, were 
abandoned. This new Australian field, accidentally dis- 
covered by a hunter in a waterless and forbidding part 
of New South Wales in 1889, produced stones that 
rivaled the best from the Hungarian mines. In 1905 a 
still more remarkable field was discovered farther north, 

(Please turn to page 309) 
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The name (Soret on gold jewelry 
_—_ ail 


Kom aalold Qnohamelitilaleiielar 


Earrings, pendants, brooches, bracelets, 


lockets, rings, cuff links . 


SOMERS-ERNST CO,., Inc. 


O. J. SOMERS CO. DTfetsakevalemm taal ekelaisa 
42 WEST 48th STREET, NEW YORK 19, N.Y. 
Hiegtered 7OF S. BROADWAY,..LOS ANGELES, CALIFORNIA 
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Stars Tell Denver 


“4 Ways to Pay’ 


OUR little black stars, designed to catch the 

reader's eye, appear in the newspaper display ads 
of Rogers’, The Diamond Store of Denver. No matter 
what the main portion of the two-column ad may con- 
tain, whether a picture, description and price of a “Hers 
and His’ double ring set, or a notice when the OPA 
ceased in July that “the price of every item in Rogers’ 
entire stock will remain the same,” the four little black 
stars are a must, says Harry E. Rogers, manager. 

Here is why they are so important. At the bottom 
of the ad appears the statement, ‘4 Ways to Pay.” 
Immediately below this is the first of the stars and after 
it the word “Cash.” Then, dropping down a line and 
with a slight indentation, is the second star, preceding 
the word “Charge.” The third star is on the next line, 
which is further indented, and calls attention to the 
word “Layaway.” Still further indented, and on the 
fourth line, is the last of the stars. After it appear the 
words, “Year to Pay.” 

The stars, of course, can’t appear on the radio, be- 
cause they are printed stars, for newspaper advertising 
purposes only. But the four ways to pay that they 
emphasize, “Cash,” “Charge,” “Layaway” and “Year 
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Left—Located in Denver, the Rogers firm 
can't help but have heavy competition 
since that city has more jewelers per 
capita than any other. Below—Examples 
of the be-starred ads which have such 
an extraordinarily high drawing power. 
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OUTSTANDING JEWELER 
: DISTINGUISHED CITIZEN 
e.. - BUFFALO, NEW YORK 


: | A youthful veteran of 17 years in the jewelry 
) business, Chester McCawley is anticipating 

| even further successes in his business as 
¢ the proud possessor of the Magic Circle = 
line. He is able to find time away from his 


| business to be very active in civic affairs 


aa 








| which include holding office in Buffalo's. 
| Ad Club. Beyond ‘this, his flair for sports 
| has brought him recognition in golf, tennis 
and boxing as well as in bait, distance and 
fly rod casting. We are proud to have him 
as a member of the Magic Circle family. 
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by HAROLD B. OSBORNE + ieee 


Interior of the Rogers store. 
Of the firm's "4 ways to pay” 
customers are taking increas- 
ing advantage of charge facil- 
ities, according to the owner. 









The Rogers firm in Denver. Colorado. has found that the 


publie prefers to be told that any one of four different 


methods of payment can be used for jewelry purchases. 


to Pay,’ are regular radio features in the four Rogers’ 
newscasts each week over Station KLZ in Denver and 
in spot announcements over Stations KLZ and KFEL. 

“The idea isn’t original,’ admits Rogers. “I got it 
when I was on a trip.” That was three years ago. 
Whether original, or not, the idea apparently has paid 
off in cash, because for three years the four stars and 
the factors they represent have been a part of the 
Rogers’ advertisements. 

“At the time we started advertising these four ways 
to pay,’ explained Ben Cory, assistant manager, “there 
was a big upswing in cash business. We didn’t at any 
time want our customer friends to lose track of the fact 
that we still wanted credit business. So, while we men- 
tioned cash we also informed them constantly that they 
could obtain diamonds, nationally-famous watches, 
jewelry and silverware, as well as radios and electrical 
appliances, when we had these on hand, either on a 
charge account or an the layaway or year to pay plan.” 

After the “‘plenty cash” period of the war years, the 
trend of payments by the summer of 1946 was towards 
charge accounts, according to Rogers, who has been 
manager since the firm started doing business in 1925. 
He cited the following breakdown for July, 1946: cash, 
30 per cent; layaway, 30 per cent, and charge and year 
to pay, which tie in with each other, 40 per cent. 

In presenting the four ways of payment to the cus- 
tomer, Rogers says the usual procedure is to ask the 
customer if the purchase is for cash, or on a charge 
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account. Credit for new accounts is cleared through 
the Denver Retail Credit Association. The percentage 
of “skips” on credit accounts was described by Rogers 
as “not large.” 

“In fact,” he said, “there was not much credit busi- 
ness in the last three and one-half years. During that 
period ours ran about 80 per cent cash and 20 per cent 
credit.” So the problem of running after delinquent 
accounts (“We follow the usual procedure,”) was not 
great. 

Of the four choices of payment, charge accounts have 
a good effect in increasing sales, in Rogers’ opinion. 
“Naturally,” he declared, ‘“‘a charge account does lead 
to other sales.”’ But cash sales pay off, too, in increased 
business under the Rogers firm’s system of “customer 
friendship.’ Cory, who has been Rogers’ assistant 
manager for the last 10 years and who takes charge of 
advertising and a big part of the buying and merchan- 
dising, described “customer friendship” as a result of 
personal service. 

“Every customer, whether cash or credit, is a friend,’ 
asserts Cory. “I make it a point to know him per- 
sonally.” 

The Rogers’ normal sales force of around a dozen ex- 
perienced employes, .including two returned war veter- 
ans, one of whom was with the firm before the war, is 
also imbued with the spirit of “customer friendship, ’ 


which brings returns whether the customer enters the 
(Please turn to page 311) 
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YOUR STONE SETTER 
IS OUR BEST SALESMAN 





TRUBLAK 


TRADE MARK 
OF 
THE FINEST GENUINE 


BLACK ONYX 








& 


--- YOU CAN BUY THE BEST 














TRUBLAK onyx ringstones, regardless of price, are the cheapest 


Ree 


stones to use. Your stone setter can set them faster because of their ee 


remarkably accurate fit and unsurpassed finish. He can make more oe 


Pes 


money for himself and finish more rings for you. oe : 


Remember, in any stone-set ring, it is the stone which first attracts 





the customer. [here are many inferior stones being offered costing 
a few cents less than the finest stones that have been produced any- 


where, at any time. 


TRUBLAK black onyx ringstones are again available, in either 
bult top or {at top, in sin gle bevel or double bevel, as desired. 


SOLD EXCLUSIVELY TO THE MANUFACTURING JEWELER 


Pt, 
ADOLF MELLER 


Lonyoany 


387 CHARLES SIREET ° «© « PROVIDENCE 4,.-RHODE SLANG 


America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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dexterity that comes with 
practice, it becomes no 

gS i ae trick at all to test cut 
stones for hardness 


without fear of damage. | 


by STEPHEN HAFF 
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vir. Urto Goetzke of Church & Co., Newark, N. J., holds in his hand the set of 
hardness blocks for stone testing in the arrangement shown on the next page. 























OR many years jewelers and gemologists have “Are you sure you want to buy them at that price?” 
shunned the simplest and one of the primary tests asked the jeweler. 
for gem minerals, the hardness test. For just as many “Certainly. They’re fine stones.” 
years mineralogists have been using it, with satisfactory “That’s correct, but are they diamonds?” 
results. To his embarrassment, the diamond dealer learned 
The mineralogist is primarily interested in determin- that he had made the offer for two colorless zircons. 
ing what mineral he has under his hammer, while the Having assumed that they were diamonds, he had failed 
jeweler is more concerned with the value of the stone to make either of two simple tests which would have 
he is examining. But the first point in determining value shown their true nature. One was the hardness test. 
is the determination of the stone itself, as a certain dia- Of course, if he had taken out a case of hardness 
mond dealer learned some time ago. pencils and set to work on the usual method of making 
The dealer paid one of his usual business calls on such a test, it would undoubtedly have led to harsh 
a jewelry firm, and in the course of his conversation words, and perhaps even more viclent results. Testing 
with the firm’s representative he was offered two fine with a hardness pencil results in a scratched stone, and 
stones, set in rings. They had magnificent fire, were any jeweler knows that a scratched stone is one which 
well cut and showed no off-color tinge, so he agreed to has diminished in value. 
buy them at what was then a fair market rate for good However, there is a way of making the hardness test 
diamonds. which will not, unless one is clumsy, damage the stone 
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THE MOST DIVERSIFIED 
STOCK OF QUALITY STONES 
INTHE WORLD! _ 


s és 


Here is one of America’s most sales-commanding collections 
of popular precious, semi-precious, synthetic and 
imitation stones . . . ready to grace the proud creations of 
the country’s foremost creative jewelry manufacturers. 
Here, blazing with dramatic brilliance born of perfect 
precision cut, are quality stones of every shape, color and 
description. ..every one masterfully measured and 
accurately sized with traditional K&B craftsmanship. 
This significant perfection is inevitably evoking a new 
dynamic interest on the part of jewelers everywhere. 
Anticipate the retail demand of alert merchandisers who 
recognize the compelling effectiveness of K&B stones. 
Earn the confidence and the loyalty of a discriminating trade 
by using a stone source of unequalled excellence .. . 


Kittay & Blitz, Inc. We invite your consideration. 
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being tested. It is accomplished simply by reversing the 
usual method of testing. Instead of trying to scratch 
the stone one is testing, one uses it to scratch the test 
stone. 

This method has been used for years by one gem 
expert at least, with uniformly satisfactory results. Mr. 
Otto Goetzke, vice-president of Church & Co., Newark, 
N. J., who in addition to being a jewelry designer is a 
gem collector, uses a set of hardness blocks, in the ar- 
rangement illustrated in Fig. 1. The blocks are inex- 
pensive to prepare and simple to use, in comparison with 
some of the apparatus now used by gemologists. 

In using his blocks to test stones, Mr. Goetzke usually 
tries the stone under test on the block of talc first, as the 
ease with which it scratches the talc is a clue to the 
comparative hardness. After one has tested stones of 
various hardnesses, and gotten the “feel” of the test, 
scratches on one or two blocks will usually be sufficient 
tv ascertain the hardness of any gem. 

Naturally, it must be remembered that practically all 

mineral gems are brittle, and care must be used in their 
handling. In using the hardness blocks Mr. Goetzke 
does not sweep the stone across the block in the manner 
of one striking a match, nor is such a procedure rec- 
ommended—unless there is a positive desire to possess 
a lot of chipped stones. A scratch 1/32nd to 1/16th 
of an inch long, at most, and use of the loupe to examine 
it are recommended. With such cdre and the natural 
dexterity that develops from practice it becomes no trick 
at all to test cut stones without fear of damage. 

But why should one bother with hardness testing, any- 
way? By average, one is not likely to be offered color- 
less zircons for diamonds—although it can happen. How- 
ever, there are a number of other gem stones which look 


























































































































[.. | Tale 
| 2 | Gypsum 
| 3 | Calcite 
[4 | Fluorite 
[5 | Apatite 
5% Glass 

Hardness blocks, set up 

[ «| Feldspar in this fashion by Mr. 

Goetzke, enable him to 

not only identify the 

| really precious stones 

7 Quartz but, in addition, permit 

him to distinguish be- 

tween such relatively 

similar stones as ‘Mike 

Vopaz and Ike’ topaz, (H.8 

ond H.7). There are 

. three different tests 

| : Corundum | by which these stones 

| | may be identified, but 

the test for hardness 









is by far the simpler. 


enough alike to require some test before one can say with 
certainty which is which, and with the increasing em. 
phasis on colored stones it is well for the average jeweler- 
to have at hand some simple means of differentiation, — 
An outstanding example is the case of “Mike and Ike” 
topaz, better known as precious topaz (H. 8) and quartz 
topaz or citrine (H. 7). These yellow stones are so thor- 
oughly confused now that even their nomenclature jg 
mixed up, but it is only in appearance that they are 
similar. The more valuable precious topaz is to be dis- 
tinguished from its poor relation by any of three tests, 
for hardness, specific gravity or refraction, but the 
simplest of the three tests is for hardness, as anyone 
knows who has played with specific gravity balances 
or refractometers. Furthermore this test will quickly 
reveal the truth, if the stone being tested should turn 
out to be yellow diamond (H.10) or sapphire (H.9), 
or false topaz (H. 4). a 
Similarly, hardness testing can be employed to dif- 
ferentiate between ruby (H.9), red spinel (H. 8) and 
garnet (H.6.5-7.5). It will distinguish sapphire from 
any of the other blue stones and point an immediate 
difference between morganite (H. 7.5-8) and kunzite 
(H. 6.5-7). By using it one can tell immediately if a 
stone is a genuine gem or a glass imitation and make 
a distinction between any of the harder gems and quartz. 


METHOD NOT FOOLPROOF 


It is not intended to offer hardness testing as a fool- 
proof methcd of making every jeweler an expert, as 
there is no such method. Any jeweler who is confronted 
by a stone which is unknown to him, and which he can- 
not name after making the few simple tests open to 
those who are not experts, should place that stone in 
the hands of an expert or send it to a testing laboratory, 
such as the Gem Trade Laboratory in New York. 

However, the use of hardness blocks similar to those 
designed by Mr. Goetzke will make it easier to distin- 
guish bétween various gems. In dealing with colored 
stones particularly, the jeweler who is able to make an 
additional check is saving time and stepping ahead of 
liis competitors in the field. 

For the benefit of those interested in differentiation 
by hardness the following list details the classification 
of the more important gems, with additional information 
regarding certain determinants: 

Hardness 10—Diamond: colorless and in all colors. 
This stone is so much harder than its nearest competitor, 
corundum, that one can tell by the difference in “bite” 
(the way in which it digs into the test stone) whether a 
stone being tested is, for instance, a diamond or a white 
sapphire. 

Hardness 9—Corundum: i.e., ruby and sapphire, in- 
chuding blue, green, pink, yellow and all other colors. 
See below. 

Synthetic ¢orundum: all colors. The only positive test 
for differentiation of natural and synthetic stones is ex- 
amination through the microscope, a job for an expert. 


Hardness 8.5—Chrysoberyl: chiefly in greens and 
vellows. Although the distinction is not great, here again 
there is a difference in “bite” between chrysoberyl and 


the slightly softer spinel and precious topaz. Synthetic 
(Please turn to page 326) 
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Spacious interior of new 
Grebitus store, Sacramento, 
Calif... has been designed 


with eustomer eomfort as 





the first consideration. 


by HAROLD J. ASHE 


Exterior of new Grebitus store which 
boasts a 50-foot frontage, is finished 
in carrara glass with a metal trim. 


No Substitute for Space in Jewelry Merchandising 


N displaying and merchandising jewelry there is still wall areas, and it is possible to utilize island displays 
no substitute for adequate space. This is the con- to excellent advantage. : 

clusion that must be drawn after an inspection of the Throughout the store, comfort of patrons has been a 
new store of Edwin A. Grebitus, 1108 J Street, Sacra- first consideration. It is carpeted from wall to wall 
mento, Calif. The building was remodeled at a cost of throughout. The store is air-conditioned and has its own : 
$65,000. automatic heating plant so that temperature can be con- 

With a frontage of fifty feet and running back a dis- trolled at all times. 
tance of 160 feet, the store has a total of 8,000 square In one corner of the sales floor a lounge has been ar- 
feet of floor space for the sales area and numerous offices. ranged for the accommodation of customers, while near- : 
At no point is it necessary to crowd display spaces or (Please turn to page 328) 


Departmentalized setup of Grebitus store allows for shopping ease. 
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Giftware and fine 
jewelry departments 
added in the Chaffee 
enterprise have won 
approval of wives of 
railroad personnel 
whose watches the 
firm keeps in order. 


The ‘Woman's Touch’ Pays Off 


Originally, the Chaffee Wateh and Clock Shop, Council Bluffs, 
Iowa, specialized in work for railroaders. But the *‘woman’s 


touch’? brought in their wives and sweethearts as customers. 


HE vaunted woman's touch, as C. R. Chaffee, pro- 
prietor of the Chaffee Watch Shop, Council Bluffs, 
Iowa, quite cheerfully informs you, is very useful in a 
jewelry store. 
For several years, the Chaffee shop had concentrated 
on the sale and servicing of watches, and had had a 


Four expert watchmakers and one apprentice tend 
to the watches of over 500 railroad employees. 


corner on the railroad watch inspection business of six 
railroads which ply the network of tracks around Coun- 
cil Bluffs. Though profitable and steady, it was a 
strictly masculine, non-glamorous sort of business, and 
Mrs. Kenneth Wadum, who was Mr. Chaffee’s “Girl 
Friday,” felt that it was completely passing up some 
real possibilities in not giving more attention to the mar- 
ket potentials of purchases by or for women. 


So when Chaffee’s moved to a new and larger store 
six months ago, she talked Mr. Chaffee into giving her 
a chance to see what could be done by adding a line of 
fine jewelry and decorative giftwares. The results have 
more than confirmed the correctness of her opinion, as 
will presently be shown. 

Moreover, this new departure was all “‘plus” business. 
It did not involve any slackening of effort in the store's 
traditional and well-established activities. 

Over 500 railroad employees depend on Chaffee 
watchmakers for watch inspection and repair of a pre- 
cise nature. This railroad service business is a hub of 
activity around which the rest of the shop’s business 
flows. In catering to this clientele, Mr. Chaffee has 
established facilities designed to maintain an efficient 
and high standard of watch repair service. 

Four well-trained watchmakers, and an apprentice, 
are engaged in repairing the 300-plus watches customers 

(Please turn to page 330) 
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PROMOTIONS SPELL STORE POPULARITY 
(From page 2238) 


* He has two of his own and four nephews, but these are 
not enough to absorb the overflow of affection. “Besides 
it makes a good impression on the community. It helps 


keep the name of Max’s Jewelry in their minds,” 


Although Hamtramck is completely surrounded by 
Detroit, it has maintained its legal identity as a sepa- 
rate city. It has many of the close-knit characteristics 


of a small town plus its own individual atmosphere and 


































make-up. 
| mM po rte rs By the 1940 census the population was 56,268. Cur- 
rent estimates run from 45,000 to 50,000. With no room 
of 3 to expand, since Detroit bounds the town on all sides, 


Hamtramck has tended to lose population rather than 


. 
& ! a Mm O n d _ | gain it even during the war years. In addition, large 
areas of the town have been taken over for industria] 


_ all purposes. 
Hamtramck was built up largely by sturdy Polish 
peasants in the last immigration wave. They found jobs 
S i Z F S with the factories in and around Detroit. Sturdy, steady 
workers, they soon built up a favorable reputation for 
and themselves both as employes and as loyal customers to 
the merchants they liked. 
S H A p E S The town has its own newspapers, the Hamtramck 
Citizen and the Hamtramck North Detroit Plain Dealer. 
Memorandum Selections Upon Request in addition there are Polish language papers with a 


heavy circulation in the Hamtramck area such as the 
Polish Daily News and the Polish Voice of the People. 

In addition most families have been avid listeners to | 
the frequent Polish language radio broadcasts on the | 
various Detroit stations. 

Into this picture Max Rosenbaum, himself an immi- 
grant at the age of 21, easily fitted. He started in the 
jewelry business in 1913 in Detroit, but successive moves 
as the neighborhoods changed brought him to his present 
location. And long before he started working on com- 
munity .projects, Max Rosenbaum had become an insti- 
tution in his section. 





























Also SALES VOLUME COUNTS MOST 


Fine Diamond Jewelry By the time the first few hectic years of getting his 
occasionally purchased 
at Sacrificed prices. 


business established had passed, he had learned two : 
basic lessons which have guided all his dealings ever 
since. One was that, because of the working class neigh- 
borhood in which he was situated, it was wiser to de- 
pend-on a big number of sales of modest size rather 
than on relatively few of large size. 

The other conclusion was that customers responded 
more freely to a friendly attitude and a real interest in 
the customer’s problems. It is far from unusual for Mr. 
Rosenbaum to advise against a purchase because the 
price is more than the individual should be spending at 


WHITELAW BROTHERS that time. 


Diamond Importers & Cutters This practice has resulted in underselling and even 
46 WEST 48TH SI..N.Y.C. BRYANT 99-0123 the loss of an occasional sale, but it has built up his 


a ee reputation among the neighborhood people as a safe man 
















to deal with. 

Even more important in the growth of Max’s was his 
friendly attitude. As time went on he became aware of 
the fact that many of the people who made small pur- 
chases, came in, not because they really wanted to buy 
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® SPURPINS of sterling silver give the western touch to 
§ ladies’ scarfs —are in unusual demand as costume jewelry. 
| This authentic western spur has a rowel that actually 
revolves! Illustrations are two-thirds actual size. 


Plain Spurpin with choice of monogram or 
many other centers, in gold plate or silver $6.00 Retail 
Hand engraved Spurpin, as above . . . $12.00 “ 


SPURCLIPS of sterling silver are the favored means of 
holding men’s neckties in place —and ladies like them, 
tool This is the patented Spurclip you've seen and heard 
about — popular all over America. 


Plain Spurclips with choice of monogram or 
many other centers, in gold plate or silver $6.00 Retail 


Hand engraved Spurclip,as above . . . $12.00 ” 





Prices include Federal Excise Tax and gift box. Ranch brand 
or club insignia obtainable on special order. 
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something, but mostly because they wanted to have a 
chance to talk with him about their personal affairs. 

One of Mr. Rosenbaum’s chief problems is to get his 
sales clerks to adopt the same attitude towards cus 
tomers. “They just can’t seem to understand that peo- 
ple should come in to see them—not just to buy.” he 
complains. 


FRIENDLY ATTITUDE PREVAILS 


He is adamant about preserving that friendly atmos- 
phere—so much so that he finally released his leading 
salesman. 

“The trouble was that he sold people things they 
really couldn’t afford. He did more business than any- 
one else in the store, but I just couldn’t stand it. One 
man like that could, in the long run, ruin everything that 
had been built up over the years. I had quite an argu- 
ment with my store manager over it, but we just could 
not afford to keep a man like that on,’ Mr. Rosenbaum 
reported. 

That Hamtramck has taken him completely to its 
heart is indicated in the many stories about Mr. Rosen- 
baum which circulate in the neighborhood and in the 
trade. Many of these tales are true, some are just 
myths. 

“Ah, Mr. Max,” old customers frequently say, using 
their pet name for him, “I wish you sold furniture (or 
dresses or household goods, as the case might be). I 
like to buy from you.” If Mr. Rosenbaum chose to 
open a full-fledged department store, Hamtramck would 
be delighted. 





During the black days when the banks had been 
closed by presidential decree, a customer came in ang 
cxplained that she stood to lose a great deal if the loca] 
People’s State Bank failed to reopen. Would Mr. Max 
see what he could do about it? 

The staff still chuckles at the idea that if the Pregj- 
dent of the United States ordered the banks closed, the 
people saw nothing incongruous in asking Mr. Rosen- 
baum to reopen them. 

Mr. Rosenbaum had no illusions about his powers, 
however. He pointed out that it was too big a job for 
one person to handle, but that he would gladly join with 
cthers to do what he could. Subsequently he was active 
on the committee whose work led to the reopening of the 
People’s State Bank. 

Another story which still delights the staff in the re- 
telling is about a radio news broadcast. The size and 
beauty of the present store has been a matter of com- 
munity pride ever since the store first opened. 

The broadcaster was discussing a planned automobile 
salesmen’s convention. He told of the difficulties the 
planners had found in trying to locate a suitable place 
because of the continuing post-war shortages of space 
in the hotels. 

“After due consideration of all possibilities,’ the 
newscaster reported, “it has been decided to hold the 
convention in a corner of Max’s Jewelry.” 

The prospect of holding a convention in a mere cor- 
ner of the store is one that still sends staff members into 
merry chuckles. The store space is 30 by 118 on the 
main floor and 65 by 100 in the basement. 
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Then there was the time that the tables were turned 
on Mr. Rosenbaum. Always, he has been on the giving 
end. His picnics and parties for employes verge on 
being community affairs. Actual community outings 
draw as many as 8,000 people. 

Christmas Eve is always a gala ocasion with old 
friends and customers dropping in by the dozen just to 
exchange greetings. Suddenly he was surprised to see 
a large group of people, including his family, the store 
staff, and many of his friends, marching in with a giant 
American Flag for him. 

The thought that anyone should bother to do any- 
thing for him, plus the conscious love of flag and country 
achieved usually only by an immigrant, overwhelmed 
him. To this day that flag is one of his most treasured 
possessions. 

Among the not-true myths that have been spread in 
the jewelry trade is the one that Mr. Rosenbaum per- 
sonally attends every christening, wedding, and funeral 
in Hamtramck. While he would undoubtedly be welcome 
at these affairs, it would be physically impossible for 
any one person to do this. He makes no attempt to do 
so, but concentrates his friendliness and his community 
activities within the realm of his store. 

Within his. store, Mr. Rosenbaum is indeed a “little 
king,” but there was a brief time when he was without 
a kingdom. A fire, starting in a neighboring shop, had 
destroyed his building. Although nearly put out of busi- 
ness by this episode, his first thought on realizing the 
extent of his loss was that he had lost his field of action. 
No more would there be the friendly greetings and the 
means of serving the community. Then, one after an- 
other, people from the neighborhood would stop him in 
the street. 

“Oh, Mr. Max,” they would say. “I heard about your 
terrible fire. I went to church especially to pray for 
you. 

Repeated incidents of this type convinced him that al- 
though he was temporarily without a kingdom, he was 
still a “‘little king” in the hearts of the people he had 
served. This gave him the impetus to carry through 
the hectic period until he was able to reestablish himself. 


COMMUNITY NOW CHANGING 


Today the community is changing and because Mr. 
Rosenbaum is sensitively aware of his people, he is 
changing his methods of operation. The original settlers 
Lave learned the American ways and become more adept 
in the language of the country. Their sons and daugh- 
ters, many of whom served with distinction during the 
war, are more akin in their tastes and interests to the 
general population. 

Polish is no longer as dominant as it once was. 

Max’s in turn is in a transition period between a per- 
sonalized store and a store which is a community insti- 
tution. Mr. Rosenbaum himself is no longer on the floor 
us much as he used to be, but is devoting himself largely 
to some other phases of store operation, such as the de- 
velopment of a new system of inventory and the handling 
of the advertising. 

During holiday periods, however, he still leaves his 
office to circulate with old friends. Then it is like “old 
home week’ when loyal customers exchange greetings 
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and bring him up to date on what has been happening 
in their own lives. 

The advertising is changing too. As in the past, he 
still advertises extensively in the Hamtramck and Polish 
papers as well as in the Italian Tribune. There are 
also spot announcements on second and third rate radio 
stations. But the character of the advertising copy is 
changing. 

There is a greater emphasis on English copy, both in 
newspapers and on the radio, in contrast to the heavy 
dependence on Polish in the past. Layout of newspaper 
copy is cleaner with more white space, but elegance is 
not carried so far as to discourage old customers who 
responded so well to the heavy black type faces used 


in the past. 


DIRECT-MAIL CHANGES, TOO 


The store’s direct-mail advertising is changing, too. 
These circulars are issued two or three times a year and 
are circulated by mail to old customers and to the many 
who request them as well as by door-to-door distribution 
in the neighborhood. 

In the past these circulars invariably included a per- 
sonal message, in both English and. Polish, from Mr. 
Rosenbaum. A typical message reads: 

“For the past 20 years it has been my pleasure to 
offer all my customers and friends a fine gift—making 
easier your Christmas buying! Please look through the 
following pages—each one has a wonderful selection of 
gifts that I personally selected for outstanding value, 


quality and desirability. I know you will save many 
dollars on your gift buying at my stores. I urge you to 
take advantage of the spectacular values and savings.” 

Today the message, with its accompanying picture of 
Mr. Rosenbaum is eliminated. In its place is institu- 
tional store copy. 

He has also felt the need to expand into the Detroit 
daily newspapers for his advertising campaign, but 
found that his present three stores—he has two others 
in Detroit, proper—would not support the greatly in- 
creased expense. Partly because of this, a fourth store 
will be opened in the near future in the Harper-Van 
Dyke section of Detroit. 

“Besides,’ comments Mr. Rosenbaum, “I have four 
nephews.” He is proud, but a little rueful, that his son 
has elected to go into the field of medicine. 





A WINDOW FOR THE COMING MONTH 
(From page 221) 


For the display illustrated, a wine red tone of the 
picture was repeated in the soft fabric drape and a very 
soft yellow—almost a cream color—also one of the 
picture colors, was used as a background. The sprays 
of foliage were deep orange. The rich Autumn colors 
are the most appropriate for Thanksgiving windows, 
but in this particular display, their choice is dictated 
by the colors of the picture selected for the background. 
Repeating the dominant tones of the picture gives the 
display unity. 
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COSTUME JEWELRY DISPLAYS 
(From page 225) 


windows as soon as they are delivered, and strangely 
enough, this procedure has helped get rid of many 
pieces that may have been lying around for a month 
or so. 

Stanley Posner. who speaks for the trio, has found 
that selling costume jewelry is almost a fine art in itself. 
He and his father and brother spend considerable time 
studying current fashion trends in apparel as well as 
jewelry, and they all pay close attention to articles on 
these subjects in THe Jewerers’ Circucar-KeysTone. 
Thus, they feel that they are in a better position to ad- 
vise their style-conscious customers. 

Usually the patron has definite ideas as to the piece 
she wants, but if the Posners feel that she is selecting 
a piece not in keeping with her personality type or the 
style of clothing she wears (tailored or softly feminine), 
they will suggest other pieces to coordinate with her 
costume. Men who are purchasing costume jewelry for 
gifts particularly appreciate this type of service, the 
Posners advise. 


EPHEMERAL PIECES ARE OUT 


None of the Posners favor costume pieces that are 
in vogue for the moment but likely to pass with, say, 
the current styles in hair-dos, and so they attempt to 
choose styles they think will last. It makes for con- 
tented customers who return time and again, they aver. 


It is surprising to note that these three astute gen- 
tlemen have an uncanny sense of prophesying which 
pieces will prove most popular and enduring as far as 
style is concerned. 

They find at present that patrons prefer simple 
pieces set in fine mountings of sterling or gold, with an 
emphasis on those that will withstand the rigors of 
time. “We stress quality above all,’ say the Posners, 
“and we sell only pieces that we believe will wear well, 
both in style and quality.” 


SHIFT TOWARD SMALLNESS 


They point out that there is a growing tendency on 
the part of patrons towards smaller, more expensive 
simulated pieces, the less flashy and ostentatious the 
better. Simulated sapphires, rubies, and aquamarines 
are best sellers, with rhinestones listed as a perennial 
favorite., Vying for current popularity are two fairly 
expensive and conservative pieces, one a small crown 
pin, set in simulated rubies, emeralds, moonstones, and 
sapphires, the other a pair of stylized horse heads, to 
be worn together as a clip or singly as a pin, and set in 
rhinestones, simulated rubies and aquamarines. Both 
come in 14-karat gold or in coral gold finish and have 
earrings to match. 

Matching pin and earring sets are easier to sell than 
just one piece, the Posners have found, and so they al- 
ways show the sets together. They have sold what they 
describe as “‘a tremendous quantity” of fine lucite pieces, 
most of them of the expensive type with contrasts of 
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gold and rhinestones. They see a continued strong de- 
mand for good lucite costume jewelry. 

Oddly enough—when one considers that Santa Monica 
‘sa tourists’ mecca—Indian-type jewelry has never sold 
well at the Posner establishment, even though it be res- 
ervation made. The Posners have discovered that this 
lack of interest results from the fact that visitors from 
out of the state stop off either in New Mexico or Arizona 
to purchase their Indianwares. 

Although this prosperous beach city has a thriving 
all-year-around tourist business, the Posners sell the 
type of merchandise that will bring repeat trade. Taking 
the long-range view, they are more interested in securing 
the patronage of people who live and trade in Santa 
Monica, a very important consumer group with a high 
per capita income and definitely jewelry conscious. Most 
of the inhabitants are either comfortably retired or are 
wage earners who work in the shops and in the heavy 
and light manufacturing plants—especially airplane fac- 
tories—that have burgeoned in the area within the last 
ten to fifteen years. 

This latter group, many of whom migrated to Cali- 
fornia during the war years to work in defense indus- 
tries, continues to increase in great numbers, and it is 
their patronage that the Posners strive to. secure. Most 
of these wage earners are fashion conscious but not 
high-style minded, the Posners say. They want costume 
jewelry that will enhance their costume, but they want 
pieces that are not too pretentious or ornate. For in- 
formation on what is stylewise they rely upon the judge- 
ment of the Posners. 


That this unique father-and-sons’ team has achieved 
outstanding success in helping the townsfolk select ap- 
propriate, lasting costume jewelry can best be gauged 
by the Posners’ climbing sales volume and the terrific 
repeat business they have enjoyed over a period of years. 





GLOVES IN A JEWELRY STORE? WHY NOT? 
(From page 227) 


standard of that jewelry firm for more than a century 
to back up the Mark Cross reputation, what more natural 
than that many of these “glove” customers should linger 
to price or purchase some of the many lines of jewelry 
and silverware so attractively displayed? 

And, when it comes to display, thousands of Back 
Bay residents will agree that the show windows of the 
Bigelow, Kennard Company, which their Mr. Alvin 
Krone plans and devises, are just “something out of this 
world.” 

Bracelets, rings, and other “hand” jewelry items are 
just the thing, Mr. Krone finds, to dress up the latest 
in glove fashions. And, vice versa. How attractively a 
gloved hand holds something exquisite in jewelry! 

There was another advantage in leather goods, too. 
When the shortage in silverware became acute, it was 
realized that the Mark Cross line made a welcome addi- 
tion when it came to filling shelves and counters which 
ctherwise might have been practically bare. 

Displays in the store, itself, are equally as attractive 
as those in the windows. A couple of Chinese jade lamps, 
for example, from the store’s downstairs lamp and light- 
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ing-fixture department, not only lend charm to a display 
table, but call for the greens in the leather goods line— 
handbags, bookcovers, picture frames, cigarette and card 
boxes, jewel cases, and so on. 

Just opposite, across the low counter well filled with 
luggage, there’s another table with its lamps with old- 
rose shades. Here’s where the line of maroon leathers 
fits in—a man’s toilet set, a pipe rack, a brief case, a 
tobacco container—items distinctly masculine as opposed 
te those of feminine appeal across the store. 

That’s what gloves in a jewelry store will do! 





LIGHT TO CREATE ATMOSPHERE AND SALES 
(From page 229) 


bined with the familiar filament lamp, and the result 
will be soft, diffused illumination for overall lighting and 
atmosphere, blended with concentrated highlighting on 
featured merchandise. More comfortablé seeing and more 
dramatic display equals more efficient selling. The jew- 
eler who plans te use new lighting tools and techniques, 
may well note the fundamental requirements and define 
the objectives of a modern installation. He will need to 
employ general foundation lighting that is both func- 
tional and decorative. He will want to supplement over- 
all illumination with different kinds and amounts of 
light for atmosphere and contrast, and highlight special 
displays for attraction and sales emphasis. 








RELIGHTING STARTS AT THE STREET 


A consideration of the lighting in various parts of ap 
average jewelery store should suggest ways and means 
of adopting the services of modern lighting to the prob- 
lems of the individual! business. Such a lighting surye, 
may well start at the street where contact is first estah- 
lished with prospective customers. 

In competition with other retailers, the jeweler j; 
under a handicap in planning his window displays to 
stop street traffic. Much of his merchandise is small jn 
size, intricate in design, with quality, value and work- 
manship only apparent on careful inspection. This fag- 
tor, of course, also operates in the planning of every in- 
terior display. But in the interior of the store, when 
one display fails to interest a customer, there is a chance 
that others may catch his attention. In theory at least, 
a customer who fails to stop before the jeweler’s window 
may go on to buy a dress or an automobile, or some other 
article in a display which more easily captures his at- 
tention. 

One way the jeweler can overcome this handicap is to 
make his entire window broadcast a quick bid for atten- 
tion. For a successful window display job, three ele- 
ments must be employed. These essential elements are 
contrast, color and light, and the greatest of these is 
light. For all contrast and color, in fact all seeing, bas- 
ically depends on the reflection of light. For maximum 
display effects, the window dresser will need the tech- 
niques of modern lighting. The modern trend in window 
lighting appears to be toward a combination of fluores- 
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cent and filament light sources. The soft diffusion of 
daylight fluorescent is being blended with the color and 
accent of filament flood and adjustable spotlights. Ef- 
fective window lighting is being further amplified with 
the use of colored lamps and contrasting backgrounds. 
Most jewelers place a-high value on the importance of 
their fronts and windows, but few have fully capitalized 
on this potent attraction factor. At an average walking 
rate, it has been estimated that pedestrians pass a six- 
foot window in three seconds. The store front, the wir- 
dow display and the lighting must work together and 
work fast to catch and hold the attention of passersby. 


VARIETY KEYNOTE OF MODERN TREND 

The alert jeweler will plan his interior lighting to 
provide adequate overall illumination, create the kind of 
atmosphere that is conducive to buying and emphasize 
merchandise displays. 

In planning the overall lighting layout, the light-con- 
scious jeweler will note that the standards of a decade 
ago are inadequate when judged by current commercial 
practice. Prewar lighting practice largely followed a 
pattern that resulted in all parts of a store being lighted 
with uniform brightness. Varied brightness is the keynote 
of the modern trend, with different kinds and amounts 
of light for different merchandising jobs and sections of 
the store. 

Fluorescent is flexible and is adapted to many types of 
new applications. Long lines of light may be used to 
help direct store trafic. To add pleasing variety to the 
overall lighting plan, the jeweler may employ fluorescent 


re 


cal 


in artificial windows and skylights, or other novel ceil- 
ing designs. 


ATMOSPHERE CREATES BUYING MOOD 


The contribution that lighting makes to atmosphere is 
not assured by high levels of illumination alone. At- 
mosphere sums up and coordinates all of the appoint- 
ments of a store, floors, walls and ceilings, equipment ar- 
rangement and furnishings, and the varied patterns of 
brightness that depend on lighting. These add up to an 
effect that can be stimulating or relaxing, dignified or gay. 

The jeweler who is relighting for atmosphere and sales 
should see to it that his lighting is geared to the type 
of merchandise sold and clientele served. He should not 
make the mistake of assuming that lighting for atmos- 
phere is merely decorative in its purpose, because every 
unit in a modern installation also serves distinctly func- 
tional ends. Directly or indirectly, every lamp and fix- 
ture should be chosen to help sell merchandise. Com- 
pared with the retailers of merchandise of larger unit 
size, the jeweler has a better opportunity to condition 
customers for buying before they actually see the article 
in which they are interested. Through a show window, 
the prospect for an automobile or refrigerator sees what 
he is interested in before he enters the show room, and 
there is no break in the continuity of his interest. On 
entering a jewelry store, the customer usually must ask 
to be shown a ring, a watch, or a diamond. There is, 
therefore, an interval of waiting when he is more con- 
scious of the store than. its merchandise. 

Whether he has seen an article in the window and is 
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waiting for a close-up inside, or has only a general ides 
of what he wants, this intervening time when the Cus- 
tomer is waiting to attract a salesman’s attention offers 
the jeweler a chance to stimulate a mood that is condp- 
cive to buying. Only the atmosphere of the store can do 
the job. Atmosphere as a silent salesman sells the store 
itself. The customer’s first impression is vitally impor- 
tant. 

While all interior appointments contribute to atmos. 
phere, lighting is a major factor in creating the jm- 
pressions that are conducive to sales. The lighting of 
the modern jewelry store can be planned to give an im- 
pression of dignity without loss of friendliness, of smartt- 
ness tempered with good taste. Every element in the 
lighting layout that aids in creating modern atmosphere 
is at the same time functional, providing in every sales 
area the quality and quantity of light required for maxi- 
mum sales appeal. 


SUPPLEMENTARY LIGHTING AIDS SALES 


Current experience indicates that it is practical to em- 
ploy combinations of fluorescent and filament to supply 
well-diffused overall illumination plus lighting on 
sales displays. There are many ways to achieve the 
higher lighting levels that stress the attraction value of 
merchandise. The flexibility of fluorescent permits the 
installation on long lines and panels of light over coun- 
ters and cases. Such installations may be supplemented 
by inset filament down-lights to add life and sparkle to 
jewelry and reveal fine details of quality workmanship. 
Filament spots are especially useful to reveal the bril- 
liance of facet stones. 

Particularly adapted to the illumination of counters, 
cases and niches are the new slimline fluorescent lamps. 
Here they provide extra intensities for extra eye-appeal. 
Relative brightness is the keynote of the modern trend 
with varying degrees of illumination to differentiate de- 
partments and accent feature displays. 

A general rule, to be adapted to each store’s individual 
needs, the following footcandle ratio is prescribed. In 
circulation areas and wide aisles, 20 footcandles provide 
adequate illumination. In all areas of the store where 
merchandise is offered for sale, 50 footcandles will do a 
good job. Floor and wall cases require lighting that 
attracts full attention and here 100 footcandles are pre- 
scribed. For feature displays of high-profit wares, as 
well as for emphasis on special merchandise, 200 foot- 
candles may be profitably used. 


ADVISED TO CONSULT LIGHTING EXPERTS 


The jeweler who is relighting his store need not follow 
arbitrarily this suggested scale of the lighting experts. 
It is included here largely for the purpose of emphasiz- 
ing the importance of different lighting intensities for 
different merchandising jobs. In deciding the amount 
and kinds of light that he needs for each section of his 
store, in the selection of lamps and luminaries, the jew- 
eler may well consult the lighting experts of his local 
utility or lamp company, or an electrical contractor who 
specializes in lighting installations. 

Different from many retailers, much of the jeweler’s 
most profitable merchandise is being bought for use 
under, and can best be displayed, beneath artificial illu- 
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mination. The artistry of master designers and crafts- 
men requires the best lighting available to dramatize 
its complete charm. A wealth of new lighting tools and 
techniques are available, better lighting that can bring 
prewar retail interiors more in tune with the times. 
Jewelers can well afford to study the many uses of mod- 
ern lighting to create more pleasing atmosphere and 
build larger sales volume. 





RECORDING YOUR WINDOWS 
(From page 231) 


because by “opening up” the camera after it has been 
set on a tripod, facing the window from five to ten feet 
away, it enables the photographer to get an exact, sharp 
focus which will show small details such as watch faces, 
bracelet craftmanship, etc. Film used should be slow, 
since action has little bearing on its use. A pack of 
31, x 414 film of this type containing 12 exposures, 
suitable for all window photographs costs only $1.25 at 
retail. The 314 x 414 size is recommended because con- 
tact prints are large enough to show details clearly, and 
still small enough to be indexed away into a small desk- 
top file. A tripod can be purchased for $10, and a new 
(or used) view camera for less than $100. 

Since jewelry-store windows are invariably well- 
illuminated actual picture-taking is only a matter of 
seconds. It is difficult, almost impossible to shoot win- 
dow displays in the daytime; because with stronger light 
on the glass-face the window acts as a mirror, and often 
will reflect not only buildings across the street, but the 


photographer and camera as well. Thus, the best time 
is early or late in the evening, when sidewalk traffic is 
in the day: light. Set up the camera, focusing it so 
that as much of the display as desired in the final print 
will appear on the ground glass. The pack of film can 
then be slipped on. To achieve maximum detail of small 
objects, color contrasts, etc., the camera should be 
“stopped down’—for the smaller the aperture, the 
sharper the resultant print will be. “Stops” are gradu- 
ations of aperture-size which appear on the shutter- 
housing, ranging from f.22 to f.6.3 on most cameras; 
to 3.5 or 2.5 on faster-speed models. As mentioned 
above, speed means nothing in taking lighted windows 
after dark—therefore, it is best to stop down the lens 
to f.22 or even farther, allowing sufficient time for the 
picture to be literally “soaked up” on the film. The 
shutter should be set at “time” which will hold it open 
until pressing the release closes it. 

For a typical example, to take a window containing 
watches, rings, sterling silverware, costume jewelry, etc., 
the camera should be about five ft. from a 5x4 ft. win- 
dow, and tilted slightly forward to bring into sharp 
focus smaller items flat on the window floor. With plenty 
of light, an exposure of 8 seconds at f.22 or f.16 will 
usually suffice. If the window is less well lighted, an 
exposure of 10 to 12 seconds will turn the trick. The 
results of longer or shorter exposure will quickly edu- 
cate the jeweler as to which number of seconds is correct. 
For larger items, such as hollow ware, clocks, gifts, 
handbags, etc., less exposure is needed—and the picture 
will show these larger objects clearly with two or three 








INTEGRITY — RELIABILITY — 





are very essential qualities to be possessed by your merchandise 
source. Your customers expect these qualities of your store and you 
can maintain them if you make Benj. Allen & Co., who have kept 
these qualities foremost in serving the jewelers of this country for 
more than 80 years, your chief source of supply. 


In no department is Integrity and Reliability more essential than in 
the diamond department. You can be sure if you make your selection 
of loose diamonds, diamond jewelry, solitaire and wedding rings, 
single or in sets, from our complete stock in a price range for 
every requirement. 


We cordially invite you to visit us when in Chicago 


-BENJ. ALLEN & CO., ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 


Silversmiths Bldg. 


10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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_ seconds less time. Once the proper exposure for the 

_ lighting is determined, it will be possible to utilize the 

_ same film, distance from the window, and time there- 

| after. With a contact print, such pictures cost only 15 

| cents, with a 5x7 enlargement, only 35 cents and 8x19 
only 50 cents. 

It is important that the jeweler watch for reflections 
not easily perceived which can spoil the picture, eye 
at night. Chief offenders are neon signs, street lights, 
passing autos and other lighted windows. If many of 
these are reflected on the glass, moving the camera 
slightly to one side for an oblique angle will overcome 
this. Persons walking through a time-exposure picture 
will not register on the negative, but may cause fuzzy 
or misty spots on the final print. Therefore, this should 
be prevented by warding them off during exposure 
periods. 

Film used can be either “plates” which hold one piece 
of film, or a “pack” of twelve. The latter cost around 
20 cents more, but is preferable since 1, 2, 3 or more 
exposures can be taken out at a time, while leaving the 
pack ready for further use. Moreover, only one holder 
is required to use the pack system. Thus at a cost any- 
where from 10 cents to 50 cents per finished picture, 
the jeweler can photograph his window display as each 
new trim is used, filing these away to serve as a refer- 
ence guide for setting up similar windows the following 
vear. If a window pulls an exceptional number of cus- 
tomers—well, there’s the black-and-white record to 
enable the store to duplicate it at the same time next 
vear. 

As jewelry manufacturers are frequently sponsoring 
contests among retailers, use of a camera in this way 
will eliminate the expensive gamble of paying commer- 
cial photographers for window pictures. A stock of pic- 
tures is also handy in gaining publicity for the store in 
local newspapers at all seasons of the year—and finally, 
represents satisfaction with a job well done when selling 
displays are permanently recorded. 


ARE READY TO FALL YOUR WAY 









39 ‘These Old Crest, Bench-Made 
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DEVELOPS NEW BRILLIANT CUT 





pes ‘Also available in 
i | Sterling Silver Cold Plated 






S. M. Steinhardt, a diamond cutter, | Beekman Street, New York, 
has developed a new style of brilliant cut for diamonds in which 













, | oe which he calls the Deluxe Victory Brilliant, has 40 top facets and 
a , ee 40 bottom facets—eight more of the former and 16 more of the 
i latter than in the conventional cut. In addition he uses 16 double 
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THANKSGIVING WINDOW IDEAS 
(From page 234) 


the heart of the window was a simulated stone fence on 
which perched a turkey gobbler. A card down front 


advised : 

“Concerning Cutlery and Carving: To the hostess— 
to avoid slipping in carving get a pair of our turkey 
tongs. To the carver—Carving is an easy task, no 
ionger a complicated one, with our tongs and a sharp 


knife.” 

In satin lined boxes were shown several carving sets. 
Small cards, showing the different steps in carving either 
fowls or a roast were scattered about the window, and 
were given free with a carving set. Their ad showed a 
turkey held in place by tongs, and advised: 

“These clever tongs are most useful for carving a 
Thanksgiving turkey, chicken, duck or roast. They’re 
smart to look at and moderate in price.” 

The balance of the ad showed many types of sterling 
flat and hollow ware. 

The clever manner in which S. Spitz, Santa Fe, N. 
Mex., advertised drew widespread attention to their 
tablewares for Thanksgiving. A quarter page ad, illus- 
trated with a cut of a table set for Thanksgiving, was 
captioned : 

“A BIRD IS JUDGED BY THE COMPANY 

IT KEEPS 


That grand old American bird, Mr. Turkey Gobbler. 


deserves nothing but the best. And here are the ‘good 
companions’ which we have selected to do him honor. 
Make your Thanksgiving day an ‘event’ with these 
smart, new ideas in preparing and serving.” 


The ad illustrated turkey services, hand cut stemware, 
and quality dinner services. In the section they had 
several tables holding Early American glassware, with 
cards “Just the thing for a real old fashioned Thanks- 
giving.’ In their Thanksgiving silver window several 
large cutouts of turkeys were shown. On a mound 
covered with autumn leaves was a silver salver holding 
a roast turkey. A big glass fruit dish, pear shaped, 
was filled with fruit; and a covered dish, salts and pep- 
pers, carving set, and vegetable dish were also displayed. 
Gay hued autumn leaves were scattered over the floor. 

The Pilgrim motif was used consistently by the H. 
Morton Co., Oakland, Calif. Their window showed the 
two-foot cutout of a pair of Pilgrims. There were silver 
turkey platters, trays, tea and coffee sets, pitcher, candle- 
sticks and a huge punch bowl. An art card observed 
“The host carves the turkey, while the guests look with 
admiration at the silver settings from Mortons.” In the 
department was a table set for a Thanksgiving dinner, 
with rayon cloth, with a centerpiece consisting of a. mir- 
ror plateau with porcelain figures of John Alden and 
Priscilla, flanked by tall wax tapers. Sterling silver 
flat and hollow ware, and Lenox china were used. Their 
ad, showing a Pilgrim going gunning for a wild turkey 
had the caption “Now is the time to talk turkey.” and 
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Although ALTON WATCHES are 
not now plentiful, the high stand- 
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ever be. 
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iilustrated, priced and described turkey platters ayq 
plates, and several varieties of hollow ware. 

Davidson & Licht, Oakland, Calif., showed on the wal) 
of their Thanksgiving window dindlecs the framed pic. 
ture of a turkey, and several cutouts of turkeys. Laid 
on the floor were one place settings of six different pat- 
terns of silver flatware. Silver candlesticks held req 
tapers, and a silver basket was filled with fruit. Three 
of the patterns were sterling; three, plate. A card ad- 
vised ‘‘Cause for Thanksgiving—New patterns in ster- 
ling and plate.” 





THE PARIS STORY 
(From page 238) 


together by a bowknot. One feather is solid, highly 
polished, the other pierced in a cross-hatched design. 
An entirely different but equally handsome efféct is 
achieved in a choker, illustrated here, which is made up 
of tiny metal rods suspended, close together, between 
bands of flexible links. Diamonds adorn the spokes, giv- 
ing a feeling of motion and fluidity to the necklace. 
Gold jewelry has lost nothing of its popularity, al- 
though platinum is shown increasingly for evening wear. 
Lacloche, for instance, presents the four seasons in the 
guise of little golden dolls wearing appropriate costumes 
decorated with rubies, sapphires and diamonds. Bou- 
cheron has a complete line of tailored jewelry made up 
in the form of leaves and feathers. Gold in all its hues, 
satin finished and brightly polished, is seen everywhere. 


LARGE RINGS IN FAVOR 


Rings are still heavy and high, encrusted with dia- 
monds and colored stones and showing a good deal of 
metal. Bracelets, too, have the bulky look. Shown here 
is one containing all of six ounces of gold. Its intricate- 
ly wrought links are built extremely high and are joined 
with an invisible clasp. Another link bracelet illustrated 
is more delicate, with gradually tapering oval links and 
three clusters of rubies. 

Wristwatches continue to look more like bracelets than 
the utilitarian objects they are. A Swiss watch is hidden 
under one of the huge gold links in a tailored and rather 
masculine looking bracelet. Here is something definitely 
new but I believe that American women would be un- 
willing to buy a very expensive watch that could be worn 
only with tailored suits. A more delicate effect is 
achieved with the traditional uncovered watch face sur- 
rounded by gems and built to follow the curve of the 
wrist. 

Bowknots in all their variations are still popular and 
when worked in the new pierced fashion, they achieve an 
unusual effect. A distinctly American fashion, the gold 
choker, is seen everywhere, sometimes plain, sometimes 
twisted into attractive curves and ornamented with col- 
ored stones. 

Peacock eyes are a motif used by several jewelers. 
Shown on these pages are two pieces utilizing clusters 
of gold ovals set with small colored stones. The effect 
is heavy, rich and colorful. 

Flexible chain is a popular material with many of the 
designers and is used in more elaborate and formal pieces 
than it has been in the past. Three such chains are 
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looped through a circle of diamonds and rubies to make 
4 soft, tasselled brooch. 

Earring fashions have made the full swing back to 
the pendant style. They are long and very flexible, but 
entirely different from the long earrings of 1925. There 
ig more grace and lightness to them and they have the 
added advantage of being divisible so that for less formal 
occasions the pendant can be detached. 

While passing the window of a prominent jewelry 
shop near the Place Vendome, I got a bit of a shock 
when I saw one of my sunburst designs exhibited in the 
center of the display as the “‘very latest Parisian fash- 
ion.” I later saw it in other places as well and I felt 
somewhat flattered that this city, which was the center 
of fashion for so long, should now be taking up an idea 
of mine which was the rage in the United States three 
years ago, and which I consider the expression of the 
new modern American feeling. 

Yes, Paris is still producing beautiful jewelry, but it 
is not the exciting, pace-setting city it once was. Per- 
haps in another season or two, the great city will regain 
its former lustre and with it, the lustre of its jewels, 
but that day has not yet arrived. 





CREDIT MAN HAS PUBLIC RELATIONS JOB 
(From page 246) 
be surpised how much more quickly and easily the con- 


tract will be written if the whole family isn’t around, 
each chiming in with his or her two cents worth!” 


The most ticklish job for a credit man is that of turn- 
ing down a credit application without losing the sale 
and the friendship of the customer. Gibson has found 
the best plan is to blame it on the Credit Bureau. He 
explains frankly that credit is not justified on the 
strength of the Bureau’s present report; he earnestly 
advises the applicant, for his own sake, to go right down 
and straighten things out with the Bureau so that he 
may regain credit standing in his community. Often it 
is then possible to get the applicant to leave a deposit 
on the merchandise which will remain in the store until 


paid for. 


INAUGURATES EXTRA SERVICES 


The credit man who is public relations-wise is 
quick to inaugurate extra services, such as a budgeting 
service that helps the customer determine the amount 
reasonable and safe for installment purchases; the 
privilege of an add-on on the same terms to a customer 
whose account is about two-thirds paid up; eztra 
courtesies, such as a letter thanking the new credit cus- 
tomer for his purchase and stressing the fact that his 
store stands back of every purchase at all times; another 
letter when the account is closed thanking him for a 
pleasant association; letters to optical patrons suggesting 
check-up and other little services such as straightening 
and cleaning their glasses, free. 

To sum up, says Gibson, a good public relaticns 
policy goes right back to the golden rule and speaking 
strictly from a business viewpoint, such a policy does 
pay off in dollars and cents. 
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Illustrated cuff links also made with airplane backs, one initial, instead of two, to each link. 
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(As tllustrated, Stvle #93. With airplane back, Style #94.) 
A brilliant collection of third dimension initial jewelry for men 
Styled to reflect the individual taste 
Each piece is hand wrought of heavy 14 karat gold 
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FOR JEWELERS 


A SINGLE POLICY 
to fully cover 
ALL INSURANCE NEEDS 


Practically "all risk" protection of your Merchan- 
dise and Stock—both inside and outside your 
premises—contemplating physical loss or damage. 


A "St. Paul" Jewelers Block Policy 
not only covers your financial in- 
terests, but also serves to guard 
your goodwill. 


Have you investigated the advan- 
tages of a Jewelers Block Policy? 


... Why not do so now — today... by writing 
JEWELERS BLOCK DEPARTMENT 






E AND MARINE 


SURANCE COMPANY 
ST. PAUL. MINN. 

111 W. Fifth S#. 

St. Paul 2, Minn. 





PACIFIC DEPT. 
Mills Bidg. 
San Francisco 4 


EASTERN DEPT. 
80 John St. 
New York 7 


First American Company to write and since specializing 
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FUNCTION COMBINED WITH MODERN DESi6n - 
(From page 250) 


entrance provides the main source of light for the store 
front and recessed incandescent ceiling spots ranged 
along the display windows both inside and out, high- 
light the merchandise being shown. 

Gray structural glass has been used for the store 
front, while the pavement in the inset’front is of terazao. 
Above the recessed entrance a bronze reproduction of 
the firm’s signature identifies the store. 

Inside the store, woodwork on cabinets and display 
cases is of pickled oak while walls above and beside the 
wall cases are covered with a patented “‘wood weaye” 
material of grained design, painted blue. Interiors of 
the cases are in a somewhat lighter blue than the wal] 
fabric, and are lighted fluorescently. Carpeting, which 
covers the entire floor area is of a two-toned twist in 
pinkish tan, and the ceiling is a peach color. 


STORAGE SPACE HANDY TO SALESMEN 


It is in the arrangements concerned with storage and 
display that real ingenuity and careful attention to 
function may be observed. For instance, on the left side 
of the store, beneath shadow-boxes devoted to individual 
displays, sections of many drawers hold a wide variety 
of merchandise which would otherwise have to be 
crammed into open display areas. Although a certain 
item requested by a customer might not happen to be 
on open display at a given time, it is the work of but a 
moment to secure it from these handy storage areas. 

This left-hand side of the store is devoted exclusively 
to fine jewelry in the front of the store, and wall shadow- 
boxes are augmented by specially-designed glass-topped 
show cases. These latter have specially-designed, “‘bar- 
rel” style chairs with a low back rest, executed in blue 
leather, for added customer comfort. 

The. rear of the left-hand side of the store is de- 
voted to silverware which is displayed in recessed wall 
cases and, in the case of flatware, in special glass- 
topped, desk-type show cases. These latter have two 
chairs each (one for the customer and one for the sales- 
person) and four separate silverware patterns may be 
seen through the top. On the salesperson’s side of this 
case are drawers by means of which patterns may be 
changed. A total of eight different patterns are dis- 
played in each of the two such cases in the store. 

Opposite, on the right side of the store, costume 
jewelry is featured at the front counter section and, in 
the rear, crystal and china. 

Recessed shadow boxes in the wall behind the cos- 
‘ume jewelry show case display featured items and be- 
low, as was the case opposite, drawers set into the wall 
provide storage space of large amounts of additional 
stock. The show case which displays costume jewelry 
is somewhat higher than the cases opposite in the fine 
jewelry section, and is a single unit. 

In the right rear, open wall shelves display various 
patterns of crystal and a table, set somewhat away from 
the wall, features place settings highlighting china pat- 
terns. 

Across the rear of the store, an open counter is de- 
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yoted to the wrapping department. Behind this the 
firm’s offices and watch repair department are located. 
Upstairs, above the wrapping department, a mezzanine 
display features a complete assortment of babv goods. 

Lighting, within the store, is fluorescent in all wall 
cases and shadow boxes, with pin-point incandescent 
spots in the ceiling illuminating the merchandise in 
show cases. The wrapping counter, in the rear, is 
jighted by two bullet type incandescent spots. 

The new store, which is a branch of the long estab- 
lished Newark firm of Wiss Sons, Inc., was opened in 
time for Easter, 19-46. 

RADIO PROMOTION FOR JEWELERS 
(From page 254) 


Martin Jewelers, Chicago, Ill., sponsored over WAIT 
is a case in point. 

Under current conditions, radio time is at a premium 
and it’s a good idea to grab any good time the moment 
it becomes available, regardless of whether it is 5, 10, 
15 or 30 minutes. After all, Maier & Berkele, Atlanta, 
Ga., reported good results from its 5-minute feature of 
“Georgia News’ and some of the most successful local 
features on the air have been 30-minute programs, with 
the transcribed feature, ‘““Boston Blackie’ sponsored by 
Landstrom Jewelers over KOTA, Rapid City, So. Dak.. 
as one example. 

The type of program a jeweler uses is definitely a 
factor in program length. For example, the public has 
become accustomed to its news programs in 15-minute 
intervals, and Wolcott & Co., Los Angeles. Calif.. con 


formed to this practise in its six weekly quarter-hour 
newscasts over KFAC. On the other hand, the quiz 
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program which the Albert S. Samuels Co. sponsored over 
KSFO, San Francisco, Calif., would just as surely fol- 
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low the 30-minute pattern to allow for adequate audience 
participation. 

In the interests of better programming, the number 
of commercial messages which can be given on any pro- 
gram is limited by the amount of time purchased by the 
sponsor. This time is more restricted in the evening 
than during daytime hours, and since jewelers rely 
heavily on night-time availabilities, it is obvious that 
enough time must be purchased to allow for the full 
impact of the jeweler’s message upon the listening 
audience. 


CONSISTENCY A FACTOR 


In the last analysis, broadcast success is due to a 
large extent to consistent effort. Programs need not be 
outstanding. Any time of the day or night may prove 
effective. Commercials may be weak. All rules to the 
contrary, radio pays dividends if the advertiser has the 
courage to stick it out and let radio pay off. Most un- 
successful radio advertising effort fails simply because 
the advertiser does not follow through to the point where 
maximum results may be obtained. 

It is interesting to note that because radio produced 
tangible results, Milen’s, Oakland, Calif. jewelers, spon- 
sored time signals and the 10:30 P.M. news over KROW 
for six years. At that time, it increased its schedule to 
include the 10:30 A.M. news. 

Without question, persistent effort is an essential ele- 
ment in successful radio effort, providing (1) the pro- 
gram is broadcast at a time when the people the jeweler 


wants to reach can listen and (2) there is nothing in 
that program objectionable to that particular group. 
After all, since radio creates a listening habit, the adver- 
tiser who keeps that habit alive can most certainly eXpect 
to translate that habit into dollars and cents profits, 





CONFIDENCE OF PUBLIC VITAL FOR SUCCESS 
(From page 256) 


sary to assure jewelry store success. But once they are 
taken, there is nothing to prevent a man from reaching 
the heights if he wants to. In my opinion it is the 
magic formula for success in the Jewelry business.” 

However, following Mr. Shrode’s recommendations is 
not as simple as he makes it sound. In the jewelry busi- 
ness, like any other, there is no easy road to success. 
To carry out this program takes time, effort and ocea- 
sionally the expenditure of money. But if Mr. Shrode’s 
own success is any criterion as to the effectiveness of 
the plan, it is well worth it. 

Here are the steps he believes are required to put it 
into effect. | 

First, to create confidence in himself, a jeweler must 
have an intimate knowledge of gems and jewelry. He 
must be more conversant with all of the ramifications of 
the jewelry field than any customer that could come into 
the store. Nothing will shake confidence or lose a cus- 
tomer faster than the suspicion that a jeweler doesn’t 
know as much as he should about a certain phase of the 
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welry business. The customer is inclined to think, with 
Je e justice, that hazy knowledge of one subject indi- 
ea a sketchy understanding of others. The result is 
lost confidence and lost business. 
However, with the tremendous flow of informative 
articles that constantly appear in the public press, how 
‘s it humanly possible for a man to keep abreast of all 
the latest developments in the jewelry field? 

According to Mr. Shrode there are many ways open 
to the sincere jeweler and it is not nearly as difficult 


as it may at first appear. 


EXPERIENCE IS VITAL 

The first factor is that of experience. The few years 
that most jewelers spend at the apprentice bench are 
invaluable. This gives a broad foundation for the basic 
understanding of jewels and jewelry. From this base, 
the jeweler should embark on a course of constant study. 
Trade magazines contain the newest developments and 
latest wrinkles in the jewelry field, and what is more, 
such information is usually found here anywhere from 
six months to a year before it is released for public 
consumption. 

In addition to this, there are other means by which 
an earnest jeweler can keep himself informed on the 
constantly changing developments of the jewelry busi- 
ness. For instance, Mr. Shrode recently completed a 
comprehensive course in gemology which took a substan- 
tial amount of both time and money, but gave him a 
knowledge of gem® that is invaluable, and that he could 
have gotten nowhere else. 

The science of gems, says Mr. Shrode, is becoming 
more and more a highly specialized study, and the time 
is not far distant when every jeweler worthy of the 
name will have to be a gem expert. 


TESTING EQUIPMENT ADVISED 


In addition to wide experience, constant study and 
special courses, to create lasting confidence in a jeweler’s 
thorough understanding of gems and jewelry, Mr. 
Shrode believes a final step is necessary. He advocates 
the equipping of a complete testing department or lab- 
oratory to act as a check on the human element. 

At Shrode Jewelers over $3,000: has been invested in 
testing equipment including such instruments as the 
Dichroscope, the Polariscope, Refractometer, Diamond 
Scales, Gauges, as well as many others. In the repair 
department the ‘““Watchmaster” is in constant use. This 
store is known to have the most complete set of testing 
instruments in the city and one of the finest depart- 
ments of its kind in the state. 

Provt of the high regard in which Shrode Jewelers 
is held is indicated by the fact that this firm appraises 
regularly all types of gems and jewelry for the leading 
banks and insurance firms of the city. If anyone knows, 
Shrode knows, is a common byword attesting to the con- 
fidence that is universally placed in his knowledge and 
judgment. 

Second, a dependable repair service is an important 
factor in breeding public confidence. According to Mr. 
Shrode, there are many reasons for this, not the least 
of which is the fact that more people become acquainted 


with the store through the repair service, than any other | 
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department. In explanation Mr. Shrode says, “For some 


peculiar reason, the public as a whole evaluates your 
store on the quality of the repair service. This is par- 
ticularly true of new, prospective customers. If the re- 
pair service is thorough and reliable, it seems to be as- 
sumed that the merchandise offered to the public carries 
with it integrity and value. I don’t know why this is 
so, but I do know that an efficient repair department 

_ contributes to an increased sales volume in no small 
measure. It is also true that customers become acquainted 
with our repair department through retail sales but to 
x far lesser degree.” 

One of the factors of a repair department which Mr. 
Shrode feels is essential is to render the promptest ser- 
vice possible comensurate with a good, lasting job. 

During the war years, it was common for a jewelry 
store repair department to keep a job anywhere from 
three to six months. As Mr. Shrode points out, un- 
doubtedly much of this was unavoidable at the time be- 
cause of the shortage of competent help. But there is 
no excuse for it any more, he says. Slow service or poor 
work can only result in dissatisfied customers and loss 
of confidence, and it is his conviction that a repair de- 
partment which creates lack of confidence is worse than 
no department at all, because it tends to drive away 
customers, and thus to interfere with the sale of jewelry, 
which after all is the principal purpose of a jewelry 
merchant. 

Thus the second step in building public confidence is 
the maintenance of an outstanding repair department 





OUR VERY SPECIAL 25 PIECE 


featuring prompt service and expert workmanship, which 
will act as a means of attracting prospective customers 
to the store counters. 


MERCHANDISE BUILDS CONFIDENCE 


In the plan to gain the confidence of the public a. 
advocated by Mr. Shrode, there is still a third and fing] 
step. And that is always to provide merchandise that 
will breed confidence on the basis of its quality. 


Says Mr. Shrode, ‘““Merchandising jewelry is some- 
what different from other lines of retailing. In jewelry 
most purchases are made to last for virtually a lifetime, 
and therefore people are not looking for bargain prices 
but for lasting quality. In fact, cheap or inferior. mer- 
chandise that does not give satisfactory service will do 
far more harm toward future sales than any good that 
might be derived from the increased sales volume 
brought about by bargain prices. That is why I stock 
only the finest merchandise I can buy, regardless of 
cost,” Mr. Shrode commented. “‘We have the reputation 
of carrying the finest jewelry lines in town and I thor- 
oughly intend to keep it. The best costs but a few 
dollars more, and most people are willing to spend‘a 
little more to get it. We feel that quality and the in- 
tegrity of a shop is remembered long after the price 
has been forgotten.” 


While there are other factors in winning public con- 
fidence such as an appealing store layout and genuine 
customer courtesy and service, Mr. Shrode believes that 
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ese three steps are the most important and when 


sa erly applied are practically infallable. At least 
as have been for him. As recently as 1943 he started 


with $250.00 of capital, a few good ideas, and faith in 
himself and in those ideas. Today, Shrode Jewelers is 
an outstanding quality jewelry store and as far as any- 
one can see now, the sky is the limit. Ever since the 
store opened, business has more than doubled every six 
months, in season and out. That fact alone should be 
proof enough that Mr. Shrode’s theories are sound, 


practical, and really work. 





MORE FOR YOUR ADVERTISING DOLLAR 
(From page 260) | 


Why? First because you are furthering a most desirable 
civic project. Secondly, it will not hurt a bit to get better 
acquainted with the coming generation that are going to 
be your customers before long. Thirdly, you are lending 
a hand to the young fry, teaching them business ethics, 
and practises, Journalism, advertising and responsibili- 
ties. Consider this altruistic, for the most part, but don’t 
forget that the ‘teen-agers of today are the jewelry buy- 
ers of tomorrow, and that if you make friends with them 
while they’re young, they'll be likely to yemember you 
later. 

Also, we must not forget direct mail advertising. This 
‘is a marvelous field, if judiciously and _ intelligently 
used. It is so flexible, as regards your budget. Here 
opportunity knocks. Do not overlook it. 

The first step in the successful use of direct mail is to 
build and maintain your mailing list. There are many 
ways of going at this. First, it is simple to secure names 
and addresses as you take in repairs. This may be the 
nucleus of your mailing list. However, these are already 
your customers; you want to reach out for new faces 
and names. So, add the names of brides, and newcomers 
to your town. Your newspaper will furnish you names 
and addresses every day. Many jewelers keep a separate 


list of the new born babies, following it up each year 


with a nice birthday letter. Birthdays and anniversaries 
should be recorded. 

Manufacturérs and jobbers will gladly furnish you 
with leaflets and folders to enclose with your circular 
letters. Don’t overlook this, as you can cash in on their 
expensive printing jobs, at no outlay whatever to you 
and advertising the very lines in your showcases. 

We used postal cards a great deal, for the “specials” 
that we offered from time to time. I remember one item 
so advertised that paid a hundred fold. That was the re- 
modeling of what were then “old fashioned” wide wed- 
ding rings into the then new narrow shape. (Of course, 
now, the wide bands are again in style.) We took in 
hundreds by this medium alone. Be sure to select a live 
printer, who can doll up your form nicely, perhaps with 
a cut or two. 

Eventually we contracted for a stock house organ. We 
were enthusiastic about the results. It brought much 
favorable comment and sales. Printed on nice book paper 
stock, profusely illustrated, it contained ideas that pulled 


sales, items of etiquette, historical-data, and interesting | 


bits of information for brides and everyone. 
(Please turn to page 305) 
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Disabled Vets Prove Efficiency 
Though Too Few Are Employed 






Reeent study by the Bureau of Labor Statistics reveals that 


disabled workers are more efficient and experience fewer 


accidents than able-bodied workers performing same duties. 


NLY one out of every five disabled veterans apply- 

ing for work at public employment offices finds a 
job, according to statistics of the United States Employ- 
ment Service for the first half of 1946. USES statistics 
for July, including disabled veterans on its ‘“‘active 
file,” show that one out of 15 was placed. However, 
veterans on the “active file” include those awaiting ad- 
judication, training, or some form of readjustment. 

In the face of these facts, a recent study of 47 manu- 
facturing plants revealed that disabled workers are more 
efficient and experience fewer serious accidents than 
able-bodied workers performing the same duties and 
exposed to the same hazards. This study was made by 
the Bureau of Labor Statistics of the U. S. Department 
ot Labor at the request of Veterans Administration. 

Some large firms, realizing the dollar-and-cents ad- 
vantage in employing handicapped workers, have hired 
disabled persons whenever possible, although there 
are growing indications that some have returned to their 
pre-war physical standards for employment. 

The BLS survey pointed out that smaller companies, 
which offer the great bulk of employment in the country, 
frequently have been reluctant to employ impaired 
workers, particularly since V-J Day. 

‘One plant official stated, “We had many impaired 
workers during the war, but we probably don’t have 
more than a dozen now,” 

Another said, “Because we have so much different 
machinery in operation, we do not consider it wise to 
employ disabled veterans.” 

An aircraft manufacturer stated, “Our (disabled 





veterans training) program was abandoned at the end. 


of the war and no substitute has since been put into 
effect.” 

Companies not employing disabled workers are pass- 
ing up a capable and efficient source of manpower, the 
BLS survey pointed out. It compared performances of 
handicapped and non-handicapped workers as to pro- 
duction efficiency, absenteeism, incidence of work in- 
juries and stability on the job. 

Four basic conclusions were reached: 
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LESS ACCIDENTS 


Disabled workers experience one-third fewer serious 
accidents than able bodied workers exposed to identical 
work hazards, according to a survey made by the Burean 
of Labor Statistics of the U. S. Department of Labor 
at the request of Veterans Administration. 

The study placed the accident frequency rate for im- 
paired workers at 8.3 injuries per 1,000,000 man-hours 
worked, compared with 11.8 injuries for unimpaired 
workers. 

Time lost because of disabling injuries was the same 
for impaired and unimpaired employees, 0.1 day per 
100 scheduled work days. 

During the six months covered by the survey, none of 
the injuries sustained by disabled workers resulted in 
additional permanent impairments. Furthermore, no in- 
stances were reported of handicapped workers causing 
injuries to able-bodied fellow employees. 

The survey, conducted between Jan. 1 and July 1, 
1946, studied the performances of 4,000 physically 
handicapped and 6,400 able-bodied employees in 47 
manufacturing plants. 

The study matched handicapped and non-handicapped 
workers as to sex, age, experience on the job, and kind 
of work performed. The plants, located in seven highly 
industrialized states, were classified with machinery, 
aircraft and aircraft parts, electrical machinery, steel 
works and other industries (such as food products, 
photographic equipment, glassware, etc.). 

Records of both veterans and non-veterans were in- 
cluded in the study. However, only 14 of the 47 plants 
had comprehensive, formalized plans for training re- 
turning servicemen. 

The survey arrived at three further conclusions: 


PRODUCTION GREATER 
The production efficiency record of impaired workers 
was slightly superior to that of unimpaired workers. The 
efficiency relative for impaired workers was 102, com- 
pared with 100 for the unimpaired. BLS officials said 
(Please turn to page 334) 
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MORE FOR YOUR ADVERTISING DOLLAR 
(From page 303) 


One Valentine Day we had the whole town talking. 
We had a card printed, containing our sales special, 
wrapped it up, not too carefully, in a piece of newsprint, 
with a yellow label pasted on for the address, and tied 
it up with a piece of ordinary string. We had them ad- 
dressed with a rather childish scrawl, attached stamps, 
and mailed them. Of course it was opened with high 
priority when the mail arrived, as it was taken for 
granted that it must be a childish valentine. It brought 
sales for our special as well as many a chuckle for our 
initiative. That’s advertising, when they will talk about 
it, or you. 

We had a girl clerk address our direct mail efforts by 
typewriter first, but later bought an addressograph. If 
you can afford it, it will be the answer to this problem. 


‘STUNTS’ ALWAYS POSSIBLE 


Then there are always “stunts” that the enterprising 
jeweler can think up. Some of our younger businessmen 
will not remember a certain Detroit go-getter jeweler 
who first started up in a very small store. By his energy, 
and originality, in a few years, he developed into a 
chain of stores. But to get back to his small store. One 
day the city paving department came along and tore up 
the brick pavement, piling the bricks up in front of his 
store so high that the tiny place of business could not 
be seen. Nonchalant, he tacked a sign on the pile of 





A ee - 


brick: ““Back of this is the biggest little jewelry store 
in town.” A crook threw a rock through his show win- 
dow and made off with some loot. Immediately this jew- 
eler advertised that, if the merchandise so taken, was un- 
satisfactory for any reason, he “would gladly exchange 
it.” He handed the traffic cop on the corner a fountain 
pen, saying, “Thanks for sending me that customer for a 
watch today.” The law is probably still pondering over, 
what customer and what watch, yet. The live wire cov- 
ered the barber shops in the neighborhood, saying in 
effect, that one of the barbers had sent him a customer, 
and not knowing which one, he was leaving with them a 
fine pair of tweezers for each man. One of those foreign 
laborers, for which the East is noted, around the indus- 
trial centers, would come in to his store and complain 
about his dollar watch, on which there was no guarantee. 
Instead of an argument, this jeweler would hand out a 
new watch and poke a cigar in the breast pocket of the 
astonished foreigner. Maybe a bit flashy, but this man 
with his publicity, originality, and advertising made a 
great success. I wish we had time and space to go into 
his newspaper ads. They were an education. 

In summing up, buy your advertising carefully, giving 
it as much thought as you do in purchasing your mer- 
chandise. Place your limited appropriation where it will 
do the most good. Conditions and localities will make a 
difference, but work it out carefully. 

And don’t spend more, for what you get, for your 
money, in proportion, than would the Ford Motor Com- 
pany. 

YOU can’t afford it. 











MANAGER WANTED ... 


Man to take complete charge of jewelry department in 


leading department store within commuting distance of 


New York City. Capable of giving estimates on watch 


and jewelry repairs and special order work. Complete 


knowledge of retail jewelry business essential. Excellent 


future assured. Must be available November 1. Salary 


to start $5,000—plus percentage. 


Address: Box “B., 4693,” care 
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nee CUTTING SHOP EXPANDS TRADE 
(From page 258) 


ment with the Board of Trade and the Ministry of 
Economic Warfare which permitted him to cut ‘gem 
diamonds on the condition that the entire output would 
be for export, the purpose being to obtain needed foreign 


exchange and to provide employment for people who 
would otherwise become public charges. 
At that time the south coast of England, where Bright- 


on is located, was under heavy and almost constant 
attack by the Luftwaffe. Despite that fact, Mr. Monnick- 
endam’s old employees, to whom Brighton was home, 
preferred to stay there, but he felt that it would not be 


right to subject to the same hazard the new arrivals who 


had no reason to prefer Brighton over any other locality. 
So while the original shop “carried on” all through the 


IN QU ANTITIES OF blitz and the later V-bombs, a new cutting factory man- 


ned by the refugees and equipped with machinery made 


in his own plant, was set up in North Wales, which was 
1000 TO 100,000 a relatively safe area. 

After V-E Day, most of the newcomers elected to re- 
turn to the Low Countries, so the North Wales plant was 
closed, and today all the firm’s activities are centered in 
the original plant in Brighton which has been greatly 
enlarged. Monnickendam is now engaged in a big scale 
program of job training and employment for the British 








































Large variety of fancy cardboard boxes for 
pearls, pin and earring sets, watches and all 
other jewelry from $125 per M up to $2,500 per 
M for special fitted fabric leather jewel cases 


with lock and key. veterans. Under this plan each trainee receives indi- 
Watch and jewelry boxes of metal covered vidual instruction and supervision, since each one works 
with velvet or artificial leather with spring clip with an experienced journeyman, and no journeyman 
hinges. supervises more than one apprentice. In addition, the 

; ; firm has also arranged to re-employ all of their former 
An ornate marbleized plastic box with four legs workers who are in the services. Many of them have 
for watches, cultured pearls, etc., $1,250 per M. already returned, but about thirty are still waiting dis- 


charge, and will be taken on as soon as they are out of 
uniform. | 
Mr. Monnickendam believes that the United States 
will be a highly important market for this substantial 
output, and has established a sales office at 630 Fifth 


I RA an AR Vi O N Ave., New York, through which his goods will be dis- 
| tributed to American dealers. 


489 - 5th Ave. New York 17 aries: 
se LITTLE KNOWN GEMSTONES 


(From page 262) 


Other plastic watch boxes from $650 per M up. 
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two types, both catseyes. The smaller and more ex- 
pensive stones are cut in high, round cabochons and show 
| a delicate pink color and a fine eye. They are paler 
than good pink tourmaline catseyes, and appear to 
contain more of the fibrous inclusions. In size they will 
| rarely attain 15 carats. The second type is a white 
catseye, usually of some size, up to 30 or so carats. They 
are quite opaque and resemble, more than anything 
else, the fibrous gypsum known as satin spar except 
that these are hard. Of course, as in all such stones, the 
flawlessness and uniformity of color and eye are the 
most important characteristics. 

Although high prices have been asked for these stones, 
they seem to be without justification, for the stones do 
not have sufficient merit to warrant a premium price for 
them. Collectors will find them of interest, and it has 
not been difficult to dispose of the stones available. 
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However, there is a possibility that part of the apparent 
scarcity is due to a lack of buyers in the Burmese market 
and hence an unwillingness to purchase many where they 
are produced. Possibly the best sources have never been 
really exploited, for, as we have seen, the mineral is 
not uncommon where it is found. In Bolton, Massa- 
chusetts, for example, a great bed of the mineral is 
known bordering a marble deposit which was once quar- 
ied and burned for lime. Tons of specimens of a fine 
light lilac color can be obtained and it requires no great 
stretch of the imagination to see that only a slight change 
in conditions would have made some of these massive 
bladed stones very similar to the cut Burmese material. 
It is hard to see how material likely to be so abundant 
can justifiably be sold at a high price per carat, when 
the material in question is not clear and gemmy but 
rather a fibrous catseye which could occur in massive 
formations. Much of the Bolton material promises 
incipient catseye. 


HOW IT IS FORMED 


To those who are concerned with the scientific and 
mineralogical aspects of gem stones, it may be interest- 
ing to know that the usual manner of formation of 
scapolite is quite different from that of most gems. High 
temperatures and possibly high pressures are responsible 
for its growth, but this mineral seems not to crystallize 
directly from solutions, or at least to do so very rarely. 
Rather it is a compound that forms during conditions of 
metamorphism; that is, when previously existing rocks 


g 





Disturbing . . . intoxicating . . . definitely not 
for the timid! A burst of sterling with the brilliant 
impact of imported stones, replica of a fabulous original. 


Pin, $40. Earrings, $30. Plus 20% Tax. At fine stores. 


o 


y 


FOR OCTOBER, 1946 





§ — “GIFT OF THE MONTH ° 





are reheated to high temperatures through deep burial 
avd the intrusion of liquid rock nearby, with its ac- 
companying gases. These liquids or gases re-work the 
older minerals, changing the carbonates into silicates, 
adding volatile elements like sodium or fluorine, and 
making a very different rock out of the final product. 
Marble is a result of metamorphism which is familiar to 
all, it forms from limestone during the ages as that rock 
is heated and compressed. However, in pure marble 
there has been no introduction of outside impurities 
brought in by the active vapors of igneous activity. An 
originally impure limestone thoroughly soaked by 
solutions containing many elements, forms a final rock 
which is a mass of complex silicates. Sometimes ore 
minerals are introduced and in the West we find tungsten 
and zinc deposits formed in this way. 

Hence, in metamorphic scapolite we are surprised 
to find clear flawless examples, but since all but one of 
the occurrences of this type of material are in regions 
that are still geologically unstudied, the mystery of the 
occurrence is still unsolved. Rome de 1’Isle’s description 
of zircon in the second edition of his work (1783) con- 
tinue with the mention of an “inferior” (softer) variety 
from Mt. Vesuvius. The Abbe Hauy then describes it 
as a new mineral under the name meionite (from the 
Greek for “less”) in reference to the crystal form, 
which does resemble that of zircon. Tetragonal crystals 
are not numerous in the gem group, and those of scapo- 
lite are similar to the Vesuvius zircons. Its occurrence 
there is interesting, for Mt. Vesuvius is one of the out- 


“GIFT-OF-THE-MONTH”” 
for October 


AS ADVERTISED IN 


VOGUE 


Pin No. 7017_-.--- $240 doz. 
Earrings No. 7016.$180 doz. 


Women will be looking for this magnifi- 
cent set “at fine stores” . . . Order now 
and ask for full details of our “Gift-of- 
the-Month” plan which will bring you 
these outstanding features regularly each 
month. Mats, displays and publicity ma- 
terial supplied gratis. 


JAY KEL, Ine. 


307 FIFTH AVENUE, NEW YORK 16 
Chicago: 36 South State Street 


*Trade Mark Reg. Pending 


307 Fifth Avenue, New York 16 


307 





standing and most apparent examples of contact meta- 
morphism in the world. The lavas have come up through 
limestone rocks, plucking off blocks which are thoroughly 
re-worked in the liquid rock before being thrown out on 
the slopes of the mountain. No other locality known in 
the world today has such beautiful examples of complex 
silicate crystals of contact metamorphic origin. 

However the slopes of Vesuvius have produced no 
gems; most of the crystals are, naturally, very small. 
Following Hauy’s account several mineralogists de- 
scribed new substances under different names which 
eventually proved to be varieties of this same mineral. 
The reason for the multitude of names lies in the 
variable composition for we now recognize scapolite as 
a name for the whole series of aluminum silicate minerals 
in which sodium and calcium replace each other with 
chlorine in some of the examples. An account of the 
many names will be found in Hintze (1897) but it is 
hardly worth while recounting them here. At present 
mineralogists speak of wernerite as the general name 
for the mineral, and then specify the percentage of 
sodium aluminum silicate (marialite or “Ma’’) and the 
percentage of calcium aluminum silicate (meionite or 
“Me’’) present. This reciprocal variation in composition 
is naturally reflected in variations in the usually listed 
physical properties, the mean refractive index varies 
from 1.55 to al-out 1.58 while its gravity ranges from 
2.61 to about 2.7. The double refraction is very low, 
the hardness about 6. Dichroism is strong in deeply 
colored bits, yellow to white, giving the effect of a parti- 
colored stone. 





TREATED STONES RETURN TO ORIGINAL HUE 


One last interesting fact about scapolite should be 
mentioned. It responds to stimulation with luminescen 
phenomena, fluorescing yellow orange under ultraviolet 
light, and changing to a rich dichroic violet on exposure 
to x-rays. Scapolite was the only one of a series of gem 
stones found, after many experiments, which would 
quickly revert to its original color without the stimulatioy 
of light or heat. Even though they were stored in dark. 
ness, at the end of a few months the treated stones haq 
almost reverted to their original hues. 


In summary, scapolite is interesting as a potentially 
abundent gem material. Its white and pink catseyes ate 
attractive stones and at reasonable prices would be 
welcomed by the trade. The light yellow transparent 
gems have little but collector and scientific interest 
There is also always a possibility of new discoveries of 
gem quality material in desirable colors, such as the 
lilac in which it is known to occur, to supply a really 
fine new stone to the trade. For these reasons, it is well 
for the jeweler to know about the gem though he will 
have but few calls for it. 


Bibliography on Scapolite:—Haiiy, René Just. Traite de 
Mineralogie, 1801, vol. II, p. 3389. 


Hintze, C. Handbuch der Mineralogie, vol. IIb, pp. 1554-1580, 
1897. 


Lacroix, A. Mineralogie der Madagascar, vol. 1, pp. 578-581, 
1922, 


Schlossmacher-Bauer, Edelsteinkunde, p. 633, 1932. 
Romé de l’Isle, Essai der Cristallographie, vol. 2, p. 290, 1788, 
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GEM OF THE MONTH 
(From page 264) 


covering both sides of the boundary between Queensland 
and New South Wales. Here were found opals rela- 
tively so dark in color that they were given the designa- 
tion of black opal in contradistinction to the lighter- 
colored stones which alone were previously known. 
Another find, the Coober Pedy field, rich in white opal 
was discovered in 1915 in southern Australia. Fire 
opals have been found in Australia as well but Mexico 
‘s famed for the magnificent fire opal it has produced. 

Opals are generally classified in four groups which 
names specify types and not necessarily the source of 
the stones. First is Opal, or Hungarian Opal, or White 
Qpal which has white or near white body color 
and is translucent to semi-transparent. Second is 
Black Opal, or Australian Opal, or Australian Black 
Opal. These stones are of a darker body color which 
does not approach white or near-white and are semi- 
translucent to opaque. Third is Mexican Opal whose 
body is colorless. These stones are usually transparent 
to translucent and are often referred to as “watery” 
type. Fourth classification is Nevada Opal with a body 
of any color, transparent to translucent, and described 
as “glassy” in the trade. Brittle characteristics are 


usually apparent. 


MANY NAMES SIGNIFY TYPES 


Among the many names applied in various localities 
to specify opals as to variety, coloring, etc., are Fire, 
semi-transparent red or yellow—fiery—usually Mexican, 
and sometimes cut brilliant; Harlequin, mosaic, pinfire; 
White Cliffs, Hungarian type; Girasol, blue-white-red 
play; Amber, brownish-yellow; Cachalong, like porce- 
lain, porous; Catseye, Chloropal, green; Flash, single 
color; Floatstone, floats; Geyserite, from hot springs— 
usually like cauliflower; Gold, Hyalite, colorless, faded, 
also water opal; Hydrophane, becomes transparent in 
water; Jaspopal, like Jasper; Lechosos, deep green; 
Liver, brown or dull gray; Magic Stone, Hydrophane; 
Menilite, brown or gray banded; Milk, Moss, tree-like 
inclusions; Muller’s Glass, Hyalite; Oriental, fine Hun- 
garian; Potch, dead color; Prase, green; Quinzite, rose- 
colored; Resin, yellow, resinous; Sandstone, yellowish; 
Tabasheer, from bamboo; Vermillion, opaque red; Wax, 
yellow-waxy; Wood, Xylopal, Zeasite, opalized wood; 
Word’s eye, Hydrophane. 

The following questions and answers are designed to 
provide in simplified form that information essential in 
retailer-customer relations whenever these gems are 
discussed: 


What is opal P 

A natural mined stone showing characteristic play 
of color. 

What is the derivation of the word opal? 

It comes from the Latin Opulus and from Sanskrit 
Upala meaning precious stone. 

How is opal pronounced P 

Either O-pul or Oh-Pal. 

Where are commercially valuable opals mined P 
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When 
“SUBSTANTIAL PRODUCTION" 


is 


NOT NEARLY ENOUGH 


By prewar standards, Gilbert is making 
many alarm clocks today. As yet, there is 
little variety in styles, colors or mechanical 
characteristics but, in total number of 
clocks, production volume is fast approach- ) 
ing that of the late 1930s. 


The demand, however, accumulated during 
years of wartime restrictions, is far greater 
than we have known before. That’s why... 
despite substantial production . . . you have 
been unable to get nearly so many Gilbert 
Alarm Clocks as you need. 


Production is now being allocated as fairly 
as possible against existing orders from es- 
tablished distributors. They, in turn, are 
re-allocating the clocks to their customers. 
Further production increases will permit 
larger, more frequent allotments and... . 
eventually . . . acceptance of the new busi- 
ness which Gilbert has been so eager, though 
temporarily unable, to take care of. 


ETE, A frank statement 
of fact 
to 
Customers and Prospects 


of 


THE WM. L. GILBERT CLOCK CORP. 


Clock makers to the nation since 1807 | 
WINSTED, CONN. 
Laconia, N. H. 


141 W. Jackson Bivd. 
Chicago 4, Ill. 


551 Fifth Avenue 
New York 17, N. Y 
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Australia is the principal source with a few mined 
in Mexico. 

Where was the previous source of the stones? 

In Hungary but these mines were practically ¢. 
hausted and abandoned in the 1880's following the djs. 
covery of opals in Australia. 

How do new “Hungarians” differ from old? 

“Hungarians” from Australia have a darker body, ** 
probably due to organic decay. = - 

Do gem names always note source? 

No, they identify types; though the name is oftey 
derived from the first known source. 

Were opals known to the ancients? 

Yes. Opal was the seventh stone in the high-priest’s 
breastplate. The Romans considered it a lucky stone 
and called it “Cupid Paederos’—child beautiful as love. 

How were opals regarded in ancient times? 

It was believed that the wearer was beloved of God 
and man; also was preserved from disease. In Queen 
Elizabeth’s time it was called “Ophal” or eye-stone and 
used to cure certain tropical diseases. 

When did the false “unlucky” idea start? : 

In 1851 due to the careless reading of Sir Walter 
Scott’s novel “Anne of Geierstein.”” The enchanted prin- 
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tion. The princess might have worn a ruby or other gem 
without altering the story. 

Are opals valuable today? 

Gems run from $50 to $500 per carat. 

Which opals are most valuable? 

The Black opals from Australia which is the only 
known source. 

Are “Black” opals necessarily black? 

No. The name applies to those with any body color 
except white or near-white. 

Is there a good supply of fine blacks P 

No. The present mines are about exhausted. 

On what is the value of opal based? 

Its beauty, especially of play of color—red preferred. 

What causes the play of color in an opal? 

SIGNATURE It is caused by the interference of light reflected from 
various layers, due to minute cracks or to variation in 
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Above is a sample ad, 5 col 21”, greatly reduced | water content. Similar to soap bubbles or oil film on 
water. 
NEW CHRISTMAS JEWELRY ‘ Is play of color called opalescence P 
ADVERTISING MAT SERVICE No. Opalescence consists of pearly reflections from 
We are now issuing the Christmas Series of our newspaper the interior of a stone. Cheap opals and moonstones 
advertising mat service exclusively for jewelers. This is a show opalescence only. 
most elegantly done series. The ads are laid out very Do the colors flashed actually exist in opal? 


tastefully with striking and beautifully drawn eye-catching page . 
illustrations, exquisitely drawn jewelry items, and powerful No. They are visible only in reflected (not trans- 
sales ey copy. The series consists of 15 ads, in sizes mitted) light. 

from 3 col. 10" to 5 col. 21". Each ad comes complete in . > 

one mat, with several merchandise substitutions, ready for Is there a synthetic opal: eee 

instant use. No matter what services you may be using No, nor is there a successful imitation. 





now, this series will give your whole advertising campaign How are opals mined? 

a tremendous "Lift". The price for the series is $60.00— . . . t 
less 5% for cash with order. We service only one jeweler oe ee: Se ee: in, eeey aeer SE Se 
in a city. deep. 


Does opal have a definite crystal shape? 
No. They are amorphous, sometimes taking the shape 


h) of a twig, bone or shell in which it was formed. 


Write or wire today for use in your city 


How do opals look when mined? 
| They are.irregularly dispersed in and attached to its 
ADVERTISERS MART INC. uine tenis aaa: : 
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They are about 90 per cent silica, the rest mostly 
water. oe 
What stones are almost pure silica? 

White sand, quartz, crystal, onyx, agate, amethyst, 
and citrine. 


How is opal formed in nature? 
Opal ‘is a solidified jelly. Silicate minerals decom- 


posed by hot water produce Jelly which expands and 
cracks on cooling in rock cavities. New jellies deposited 
on top cause variations in the solidified opal—hence in- 
terference layers. 

Is the matrix always removed to cut gems? 

No. The matrix itself is often attractive. 

Are pure opals common? 

Nearly all opals contain matrix or some silica not 
thoroughly “opalized.” 

What is an opal “doublet”? 

A thin layer of opal cemented to matrix or onyx or 
other base. 

Are opals cut only cabochon or flat? 

No. A translucent opal of solid color may be cut bril- 
liant (faceted). 

How heavy are opals? 

Diamonds are nearly twice as heavy. 

Are opals durable? 

Given care, opals can wear for centuries. 

What may cause cracking ? 

Loss of moisture due to extreme heat, etc. 

How may cracking be prevented? 

By immersion in, or coating with olive oil. 

Does oil improve “crazed” or cracked opals? 

This depends on the extent of “crazing.” 

The following are the physical characteristics of 
opals: , 


Pee erereer tee. Hydrated Silicon Dioxide 
NE DUNE ko 500s ex eeecceeeasys Silica (hydrated) 
NE os 6 aa a'see. 0 > wee we Ree OM Amorphous 
MED 640 secs ed cwcehvuueueep eel 2.0 to 2.3 
Fs ee ree eee ee 514 to 6% 
SN TID. 5h k-0 5.4.0 0-0 wed dae hawks About 1.45 


Anomalous double refraction is not uncommon. 
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STARS TELL DENVER "4 WAYS TO PAY" 
(From page 268) 





store at 526 Sixteenth Street in Denver to buy a bracelet 
charm costing $3, have a watch repaired or to make a 
$750 platinum ring purchase, according to Rogers and 
Cory. 

Thousands of the credit customers of Rogers know 
the name of Miss Taylor (“T.B.T.’’), the firm’s credit 
manager, as a result of a business-getting letter which 
Rogers sends out each month to his credit customers. 
Illustrated, with a different business subject each month, 
the letters vary monthly. 

In part, here is one of the letters: 

Across the top of the page is a large reproduction of 
a file card, with the name and notation on it: “Harry 
Rogers, 526—16th—We want this good customer back. 
Write today. T.B.T.” 

The letter then begins: “Dear Customer—Here’s a 
little personal message on your card which I found on 

(Please turn to page 325). 
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FORGET THE CORK 


The Bottle Ball Stopper is a distinctive accessory 


for any bar set—excellently silver plated, made 
and finished in the fine “Wakefield” quality—that 


adds character to the mixing of any drink. 


Upon opening the bottle, throw away the cork, and 
insert the Bottle Ball Stopper. When the bottle is 
tipped, the ball rolls forward permitting the liquor 
to flow freely through the arched openings. When 
the bottle is set down, the ball automatically rolls 
back onto the machined seat and seals the opening. 


—A novelty of clever design that will permit you 
a profitable turnover. 


A perfect gift or possession at any time for the man 
desiring the best. 


With the purchase of one dozen or more we furnish 
an attractive display fixture. 


PRICE $3.00 KEYSTONE 
F. O. B. Wakefield, Mass. 


Silver Division 


DIAMOND INSTRUMENT COMPANY 
Wakefield, Mass. 


MEMBER OF THE JEWELERS’ BOARD OF TRADE 


311 





_ BLUE 
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The STAR RING DISPLAY 
Your Star Christmas Salesman 


Eyecatching Star Background (without letters) 12” by 
16” .. . $15.00. A and B—Single Ring Display for 
men and women... $15.00 doz. C—Double Ring Dis- 
play for ladies . . . $18.00 doz. Colors: white velvet 







star against deep blue velvet with white silk cord. 
Other color combinations available. 


DIRECT FROM FACTORY TO YOU 


William Korn & Co. 


Designers and Manufacturers of Jewelry Displays 
17-21 ELM STREET BUFFALO 3, N. Y. 


























A COMPLETE LINE OF OPALS 


FOR THE 


MANUFACTURING JEWELER 


ALL QUALITIES—ALL SIZES 
CUT ON OUR PREMISES 


Manning Opal Corporation 
22 West 48th Street, New York 19, N. Y. 


Telephone BR 9-7199 
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ATTENTI ON 
Jewelry Casting Trade 


@ CRISTOBALITE 
@ PLATINUM INVESTMENT . 
@ CASTING WAXES all sizes 
@ CRUCIBLES (for casting and melting) ae 
@ STAINLESS STEEL FLASKS | 

@ RUBBER SPRUE BASES qualities 


We stock a complete line of 
Casting Supplies and Equip- 
ment for the manufacturing 
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ALEXANDER SAUNDERS & co. 
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NE of the most dynamic merchandising ideas to 
come into the retail jewelry picture in many years 
is the development known as “color engineering.” It 
has been found that the planned use of color in retail 
stores can substantially increase sales, speed turnover, 
improve service, and cut operating costs. Tests con- 
ducted in hundreds of stores throughout the country have 
proved by dollars-and-cents arithmetic that paint and 
profits are a-natural merchandising team. 

Color engineers have selected all types of stores, given 
them a “scientific” paint job—and in a few months have 
seen sales spurt anywhere from 15 to 35 per cent higher, 
even though no additional merchandising program was 
used during that time. 





Color in a Jewelry Store 


A Silent but Dynamic Salesman 


THE PRINCIPLES OF 


. CHARACTERISTICS OF PRIMARY AND SECONDARY COLORS OF THE VISIBLE 
SPECTRUM USED TO DETERMINE THEIR FUNCTIONAL USES 

























by WILLIAM ROSSI! 


These special interior paint jobs are not done just to 
“pretty up” the store, but have a definite functiona’ 
value and purpose—to help sell more merchandise and 
to improve the over-all operating efficiency of the store, 

In many jewelry stores—perhaps the average—floors 
are usually dark to “cover up” dirt. But these dark 
floors encourage the accumulation of dirt, besides soak- 
ing up costly light. Walls are too often some drab shade, 
and showcases, shelves, racks and counters are done in 
the conventional mahogany or bleached oak which adds 
nothing to the eye-appeal of displayed merchandise. 
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eet GAMMA RAYS — VISIBLE LIGHT BROADCAST BAND 
i] 
RAYS X-RAYS VIOLET rap waves /\ 
WAGNET ee ene eS 
SPECTRUM Laacl 
VISIBLE 
SPECTRUM 
HUE VIOLET BLUE GREEN YELLOW ORANGE RED 
17 MIL. 19 MIL. 20 MIL. 22 MIL. 25 MIL. 30 MIL. 
woe LON OF INCH OF | INCH OF | INCH OF | INCH OF | INCH OF | INCH 
TYPE OF COLOR  GOOL COOL COOL WARM WARM WARM 
MUSCULAR REACTION no 24 UNITS 28 UNITS 30 UNITS 35 UNITS 42 UNITS 
eos ~~ agen YELLOW ORANGE RED VIOLET BLUE GREEN 
PRIMARY RICH-FORMAL- | COOL-REMOTE-CALM- | WORMIN OF CEALOM | SUN WARMTH- >a — so" 
ASSOCIATIONS LUXURY- ROYALTY ppoMe Times DEPRESSING] en gna nn STIMULATING. anaes eal 
| THERAPEUTIC vaLUE| CALMS THE MIND— | REDUCES MUSCULAR | CALM PEACEFUL pf nl PARTAKES OF NATURE | crass pring EFFECT 
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COMPLETE SELECTIONS 


to fill the needs of 
Every Jeweler with 


SERVICE and ECONOMY 


WATCH MATERIALS 








WATCHES *« DIAMONDS 












Ladies' Watches - Men's Watches 
- Diamond Bridal Sets - Matched 
Wedding Bands - Ladies’ Birthstone 
Rings * Men's Initial and Stone Rings 
+ Lockets - Bracelets - Compacts - 
* Pearls - Costume Jewelry - Baby 
Rings - Baby Lockets - Baby Brace- 
lets - Baby Fork and Knife Sets - 
Carmen Bracelets - Carmen Brace- 
let Sets - Expansion Watch Bracelets 
- Watch Straps - Ladies’ Watch 
Bracelets - Ladies' Cord Bracelets 
Leather Goods - Music Boxes - 
Dresser Sets - Novelties - Lighters 
- Pen and Pencil Sets. 
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The over-all effect of this drab arrangement is a dull, 
“tired” look which adversely affects customers and clerks 
alike. 

One of the first laws of merchandising requires that 
the articles up for sale be made highly attractive. This 
is particularly applicable to merchandise sold in jewelry 
stores. But, as we shall soon see, such factors as 
shadows, glare, improper distribution of light, and dull- 
colored surfaces detract from the appearance of mer- 
chandise. And perhaps there is no type of retail estab- 
lishment where these factors play a more important 
merchandising part than in the jewelry store. 

Now, let’s put our color expert to work with his magic 
color arrangements. He starts with the floor. This dark 
floor reflects only about two per cent of the store illumin- 
ation when it should give a 25-50 per cent reflection. 
Thus the lower portion of the store is dimly lighted. 
Showcases whose shelves and merchandise are on a low 
level rarely receive sufficient light to show off the mer- 
chandise to its maximum benefit; and particularly, the 
finer details of articles usually sold or displayed in show- 


the illusion of change. Long, narrow stores can be made 
to appear wider, square stores longer, small stores larger, 
high-ceiling stores more compact. For example, the 
long-narrow store is made to appear wider by ug; 

lighter colors on the end walls to make these “come 
forward,” while the long side walls are painted a slightly 
darker tone to make them “fall back.” The illusory 
result is a squarer appearance. 

Our color engineer next goes to work on the shelves, 
racks, counters and showcases, painting them in another 
color which will contrast and yet harmonize with the 
walls. These color combinations make the merchandise 
“reach out” to the customer, whereas before it may have 
seemed partially hidden from view. 

This contrast between background and merchandise 
is greatly important in bringing the merchandise quickly, 
easily and attractively to the customer's view. Not only 
does it speed sales, but, of enormous significance, it 
helps sell extra items to which the customer otherwise 
might not have been attracted. Because so many of the 
articles carried in the jewelry store are small in size 


“Color engineering’’,. which carefully plans all details of shades 


and hues in decoration, has been found an invaluable aid in 


inereasing sales, speeding turnover and cutting operating costs. 


cases of jewelry stores are lost to the customer’s inspect- 
ing view. 

Now, our color man covers this floor in a medium-light 
color, perhaps a batileship grey, or a pale tan, which 
instantly increases its light reflective value to 25 per 
cent or better. The floor, instead of “stealing” light 
from the rest of the store, now adds something to the 
general illumination. 

Another important feature is that customers and sales- 
persons tend to keep these floors cleaner. The result is 
a saving in costs, time and labor for cleaning. As one 
store manager said, “Before we installed this color sys- 
tem our porter was forever busy with his broom. Now 
the floor, as well as the store in general, practically 
keeps itself clean.” 

Next, the walls may be painted a sea green or a pale 
blue. The idea is to get an eye-resting but contrasting 
background to make the merchandise “stand out.” Much 
of the goods carried by jewelry stores is comparatively 
monotonous in color—the silver or crystal ‘color pre- 
dominating. Against a white, grey or buff wall back- 
ground (wall colors that are frequently used in jewelry 
stores) the merchandise “blends” with this background 
and fails to stand out on its own by means of contrast. 
Proper wall backgrounds are important to attracting and 
retaining customer attention of merchandise—leading to 
interest which is necéssary to evolve into actual sales. 

Another important functional purpose of color is to 
change the physical proportions of the store by creating 
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and fine in detail, the ‘‘seeability” of these articles is 
vital to gaining customer attention that is often followed 
up by purchases. 

Perhaps this can be demonstrated more graphically 
by an illustration. To see a piece of black thread on 
black cloth requires 2,100 footcandles of light. But a 
piece of white thread on the same black cloth requires 
only one footcandle for equal visibility. Thus, making 
it easy for the customer to see merchandise easily— 
especially articles of fine detail—is largely a matter of 
correct color contrasting or background. 

Two of the most detrimental factors in the jewelry 
store are shadows and glare. In the average jewelry 
store these factors are prevalent, hamper sales by making 
it difficult for customers to easily view articles on dis- 
play. In fact, in no other type of store is the glare fac- 
tor so harmful to merchandising, and therefore se im- 
portant to avoid. 

Why? First, a large share of the articles sold or dis- 
played in jewelry stores carry a high level of glare: — 
silver or gold articles; glassware or crystalware; enam- 
eled products; plastic-coated articles. Second, showcases 
or other display fixtures are usually comprised largely of 
glass—tops, shelves, backboards. Third, the jewelry 
store perhaps carries a higher.degree of illumination 
than the average store, because substantial lighting is 
essential to good seeing. oy 

These three factors combined create an abnormal 

(Please turn to page 338) 
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Phonograph Record Display 
Imecreases Store Trafiie 


Musie-lovers of all types shop in the record department of the 


Meyer Hurwitz firm in East St. Lou is, Ill., and they just 


naturally become interested in the jewelry displays as well. 


WELL-ESTABLISHED sideline which Leon 

Hurwitz, head of Meyer Hurwitz Jewelry Co., 
East St. Louis, IIl., believes ideal for jewelry store use 
is phonograph records—which appeal to all ages and 
can create a constant traffic into the store. 

The Hurwitz organization experimented with phono- 
graphs and phonograph records before Pearl Harbor, on 
the basis that the type of customer who appreciates good 
classical music is usually the same customer who looks 
for the best in diamonds, watches and other jewelry 
lines. ‘Now we intend to place a lot of emphasis on 
records and music,” Mr. Hurwitz explained, “both to 
appeal to adult customers of the type we want most, and 


View of the Hur- 
witz record de- 
partment in full 
tilt, Separate, 
sound - proof 
booths are pro- 
vided for those 
customers who 
wish to play a 
specific record 
before they de- 
cide to buy it. 
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by ROGER A. LONG 


to bring in teen-age record buyers who will be valuable 
jewelry prospects a little later on.” 

The record department is being kept entirely separate 
from jewelry in the Hurwitz store—not because Mr. 
Hurwitz believes that either will detract from the other, 
but to keep the aisle space in the jewelry departments 
clear. “The usual record customer wants to hear two or 
three records for a minimum of 15 minutes in one 
place,” he explained, “which thus would result in small 
knots of people standing around here and there, and ob- 
structing passage through the jewelry-case aisles. 

(Please turn to page 342) 
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Swiss Watch Exports to U. 8. 
Above Average Set by Agreement 


But many of those imported in the first half of this year were 
‘indirect imports’ through countries not subject to Swiss control; 


new Swiss law provides penalties for shipping watehes indirectly. 


URING the first seven months of the agreement from Switzerland via various other countries. Thus, only 
whereby Swiss watch manufacturers would cut 4,382,195 watches had been imported under the agree- 
down their direct exports to a total of 7,500,000 units ment, leaving 3,117,805 for the remaining nine months. 
between Jan. 1, 1946, and March 31, 1947, it would Evidence of Swiss concern over indirect shipments 
appear at first glance that 5/7ths of the total have of watches to the U. S. came with news of a decree, 
already been shipped here and that during the next eight issued Aug. 16, by the Trade Division of the Swiss Fed- 
months only one and a half million more watches may be eral Department of Public Economy. The decree for- 
iinported from Switzerland. bade, under heavy penalties, exportation of watches to 
However according to S. Ralph Lazrus, president of a country for which they were not ultimately destined. 
the American Watch Assemblers Association, importing Inasmuch as Swiss customs authorities insist that export 
group, only an approximate 4,800,000 watches have declarations state the ultimate destination as well as 
been directly imported. Thus, since the agreement spe- intermediate ones, this move should drastically reduce 
cifically refers to direct imports, the total imports can- quantities of watches shipped to America in a round- 
not be charged against the quota. about fashion. 
Between January and June, according to Mr. Lazrus, Countries into which no re-export may be effected 
a total of 813,130 watches were indirectly imported (Please turn to page 344) 


































































































SWISS WATCH IMPORTS—1946 
DIRECT AND INDIRECT COMBINED 
FIRST QUARTER SECOND QUARTER Total— 
1st and 

| 2d Quarters 

January | February | March | Total April May June Total (Ist Half) 

Up to and | | 
including 1 jewel || 106,583 45,890 42,678 195,151 95,522 38,642 40,978 175,142 370,293 
2 to 6 jewels 144,365 | 136,339 | 132,741 413,445 200,622 | 116,845 | 126,978 444,445 857 ,890 
7 to 14 jewels 138,201 | 119,300 | 123,526 381 ,027 109 ,324 77,370 70,547 257,241 638 , 268 
15 jewels and over || 525,119 | 604,329 | 520,024 || 1,649,472 713,487 | 511,832 | 454,083 || 1,679,402 3,328,874 
TOTAL 914,628 | 905,858 | 818,969 || 2,639,095 ||| 1.118,955 | 744,689 | 692,586 || 2,556,230 ||| 5,195,325 
1945—Imports: 141,506 | 133,041 | 292,952 567,499 887,396 | 716,766 | 881,692 || 2,485,854 3,053,353 
Source: U. S. Department of Commerce, FT-110-C. 
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LOOK — A"“lipstick’ size pen 
brilliantly designed and 
smartly styled! 

Lipstick size when closed. 
A comfortable, full-length pen 
when writing ! 

Guaranteed non-leak! 
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year without refilling ! 
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without returning pen 
to factory. 


OTHER HIGHSPOTS 
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Jeweler -precisioned — smart- 
ly finished in jet Nubian 
black and gleaming silver. 
Also five other smart colors. 


Tri-feed* action flows ink to 
point from three directions. 


Ink dries quick-as-wink ! 
No blotting! 


v4 
Writes on both rough ands 


smooth surfaces. 


A grand office worker, too. 
Makes up to eight clear 
carbons. 
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HERE’S A PEN 


A PERMANENT aller 


As an experienced pen dealer you'll readily realize why the 
sensational new POCKETTE Pen will sell and write long after 
others have become “museum” pieces. Women want POCKETTE 
for its convenient size, smart appearance, and new writing 
quality. Men want POCKETTE, too, as the modern size pen that 
fits in a coin-pocket. And you'll find still other selling reasons 
in the panel at lower left. 


he Revolulionaty 


by Kimberly 
The Pon of the Fulure-Today / 











Better stores the country over are finding it a great pen-depart- 
ment attraction. Ink cartridge and smooth-gliding point are one 
complete unit and can be replaced in eight seconds without 
returning pen to factory or keeping customer waiting. Exclusive 
true-flow Tri-feed* action means a totally new writing comfort 
...There’s also a conventional size Pen by Kimberly — the 


“Californian”. 


ADVERTISED NATIONALLY 


Month after month, advertised in color pages, black and white 
pages, and other dominating space, in Vogue, Pic, Mademoiselle, 
Esquire, Woman’s Home Companion, Red Book, Ladies’ Home 
Journal. Combined family circulation more than 11,500,000 
monthly. Also advertising in national newspapers. This adver- 
tising will send good customers to your store. Be ready! 


WRITE FOR ATTRACTIVE DEALER PLAN 


Get the interesting selling facts for the most satisfactory pen 
business you’ve ever known. You'll be glad you did. 


KIMBERLY PEN CORPORATION 
2450 South Main Street, Los Angeles 7, California 
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Im Reply to Mr. Levin ... 





The author takes exception to reeent statements made about 


the shortcomings of electrical watch-timing machines and 


seeks to explain how such machines ean serve the watchmaker. 








EpiTor’s NOTE: The June 1946 issue of the 
American Horologist contained an article by Samuel 
Levin entitled “The Analysis of a Watch Tick”, 
which was based on an address Mr. Levin had deliv- 
ered before the Horological Society of Los Angeles 
on April 17. 

In that article, the author pointed out what he 
believed to be certain limitations of the electrical 
timing machines in the diagnosis of watch ailments, 
and recommended that the use of these devices 
should be kept primarily to the purpose of checking 
the rate of a watch which is known to be in first class 
condition. 


Some of Mr. Levin’s statements have aroused the 
ire of Charles Purdom, better known perhaps as 
“Watchmaster Charlie”, who for many years has 
been the traveling ambassador of the American Time 
Products, Inc. Mr. Purdom states that he has re- 
ceived many letters from watch repair men in all 
parts of the country who want to know what he has 
to say in rebuttal. 


Rather than attempt to write to each one indi- 
vidually, he has prepared the following reply to 
Mr. Levin which he asks that we publish in THE 
JEWELER’ CircULAR-KEYSTONE. Because we believe 
that a free and open discussion of controversial sub- 
jects affecting the trade is-the best way of handling 
such matters, we are glad to comply with Mr. Pur- 
dom’s request, and are publishing his article below. 

If any of our readers feel inclined to discuss the 
matter further, space will be made available to them 
in future issues for any constructive comment. 








OR the past eight years I have been demonstrating 
the “Watchmaster,” day and night—working with 
thousands of watch repair men all over the U.S.A. and 
much new information pertaining to the functions of a 
watch has come to light. Hundreds and hundreds of 
boys repairing watches have found out much about 
rating these watches—and are doing a much better job 
than they ever did before, because they now have instant 
information and no longer have to accept the old and 
very seldom correct ways of rating a watch. 
By far the greater percentage of the watch repair men 
we have today are progressive—good thinkers—alert 
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by CHARLES PURDOM 


and anxious to know more about their work—and they 
know that since they have a good timing machine it js 
easily possible for them to know more—and do more— 
since they are progressive and successful in their work, 
It goes hard with the other fellows that know every- 
thing—but do nothing—to find themselves pushed back 
into the small bunch of experts that have on their minds 
the old story of burning rope to tell the time—and writ- 
ing columns of ancient history and nursery rhymes— 
and warning the boys that they should not inquire too 
closely into the things they are talking about. Then all 
of a sudden they go off into that routine of trying to tell 
the watch repairer something that they know little or 
nothing about. 


So instead of trying to help the watch repair man 
know more about the tick and tock of a watch, and in- 
stead of talking watches, they quote some special elec- 
tronic research that has nothing to do with the tick and 
tock. Sure we will always have this to contend with— 
sure, the boys that repair and rate watches will always 
have someone telling them just how impossible it is for 
them to know anything—that has been going on for 
years—over fifty that I know about. 


But telling the boys this stuff and having them use and 
believe it is a thing of the past—for along with the birth 
of the timing machine came hundreds of experts that 
not only profess but can prove their interpretations of 
every record made by it. They are in no way interested 
in what the so-called expert calls wandering dots—no 
human being has ever been excited about the wandering 
dots—and no one has ever offered a cure-all in any way, 
shape, form or manner. The books or pamphlets that 
I have been responsible for sending out have done more 
for the watch repair man —have enabled him to see and 
do more than all the other books ever published on rating 
watches. They have given him information that he never 
before had (and soon I will have out another book of 
over two hundred pages). 


It will be exciting to hear what these experts have to 
say about it. Naturally, the boys that have a time re 
corder do have to put in some time on all this work— 
but the only ones that ever found themselves discouraged 

(Please turn to page 844) 
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STARS TELL DENVER "4 WAYS TO PAY" 
(From page 311) 


desk this morning. Written by Miss Taylor, our 
wredit manager, it really expresses the sentiment of all 
*» Further down in the letter: “Won't you stop 


and let us know ‘what’s new’ in Jewelry and 
599 


of us. 
in soon 
ifts that we could show you: 


An old-fashioned blue “stickum star,” of the type that 
good boys and girls sometimes got on their school report 
cards when we were children, appears beside the name 
of the customer on an office file card reproduced at the 
top of another one of Rogers’ letters to his “credit 
friends.” 

“In the large steel files here in our office,” states the 
letter, in part, “there are thousands of account cards— 
one for each customer on our books. Some of these 
cards have a little blue star on them—just like the one 
on this letter. The stars are placed only on the account 
cards of our very best customers... .” 

It is with measures such as these—little black stars 
in their newspaper advertisements, blue stars on some 
of their letters. to their credit customers—friendship 
gestures with a business slant—that Rogers develops 
business, whether his customers pay by cash, by charge 
account, layaway, or take a year to pay. 

The “four ways to pay’ plan is known to many a 
Denver baseball fan, too, for Rogers not only consis- 
tently makes the sports pages of the Denver newspapers 
but also knocks out “business home runs” as a result 


of so doing. This is because the firm has a semi-pro 
baseball team—Rogers Jewelers. 

“A man came in the store recently and bought a 
diamond ring,” said one of Rogers’ clerks. “He told us 
he was a baseball fan and said he bought the ring from 
us because he got such real enjoyment out of watching 
the Rogers Jewelers team play.” 

Of the team, Rogers said: ‘““We have maintained a 
baseball team for more than 20 years—just as much for 
our own Satisfaction as for the advertising we get out 
of it.” 

“We call it- advertising,” added Cory, “but it is a 
hobby that may be a little expensive at times.” 

Still, it is a hobby that does pay off in the purchase 
of rings at the jewelry store. The baseball stars vie 
with the four stars of the newspaper ads of the firm in 
calling the public’s attention to the four ways to pay. 

In the final analysis it is cash versus credit, and which 
method wins out? 

“More expensive items, strangely enough, are sold for 
cash,” declared Cory. However, we want people to 
know that we do a credit business, so that is why we 
have advertised credit during the ‘cash period.’ 

“At one time, too,” he continued, “credit was the im- 
portant thing. Today it is secondary—so we have built 
our advertising along those lines. Quality goods at fair 
prices are what people are interested in now—more in- 
terested than in specials. 

“Denver,” he concluded, “is unique in jewelry com- 
petition in that this city, if I am informed rightly, has 
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more jewelry stores per capita than any other in the 
United States. All jewelry stores have much the same 
line of goods, so we at Rogers give service and stress 
friendship. We are a large enough store to carry good 
merchandise—and small enough to make and keep the 
personal, friendly touches, whether the customer pays 
by cash, uses a charge account, makes his monthly pay- 
ments on the layaway plan, or takes a year in which 


to pay.” 





HARDNESS TESTING FOR GEMSTONES 
(From page 274) 


alexandrite, incidentally, is a trap for the unwary, as it 
is actually a synthetic corundum. 

Hardness 8—Spinel: colorless, blue, green, yellow, 
all shades of red, violet, to black. 

Synthetic spinel; all colors. The only positive test for 
differentiation of natural and synthetic stones is examina- 
tion through the microscope, a job for an expert. 

Precious topaz: colorless, blue, yellow to brown, pink 
to rose-red, green-yellow occasionally deep red, green, 
violet. 

Hardness 7.5-8—Beryl: including emerald, aquama- 
rine, morganite and yellow beryl; also colorless, violet, 
brown and intermediate shades. The low index of re- 
fraction gives beryl less brilliance than other gems of 
nearly the same hardness. 

Hardness 7.5—Zircon: colorless, yellow, blue, green, 


red, brown, violet and intermediate shades. The brilliance 
resulting from the high refractive index helps in distin. 
guishing zircons. 

Garnet: practically all colors except blue. The harg. 
ness is variable between 6.5 and 7.5 with certain Varieties 
of garnet, but almandine is usually over 7. Demantoid j, 
under 7, which helps in distinguishing it from the harde; 
green stones. 

Hardness 7-7.5—Tourmaline: all colors. This stone 
could easily be confused with others of similar hardness, 
but there is an additional check in that it is so strong] 
electrified by friction, unlike the others. It will attrac 
ashes or dust after being rubbed briskly. 

Hardness 7-7.25— Cyanite: white, blue, green ty 
black. This is included, not because it is important ag q 
gem, but as an illustration of the value of hardness jp 
gem testing. This stone is of a hardness slightly superior 
to quartz on some crystal faces, while on other faces of 
the same specimen the hardness is only 4-5. Any speci- 
men which gives such variable results under test is prac- 
tically certain to be cyanite. 

Hardness /—Quartz: in all crystalline varieties ang 
all colors. Chalcedony, agate and onyx are a little softer, 
between 6.5 and 7, while jasper has a range of about 
6.5 to 7.5. 

Hardness 6-7.5—Jade: in all varieties. Because of 
the wide mineralogical variety in jades the only value 
in hardness testing is to determine between them and the 
softer imitations, such as serpentine, agalmatolite and 
steatite. 
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Hardness 6.5-7—Peridot: yellows, greens, reds and 
brown. 

Kunzite, pink, pale red to lilac. (Hiddenite, g green 
variety of spodumene, the mineral of which kunzite ; is 
another variety, is so rare that one is unlikely to ep. 
counter it, but if one does its softness will readily digs. 
tinguish it from green beryl.) 

Hardness 6-6.5—The eueiasapes including amazonite 
and moonstone. 

Marcasite and pyrite. The genuine material ig gig. 
tinguished by its opacity, metallic luster and pale gold 
tone. Much that is called marcasite is the highly variable 
product of a steel mill. 

Hardness 5.5-6.5—Opal: all kinds and colors, 

Hematite. 

Hardness 5.5—Glass: The hardness is slightly vari- 
able, usually being a trifle greater in paste and other 
glass made specially for gem imitations. Any glass with 
a hardness greater than 6 is probably a natural glass, 
rather than a manufactured type. 

Hardness 4—Fluorite: the feeble imitator of prac- 
tically all colored gems. 

Hardness 3.5-4—Coral: in all its hues. 

Hardness 2.5-4.5—Serpentine: except for the variety 
bowenite, which is 5.5-6, almost that of jade. 

Hardness 2.5-3.5—Pearl: Differentiation between 
natural and cultured pearls is another job for the expert. 

Hardness 2-3—Amber and many of the synthetic 
resins. 

Hardness 2-2.5—Agalmatolite. 

Hardness 1-2.5—Steatite. 
















































NO SUBSTITUTE FOR SPACE 
(From page 276) 


by is a drinking fountain. An indefinable air of quiet 
and leisure is further accentuated by the placing of 
chairs at convenient intervals for customers’ comfort in 
selecting merchandise. Adjoining the office area are rest 
rooms for men and women. 

Wall space has been utilized to good advantage for 
displays. Along one side of the store at regular inter- 
vals, shelving has been built out at right angles a dis- 
tance of about three feet. These serve not only to give 
additional display area, but also serve to break up an 
otherwise solid wall space into recessed areas, each of 
which is utilized to display one type of merchandise. 
This eliminates the distractions customary where one 
type of merchandise is within the view of unrelated 
items. 











PILLARS USED FOR DISPLAY 


Even pillars have been turned to display advantage. 
They have had mirrors mounted on them on which decor- 
ative shelving has been built for displaying small items. 

Tables are utilized to display glassware, dishes and 
silverware so that shoppers may see merchandise just 
as it would appear in use in their own homes. 










A small decorative bar is used as the central piece to 
display bar merchandise, while the perfumes occupy 8 
small area nearby. 







THE JEWELERS’ CIRCULAR-KEYSTONE 








‘ 
oe Mae . i? * 


An outstanding favorite for years, King Edward 
4 Silverplate is more popular than ever, today! 
For discriminating women everywhere are quick to 

recognize the distinctive beauty and unusual 
value of this time-honored line. Backed by an 
unlimited service guarantee, King Edward 
. Silverplate assures lasting customer-satisfaction 
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National Silver Company 
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store on a raised elevation so that customers at this 
point may get an unobstructed view of the entire sales 
floor. The bookkeeping department and the watch repair 
department are enclosed by a five-foot high wall. 

One of the unique features of the store is.a large 
room now being fitted out for the comfort of the store’s 
thirty-five employees. Here they may come to relax, 
eat their lunch if they wish, and make coffee. It may 
also be utilized for store meetings. 

A wrapping room and hold room adjoin the offices, 
while another wrapping and shipping room is in the 
basement. Also in the basement is a dust-proof room 
to protect gift boxes. | 

Also, in the basement, are a series of stock rooms for 
surplus stock, each under lock and key. Each room 
runs almost the length of the basement, with an aisle 
in the middle and flanked by shelving on either side for 
distribution of merchandise by categories so that it is 
instantly accessible for routing to the sales floor. Here, 
too, is the entering room for new merchandise as it ar- 
rives. Space has even been provided in the basement 
for the owner's automobile. 

The exterior of the store is strikingly finished in 
carrara tile glass with metal trim, with an arresting 
Neon sign. 

Mr. Grebitus, prior to moving to his present location 
operated a store for twelve years at 1004 K Street and 
prior to that had a store for seven years in the Forum 


building. 


The offices and workrooms occupy the rear of the 





THE "WOMAN'S TOUCH" PAYS OFF 
(From page 278) 


bring to the shop in an average month. While railroad 
watches constitute a top-heavy percentage of the service 
trade, other residents of the lowa city have become 
aware of the high quality of watch repairs turned out 
by the firm, and have also become regular customers, 

Capacity of the watch repair rack which adorns the 
walls of the service branch is 300 watches, and is only 
one of the handy features C. R. Chaffee has installed 
in establishing a watch repair department which has 
achieved the justifiable reputation of being “the best- 
equipped in the state of Iowa.” The shop has the only 
watch testing machine in the city. A wheel cutter and 
balance staff remover, which shortens the job of replac- 
ing balance staffs to one-half the time usually required 
was designed by Mr. Chaffee. 

A ten-day cleaning and repair service has been main- 
tained on railroad personnel timepieces, and the pol- 
ished precision with which the shop has conducted the 
service has kept relations between the firm and rail- 
road employees on a highly congenial level. Preeise 
attention to position adjustment is a prominent factor 
in proper administering to railroad watches, the jeweler 
declares, and his staff has been trained to devote minute 
care to this repair detail. A young apprentice is cur- 
rently undergoing rigid training which will eventually 
place him alongside the four other experts in the watch 
repair department. His training is personally super- 
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ARISTO-FLEX BANDS WITH 
DALKEEN BUCKLES are avail- 
able in the following qualities: 


44 Karat Gold, Yellow or Pink 
$110.00 Keystone. | 


1/20-14 Karat Gold Filled, in Yellow, 
Pink or White Nickel non-corrosive 
base $15.00 Keystone. 


Each mounted separately on attrac- 
tive display card. 


IMPORTANT FEATURES BUILT IN THE HANDSOME DALKEEN BUCKLE 


“Finger-Tip Control” provides Safety Hook’? prevents band 
size adjustment by the wearer 

from slipping off the wris iv- 
of 1/16" to %". Can be en- ppins de 
graved with initials and thus ing added protection when lock 
personalized for the wearer. is open or closed. 








SAVE SELLING TIME — SAVE SIZING TIME 


Aristo-Flex detachable watch ends further simplify sizing. 9 intercon- 
neeting locks in each link and no rivet heads to cut or remove. Links can 
he added or removed in a few seconds. 


Sold only through Wholesalers 


For name and address of nearest distributor contact us 


DZ INCORPORATED 


I7iz SANSOM STREET PHILADELPHIA 3, PA. 
NEW YORK SALES OFFICES: 545 Fifth Avenue, Suite 1016 Tel.: MU 2-2886 
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vised by Mr. Chaffee, whose watch repair experience 
dates back to 1916, and who is a product of a Nebraska 
watchmaking school. 

Thus, it is evident that watch repair is a primary 
function of this flourishing shop. However, the alert 
Mrs. Wadum had observed that railroad workers were 
frequently accompanied by their wives, girl friends, ete. 
Being somewhat of an opportunist, she reflected that 
this feminine traffic should be in the market for gift. 
ware and similar merchandise. Then, too, railroaders 
are great family men, and the outgrowth of their marita) 
ties is usually one or more offspring. Therefore, she con 
cluded a gift department, and more attention to the dis- 
play of fine jewelry should be a profitable venture, A 
baby goods department was also in order, she decided, 


In the present building occupied by the Chaffee 
Watch Company is an attractive giftware recess, 
showcase devoted to articles for babies, and fine jewelry 
is showcased amidst more attractive surroundings than 
was ever possible in the former occupancy. Fluorescent 
lighting equipment, pastel-tinted walls and woodwork, 
and the maple windows and showcases and wallcases, 
combine to create a radiant atmosphere for the patron- 
age. 

It is with special esteem that Mrs. Wadum, who now 
has assumed the title of Supervisor of Sales and Buying, 
regards the 18-foot wallcase utilized in displaying china 
and glassware, two popular giftware products with rail- 
road wives. Intelligent attention to attractive and stra- 
tegic display of this merchandise, which adjoins on one 
side of the special booth installed for railroad watch 
inspection, and on the other the wrapping desk, has 
sparked the store to brand new profits in the book- 
keeper’s ledger, and has generated a new set of traffic 
composed of topnotch prospects for jewelry merchan- 
dise. Right off the bat, giftware achieved a healthy sales 
volume. 


WINDOWS INFLUENTIAL 


Aside, perhaps, from the newspaper advertising 
sponsored in the ““New Nonpareil,’ local daily, gener- 
ously interspersed with display ads featuring gift items, 
the window display schedule has been most influential 
in attracting patronage for the gift department. 

Charged with window decoration is Mae Higgins 
(the woman’s touch again), and her novel display ar- 
rangements, changed every Friday, stop a neat portion 
of the traffic which passes the shop. 

Well balanced is the decorator’s display program, 
with a display of chinaware, hollowware, and glassware 
in one window, balanced by a display of diamonds and 
watches in the other. Or, an exhibit of merchandise 
devoted exclusively to baby articles, from rings to hair 
brushes in one window is likely to be paired with a 
showing of miscellany from the gift department in the 
other window. 

Also evident from a review of Mrs. Higgins’ window 
display policy, is a frequent appropriation of one 
window to a display of merchandise used exclusively 
by the masculine sex, and the other to feminine 
merchandise. 

Such displays run the gamut in the masculine window 
from quality watches to tie pins, and pen and pencil sets; 
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IT LIGHTS ALWAYS! The Lord Oxford Automatic 
reflects the most advanced ideas in modern design and 
craftsmanship. Based on an entirely new principle, it 
is the only lighter that works with an “up-draf?’’... 
like a lamp with a chimney. Unlike ordinary lighters, 
the draft of Lord Oxford starts below the flame. 


FINGER-TOUCH ACTION! No pressure or effort is 
required to light the Lord Oxford Automatic. A mere 
touch...and the top opens automatically, providing an 
instant flame! 


BUILT-IN WINDBREAKER! Lord Oxford Automatic 
has its own buiit-in windbreaker. The wick burns within 
a sheltered recess, scientifically ventilated in front and 
back to provide a lusty light, even in a breeze. The 
stronger the breeze, the greater the flame! 


STREAMLINED!...Stylcd like a picce of fine jewelry! 
Contrast the sleek, streamlined contour of Lord Oxford 
Automatic with the cumbersome shapes of other auto- 
matic lighters. No clumsy “‘super-structure’’ to mar its 
beauty. No protruding gadgets or parts to catch on to 
other articles in the pocket or handbag. Fashioned of 
gleaming non-tarnishable metal, Lord Oxford’s parts 
are precision-fitted to thousandths of an inch. It has a 
large fuel capacity. 


FREE FROM “TEMPERAMENT”! The construction of 
Lord Oxford Automatic is simplicity, itsclf. It’s com- 
pletely fool-proof and trouble-free. No complicated 
mechanism. Nothing to get out of order. Even the flint 
adjusts itself automatically! Extra flints are available 
in a separate compartment in the filler cap for those 
infrequent occasions when a change of flint is necessary. 
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10 REASONS 
why it will pay you 
to feature ... 


OXFORD 


The Up-Draft Lighter 


FEATURED BY THE FINEST STORES! Lord Oxford is 
the prized possession of hundreds of thousands of men 
and women of sood taste and is sold by fine shops 
the country over. 


NATIONALLY ADVERTISED! Month in and month 
out, striking advertisements for Lord Oxford cre catch- 
ing the eyes of millions of readers of The Saturday 
Evening Post, Vogue, Harper’s Bazaar, Esquire, The 


New Yorker, The New York Times and other leading | 


newspapers. 


FREE SALES HELPS! Attractive Lord Oxford disolays 
suitable for counter or window are available, without 
charge, on request. Mets for newspaper use will also 


be furnished. 
ATTRACTIVELY CASED! Each Lord Oxford Automatic 


is encased in a stunning black suede-fabric bag which 
scts it off like a piece of fine jewelry and keeps its 
gleaming surface free from scratches. 


FULLY GUARANTEED! Every Lord Oxford Automatic 
is thoroughly inspected before leaving the factory and 
is fully guaranteed against cny defective material or 
workmanship. 





$36 A DOZEN 


RETAIL Pxicz *5 NO FEDERAL TAX ~ 


(Price fixed, pursuant to Fair Trade laws) 





Packed individually in 
display cartons holding 
1 dozen lighters. 


OXFORD-PYKE, INC., 551 FIFTH AVENUE, N. Y. 17 
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America's Smartest and Most 
Distinguished Cigarette Case 
for Men and Women 


Exquisitely molded of Dupont 
"LUCITE" in Opaque Maroon, 
Black and Shell. Silver Plated 
in various beautiful designs. To 
Retail for $3.95 and $4.95, 
Non Plated $2. Usual dis- 
counts. Individually boxed. 


Write for Folder or when in New 
York visit our showrooms. 


ed P Lastic Fcdladls 


co., INC. 


250 STH AVENUE | NEW YORK I, N. Y. 
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on the ladies’ side, may be included diamonds, costume 
jewelry, Glastonbury glassware, or a set of Stouffer 
hand-painted china. 

From a small, unprepossesing shop, to an up- to-date, 
completely stocked store, is a nutshelled — of the 
growth of the Chaffee Watch Shop. 

On the hearth, or in a jewelry store, the feminine 
touch achieves wonderous results. 

An opinion to which Jeweler Chaffee zealously 


subscribes ! 
~ 





DISABLED VETS PROVE EFFICIENCY 
(From page 304) 


that the high productivity record of the disabled might 
be due to more careful placements, more earnest atti- 
tudes on their part, or a combination of both. 

Absentee rates for impaired and unimpaired workers 
were identical, 3.8 days off per 100 scheduled work 
days. Industry records failed to state reasons for 
absence in about half the cases. In the remaining half, 
most common causes given were “illness” and “personal 
business.” 

Non-disabling injury rates were slightly higher for 
impaired than for unimpaired workers. Impaired em- 
ployees suffered 1,227.5 minor accidents per 1,000,000 
man-hours worked, while unimpaired workers had 
1,206.1 such accidents. Analysis of minor accident 
records revealed that some plants do not insist upon 
immediate use of medical facilities; dispensaries are 


_ inconveniently located in others; and records of medical 


visits are kept haphazardly in others. 


LOW JOB-TIME LOSS 


Disabled workers lose no more time on the job than 
do their able bodied fellow workers, according to a 
survey made by the Bureau of Labor Statistics of the 
U. S. Department of Labor at the request of Veterans 
Administration. Both classes of employees lost 3.8 days 
per 100 scheduled work days, during the six-month 
period covered by the survey. 

About half of the 47 firms included in the study 
failed to state reasons for employee absences. Of the 
remaining half, “illness” and “personal business’ were 
the explanations given most frequently by both able- 
bodied and disabled workers. 

BLS officials pointed out that these reasons are not 
entirely reliable, for an employee might report “‘illness” 
merely because he knows that reason will be accepted, 
and might report “‘personal business” when the cause 
of his absence is something entirely different. 

The Veterans Administration recently ordered an 
immediate survey of all veterans enrolled in on-the-job 
training under the G. I. Bill so that by Jan. 1, 1947, it 
expects it will be paying no subsistence allowance to 
veterans unless they are in courses that meet the re- 
quirements of recent legislation (Public Law 679). 

At the same time, VA: 

(1) Defined ‘apprentice training courses,’ which 
ordinarily are free from the standards set for other 
on-the-job training; 

(2) Outlined how it will handle veterans enrolled in 
job training, not presently meeting the standards, 
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during the next few months until training establish- 
ments can adjust their programs; 

(3) Told its field offices how to handle details of the 
limitation on subsistence allowances recently voted by 
Congress, which prohibits payment of an allowance to 
a veteran in school or job training under the G. I. Bill 
if his allowance and his wages from employment total 
more than $200 a month ($175 if he is without de- 
pendents); and ' 

(4) Reminded its offices that the subsistence allowance 
is not a bonus, and that the law did not intend that the 
government “would defray the entire living costs of 
the veteran or his family.” 

Regional offices making a survey of on-the-job training 
are directed to study all veterans in the program to see 
whether their courses qualify as apprentice training or 
whether they meet the standards set by recent legis- 
lation. If they do qualify one way or the other, no 
further study of those veterans will be required im- 
mediately. 

If it cannot be determined immediately whether the 
training course qualifies, closer study of the veterans en- 
rolled in it will be started at once. All available VA 
training officers will be used to complete the survey. 
However, veterans enrolled in on-the-job courses are 
not to be taken out of training while their courses are 
being studied. 

VA’s definition of apprentice training courses in- 
cludes not only the courses supervised by Federal and 
State apprentice agencies but also courses leading to an 


eccupation that “requires the use of skills learneg 
through training on the job and to which appointment 
is based upon having been trained on the job rather 
than such elements as length of service, normal tyrp- 
over, personality and personal characteristics.” 

Such courses, VA said, must be identified as ap- 
prentice training by the establishments offering then 
and must be officially recognized as apprentice courses 
by the state approving agency or the Administrator of 
Veterans Affairs. They also must provide for a wel}. 
defined written agreement between the establishment 
and the veteran regarding the terms of training. 

VA’s plans for handling the limitation on subsistence 
allowances take into consideration those who already 
are in training or in school and those who are going to 
enroll later. 

A procedure has been set up for veterans who enter 
or re-enter on-the-job training from now on. They will 
receive a form on which to report their expected earn- 
ings with a certification from their employer. 

Every four months they will receive another form, 
on which they will indicate what they have actually 
made in the preceeding interval and what they expect to 
make during the next period. Adjustments will be made 
on the basis of these regular reports if necessary. 

Veterans will be warned to fill out the report forms 
promptly because delay in returning them may mean 
suspension of subsistence payments. 

The compensation figure on which subsistence pay- 
ments will be figured will include wages, salary, com- 
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These engagement and wedding 
rings are hand-made and up-to-the- 
minute in styling—the designs are 
ours exclusively. Made of jewelry 
palladium, they are brilliantly white 
and they keep their color. All the 
beauty of diamonds, when set in 
these rings, is brought out and the 
stones are firmly held against loos- 
ening. Danger of chipping is re- 
duced to the minimum. 
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result of the veteran’s employment or self-employment, 
It will include regularly scheduled overtime by not 
occasional overtime. If board, room, laundry or othe, — 
such services are furnished to the veteran in connection 
with his job, a reasonable sum will be added to his 
wages to allow for these provisions. 

Gen. Omar N. Bradley, Administrator of Veterans 
Affairs, reminded VA staffs in connection with this jp- 
struction that “the underlying spirit and intent of the 
educational and training provisons of the Servcemen’s 
Readjustment Act is to provide an opportunity to each 
veteran whose education or training was interrupted by 
rcason of his entrance into the service to resume his 
education or training as a trainee and thereby aid him 
to attain knowledge or skill which presumably he could 
have attained but for his service in the armed forces,” 

The subsistence allowance, he said, was intended to 
provide the trainee with “a measure of support during 
his education or training status. It is not a pension, 
compensation or a bonus. The law does not contemplate 
that the Government would defray the entire living 
costs of the veteran or his family.” 





COLOR IN STORE A SILENT SALESMAN 
(From page 316) 


amount of glare. But, as though these weren't enough, 
the general store interiors (walls, fixtures, ceilings, ete.) 
are often painted so that there is high-glare reflection. 

Glare is a bane in the jewelry store because it makes 
it difficult and inconvenient for customers to inspect ar- 
ticles without having these items withdrawn from show- 
cases or shelves. Customers must shift from position to 
position in examining an article in a showcase until they 
find the position in which their eyes receive the least 
glare from the article. 

It is very obvious that “making it hard” for the pros- 
pective customer is hardly conducive to good merchandis- 
ing and sales. 

Shadows are another common factor in jewelry stores, 
and these, too, hamper sales. A consistent plane of light, 
rather than the light-and-dark effect, is essential to show- 
ing off the merchandise at its best advantage. 


COLOR AND PAINT REDUCE GLARE 


Our color engineer makes a specialty of eliminating or 
sharply reducing glare and shadows by the proper use 
of color and paint. Primarily this is done by using paints 
which are non-glare reflecting—on walls, floors, ceilings, 
fixtures, etc. Secondly, the proper selection of colors 
further reduces glare, while at the same time creating a 
nice contrasting background for the merchandise. 

But what about the glare from the glass showcases, or 
from high-glare merchandise on display? The glare from 
these is reduced to a surprising degree by the color and 
paint of their surroundings. When light strikes glass, 
for instance, it reflects its glare to surrounding surfaces. 
If these other surfaces again reflect the glare, then the 
glare effect is heightened—rebounding to the customer's 
eyes. 

But if the surroundings are of such colors and finish 
that they absorb glare, the latter will stop the “‘bounc- 
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ing” in its tracks. By this scientific technique the glare 
in jewelry stores can be reduced by as much as 86 per- 
cent. This in itself is a tremendous asset to better mer- 
chandising. 


CUTS LIGHTING COSTS 


A color installation can substantially cut overhead 
costs. An example: Many stores have dismal interiors 
which require extra artificial lighting to give sufficient 
illumination. Lighting engineers have proved that the 
average store grossly wastes light. Much of the light is 
soaked up by drab colors of walls, floors, fixtures, ete, 
though the actual light wattage may be more than enough 
for the store, the amount of illumination being received 
in many sections is inadequate. 


Yet, by proper selection of colors in store interiors, 
at least 100 percent more light for each watt consumed 
can be obtained without one penny of extra lighting costs. 


The key to this big saving is good reflecting surfaces 
obtained through color. How these savings can be trans- 
lated into extra profits is illustrated by the case of the 
huge Consolidated Vultee Aircraft plant at San Diego. 
Their monthly electric bill for lighting was $53,000. 
After the color installation was made the bill was re- 
duced to $44,000. This saving of $108,000 yearly be- 
came extra profit. 


COLOR LIFTS MORALE OF SALESPEOPLE 


Because color affects both customer and salesperson it 
gives a positive lift to buying and selling morale. This 
definitely works, as proved by reduction in fatigue and 
drowsiness in salespersons. This has a strong effect on 
sales and service by stepping up the will to sell and sell 
well. 

Salespersons in stores with color installations demon- 
strate the before-and-after effects by selling more, serv- 
ing better. Stores are kept cleaner, brighter; overhead 
costs are reduced. Merchandise has more appeal, moves 
faster. People like to patronize such stores. 

Installing a color program is not a costly or complex 
job. Engineers now have this work down to such an 
efficient science that it is inexpensive to apply. More- 
over, they are familiar with the special problems of 
every type of store. 


Such firms as Pittsburgh Plate Glass Company, du 
Pont, Sherwin-Williams, and Glidden will provide con- 
sultation without charge. In large cities they have per- 
sonal representatives who will talk over the matter with 
you. If you're located in a smaller community you can 
write to any of these companies and they will furnish 
detailed information. 


Today, with so many retailers planning store reno- 
vations, a color engineering program is one of the most 
practical and profitable business-building projects that 
can be used in these modernization plans. Color gives 
the store a personality that builds sales. 

Every jeweler should keep in mind that his best sales- 
man is the customer’s own eyes. If the merchandise is 
made attractive and easy to see to that appraising view, 
much of the sale is made without a word spoken. The 
proper use of color in store interiors can effectively ac- 
complish this. 
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RECORD DISPLAY INCREASES STORE TRAFFIC 





(From page 318) 


































Therefore we've separated the record department en- 


WHAT IS DONE | ‘s::. 
| | Both because customers are usually more Satisfied 


when left to themselves in selecting records, and because 


WITH YOUR the idea fits in well with jewelry store management, the 
\ Hurwitz record department is 100 per cent self-service. 
It is located on a balcony installed over the Main 

OLD - «-~- | ~Jewelry-floor, and consists of a series of cabinets for in- 

dividual records, and display fixtures for albums of 8-in, 


and 12-in.-records. Of plywood, the cabinets match the 

GOLD store's decorative color scheme, and contain 48 records 

: each well protected against breakage or careless han- 
dling. Each cabinet has a panel which lists the records 

9 by title and a number indicating the partition in which 

it will be found, plus the price and other details. Record 
customers thus need merely look first for the cabinet 
which contains classics, swing, instrumental music or 
popular songs, and read from the panel to quickly find 
the desired record. Using a stairway at the side, they 
can pass through the jewelry floor and perform the en- 
tire transaction without assistance from store personnel. . 





ro Syarans RY 
B23 5 


With soundproof space for listening to records an 
absolute “must” in record merchandising, the Hurwitz 
store has built in three small booths immediately behind 
the display cabinets, equipped with durable phonographs 
and double-paned glass doors. These are fluorescent- 
lighted and furnished with comfortable hard-finish 
chairs. Fiber soundproofing blocks eliminate any mixed 
strains of music from floating out into the jewelry store. 
‘“‘We used painstaking tests to find the best soundproof- 
ing materials,’ Mr. Hurwitz said, and “now we're con- 
fident that no jewelry customer trying to make up his 


This process of reclaiming pre- 


c10Us metals from ¥ all forms of mind on a diamond purchase will be distracted by bits 
scrap and waste is highly exacting. duenties wie? 

To do this economically calls for : 

special equipment and experience. ADDITIONAL JEWELRY SALES RESULT 


Although record sales in themselves are consistently 
D aa és CO. profitable, this consideration is only secondary to the 


additional jewelry sales they will produce, according to 


has kept pace with developments the management. “Records will attract numerous cus- 
and enjoys an enviable reputation tomers we cannot contact in other ways,’ Mr. Hurwitz 
for service and checks that sat- explained, “giving us an opportunity to display jewelry 





lines effectively and make new friends. Experience has 


isfy. It is to — interest to ship shown us that the usual record customer lingers a few 
your old gold, silver, platinum, etc., minutes over jewelry displays on every call—which, of 
direct to course, is valuable from every standpoint.” 

Moreover, there is space on the balcony for displaying 
: an. an © ee, fee: X £., iz phonographs and radio-phonograph combinations, which 


the store will carry in exclusive top-price lines. Models 


in handsome cabinets automatically changing 24 records 
¥% are expected to add a volume of high unit sales to the 
store turnover when a sufficient stock is available. One 













a 
(DOM EAT | a e f; Fj ay salesgirl who is on duty on the balcony to accept record 
payments after customers have decided on them has been 
REFINERS MANUFACTURERS trained in presenting and selling fine combination sets. 


S$ & WASHINGTON STREET, CHICAGO - 







Thus, phonograph records will pay Hurwitz Jewelry 
Co. dividends in three ways. 
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SWISS WATCH EXPORTS ABOVE AVERAGE 
(From page 820) 





| included U. S. A., Bolivia, Brazil, Canada, Chile, Col}. 
—_—= eS bia, Costa Rica, Cuba, Dominican Republic, Ecuador, 
—— eo . Guatemala, Haiti, Honduras, Mexico, Nicaragua, Pg. 


5 3 = _. nama, Paraguay, Peru, Philippine Islands, Porto Rico, 
ale A "Tl ) —_— Salvador, Uruguay and Venezuela. In the event of 
+ Ps — | non-compliance, export permits would be revoked, and 
of the — fines levied. 
: The regulation went into effect Aug. 26. 


TOASTER = = = - During the first quarter of 1946 a total of 2,639,095 

. ee SS — watches and movements were received here from Switzer. 

4 a — land. And in the second quarter 2,556,230 were received, 
Thus, for the first half of the year a total of 5,195,395 
watches and/or movements arrived. July, first month of 
the second half of 1946, saw 677,809 units arrive, boost- 
ing the seventh-month total to 5,873,134. 

Not all of the watches received from Switzerland 
during the first half of the year were top grade, of 
course. However, as a look at the accompanying table 
will show, over three million watches of 15 or more 
jewels were received during the period. 

Examination of the accompanying table is, in fact, 
fascinating work. As can be seen, April was the top 
month for the first half of the year with imports in ex- 
cess of one million units. [ April was high month for thie 
first half of 1945, too—a fact which was originally at 
tributed to the nearness of the war’s end. But there 
being no war this vear, it would appear that April is 
just naturally a high month for Swiss exports—perhaps 
representing improved conditions after a severe winter. | 


Also, comparison of 1946 Swiss watch imports with 
those for 1945 demonstrates the tremendous increase 
seen in the early months of this year. Imports for the 
first quarter of 1946 were vastly greater than for the 
THE ELEMENT IN MERIT-MADE’S first half of 1945. But the second-quarter imports do 

) | not show nearly as great a discrepancy inasmuch as 
Swiss‘exports began to skyrocket in that quarter of 1946. 


Interesting, too, is a faintly perceptible tendency in 
the second quarter of 1946 for imports of Swiss watches 
to dwindle. May was considerably lower than April, 
and June showed a drop from May. July imports of 
677,809 watches (not shown in the table) represent s 


IS MANUFACTURED BY MERIT- MADE moh nears 





















































OF FINEST COMPONENTS TO PROVIDE Watch import data for July was not incorporated in 
nA PE the table lest it prove confusing. However, during the 
Ou tek. Thor ough ii eat month 17,929 units up to and including one jewel were 


received; 129,207 units from 2 to 7 jewels; 66,818 units 
with from 7 to 14 jewels, and 463,885 units of 15 or 
more jewels. The total, as stated above, was 677,809 


This fine, hand-wound element is just one 
example of E-Z Flip’s high quality construction. 
Made to sell fast and stay sold. Let E-Z Flip 











be your leader in toaster sales. units. 
See your local distributor or write for his name 
MERIT-MADE, INC. MERIT BLDG. 33-37 FRANKLIN ST. BUFFALO 2, ©. ¥. IN REPLY TO MR. LEVIN... 
In Canada: Merit-Made, Ltd., Fort Erie, Ontario —__ (From page 322) 





and embarrassed waked up to the sad fact that there 
was much they had to learn. Only these men—the ones 
that became discouraged and gave up, decided that in 
order to soothe their lack of knowledge about a watch, 
the thing to do was to offer some sort of a confused 
article on the subject. For example, they talk about 
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on WITM FRRESISTIBLE 


Selling APPEAL! 


Superb styling and exquisite craftsmanship 
distinguish this perfectly matched set 
its beauty is breath-taking . . . its sales ap- 
peal, irresistible! 


The frames are sculptured in 10K yellow 
gold with center motif in pink gold for 
attractive two-tone effect. Each piece is © 
set with a synthetic ruby, or blue or white Y 
Yel eyelalig-# 
A Complete Line of Pendants in 10K Gold 
Set with a Variety of Colors in Synthetic Stones 


The Unusual & 
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| A large Selection to Choose from\> 






Flexible Bracelet 
In 10K Gold, Set With 
.. 3 Synthetic Rubies. — 
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Presenting a Complete Line of Kiddie Jewelry 
in 10K and 14K Gold . 


Attractively Packaged in Distinctive Tassel Boxes 


Distributed Through Wholesalers Only = 
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pointing a needle at the hairspring. That would be a 
caangerous and damaging thing to do—but at least if they 


stop with pointing, it would be much less destructive to. 


the hairspring than to touch it, as suggested by some of 
these “experts.” 

Getting back to the tick and the tock, such an instru- 
ment as the “Watchmaker” records first the tick in a 
watch and then the tock. If the record shows two lines, 
the top line is the tick and the bottom line is the tock, 
and the watch is out of beat. 

Just why the watch is out of beat may be due to vari- 
ous things. That is why we have these class demonstra- 
tions all over the country—there the boys study the 
functions of a watch—there they work out these things 
together—there they have instant reliable information 
that they can rely on. That’s all they want—the proof 
of these things. None of them are in any way interested 
in electronic research work, but all of them are in- 
terested in knowing more about rating watches—more 
about the forces of the hairspring and how to control 
or direct these forces—radial force—circular force— 
static beat—-static counterpoise—dynamic beat—dy- 
namic poise—where they are and what they are. 

With the timing machine we are learning more about 
these things every day—we can prove what we know 
about them—we know in any position the motion value 
of the balance—we know when a roller jewel is in the 
fork longer in one position—we know what to do about 
it—we know when the hairspring develops upward— 
and when it develops downward, and we know in any 
fixed position where this happens. We know when a 


banking pin is wide—and which one is wide—we know 
the banking pin that causes a lot of all these things that 
the “expert” writes about—we know when the regulator 


» pins fail to do their fixed duty—we know just which One 
‘of ‘them is at fault. We know when the hairspring hag 


high action and when it was low action—and we know 
where this takes place. We prove this and correct jt 
We know when the hairspring has long action ang 
when it has short action. We know where this takes 
place—we know the correction—we know the correct 
point motions of the balance to be 225 points—so we 
know where to begin. We know how to repair and rate 
a watch to fixed or required positions. We know that 
tu tighten one screw in a watch will increase the rate— 
we know that to tighten another screw will decrease the 
rate. We know when one staff pivot is smaller than the 
olher—or when one balance jewel is thicker than the 
other—or when the cap jewel is not fitted level. We 
know thousands of things—and have demonstrated proof 
of all of this. 

Then we have long drawn out articles by these fellows 
that have had a number of years studying horology 
but have never really rated a watch to fixed positions 
and could not tell how or why it happened to be that 
way—and usually jump off on a pivot polisher—or slide 
rest, or perhaps a caliper. “Yep,” we will always have 
some of this stuff but none of it will ever cloud the issue 
with the larger percentage of the boys repairing and 
rating watches. 

Soon I will be out on the Pacific Coast to do there 
as I have always done—to do everything I can to help 
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These are frozen assets which we will readily convert to 
cash at pre-war prices no matter how large the quantity. 
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TWISTER and MESH 


Here is a truly new type watch 
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of our twister expansion links. 
Available in narrow or wide 
widths. This new bracelet is en- 
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action. 


All Yankee Pride bracelets are 
luxuriously boxed. 
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the man at the bench. And, incidentally, I always talk 
about a watch that is in good mechanical condition— 
I never have in mind some piece of junk that has every- 
thing wrong with it. 

I have known for a long time that the average watch 
repair man is intelligent and wants to do a good job. 
I think the boys feel that I am doing everything that 
I can to help them have a standard and work to that 
standard. I believe I have worked with more watch 
repair men than any other man that has ever lived and 
have had more groups and larger groups attend my 
demonstrations than any other man. That is not brag- 
ging but just stating the facts. As long as I have this 
following I will be right in there proving what I say and 
not just talking in riddles about it. I am going to try 
to get around to all sections of the U.S.A. and I invite 
every watch repair man to come out to these demon- 
strations and see and prove for himself. 





PLASTIC MATERIAL SOLVES DISPLAY PROBLEM 


When Eugene Lott, head of the A. Graves & Steuer 
Jewelry Company, of Memphis, Tennessee, recently 
had the walls and ceiling of his store done over in light 
plaster with a decorative motif, it went a long way 
toward providing a brighter, more cheerful atmosphere 
in the store. However, a “tough” problem remained in 
the wall cases along either wall behind the counters— 
all of dark mahogany and many years old, which were 
too gloomy to fit in with the otherwise modernized store. 

Mr. Lott found he could not paint the cases without 
destroying part of the luxurious appearance, but at the 


same time he desired to step up their eye-appeal. Noth- 
ing could be done until he hit upon the idea of using a 
plastic sheet closely resembling metal foil for the pur- 
pose, and installing fluorescent lighting immediately 
over the cases to illuminate the interior. The metal fojj 
appearance was tested and found to contrast sterling 
and other merchandise well. Enough for all cases wa, 
ordered from a display house, and installed in the back 
of every case. 

Closely resembling quilted satin, it can be cleaned’ 
easily with a damp cloth, removed by slipping it out over 
the top shelf, as it bends flexibly like a roll top desk top. 
Customers’ comments have approved the idea, and the 
cases, reflecting fluorescent light, are cheerful and eye- 
appealing. 





CREDIT WHERE CREDIT IS DUE 


The Jrewevers’ Circutar-Keystone for July (page 
240) contained an article on an unusual window display 
technique for showing diamonds based upon some dis- 
plays of this nature by Hess & Culbertson Jewelry Co., 
St. Louis, Mo. 

While it is true that Hess-Culbertson has employed 
such windows, it has been pointed out to us that this 
paricular technique was originated by Norman L., Rob- 
inson, window display manager of Tilden-Thurber, Inc., 
Providence, R. I., and was first used by them. 

Leo Vogt of the Hess-Culbertson organization noticed 
such a window on a trip to Providence in the spring and 
with the permission and cooperation of Tilden-Thurber 
adapted it for use in his own store. Credit for the origi- 
nal idea, therefore, goes to the Providence establishment. 
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WHAT YOU NEED 
WHEN YOU NEED IT! 


for JEWELRY, COMPACTS, DRESS, MILLI- 
NERY, SHOE, BELT and HANDBAG 
ACCESSORIES and other NOVELTIES. 


Choose from our unusually large line of FIND- 
INGS in brass, nickel silver, silver, gold and 
plastic. 


We also have Metal Stampings, Ornaments in- 
cluding Filigree, Charms, Bead Chain, Buckles, 
Fancy Wire and Wire Formings for every trim- 
ming and decorative use. 


Write for details NOW! 
Address Dept. E7 
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For immediate profitable promotion and for a 
record Christmas business build your camera 
sales around FALCON—the year’s outstanding 
buys in their price range. Note these impor- 
tant features: 


Precision 50mm Lens 

Fixed Focus, easy to operate 

Eyelevel View Finder 

Snapshot or Time Exposure 

Takes 16 Pictures on Standard 127 Roll Film 


* Sos 55 eens eae ae 









mre Beep en ots 


STOCK No. 2 
THE miniature DE LUXE 
The Original Pre-War Model M 


with Post-War Improvements . . . 





Es -’ Enclosed in a beautiful ebony-black bakelite case Chrome : 
finished metal parts and newest type collapsible view finder , 
| succesteo § #4 
RETAIL PRICE DEALER'S COST $2.97 
TAX PAID 


EVEREADY CARRYING CASE 
TO FIT DE LUXE MODEL 


Made of excellent quality 
black simulated leather 
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Suggested = =—l& ts 
Retail Price In a smart compact black plastic case that has 
$] oo consumer appeal. 


DEALER'S a} SUGGESTED 98 
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FALCON CAMERA COMPANY 


Over 57,000,000 _ 173 W. Madison St., Chicago 2, III. 
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Advertising currently appearing and being FALCON CAMERA CO., 173 W. Madison St., Chicogo 2, Ill. 


scheduled in America’s leading publications Please ship; 
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LEG to help you sell Falcon Cameras. (No. 1-FALCON WITH CASE.................... $2.67 Ea. 
CINo. 2—FALCON DELUXE ... $2.97 Ea. 
..JNo. 2—CASE FOR DELUXE... .67 Ea. 
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Personalized Marking 
Adds Distinction 


by THE OBSERVER 


VERYONE likes the personalized touch of their 
own monogram or initials on their personal be- 
longings, and the jeweler who is not merely equipped to 
render this service but is also prepared to aid his cus- 
tomers in selecting a ‘smart, appropriate and modern 
style of initialing, will find that he is thereby helping to 
establish that client-advisor relationship with his trade 
that is so valuable an asset to the jewelry store. 

But he must be ready and able to advise the customer 
who wants the “newest thing” or “something different” 
as well as the more conservative soul who prefers the 
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Look. b0h out Cudlgel Wil dilieh near the typ l 
“Of course, Johnnie. We'd be foolish not to start with sterling, and it’s not expensive! Let’s = 
buy two Gorham place-settings now and add a set every month or two, until our service is complete,” 
Gorham designs are authentic and versatile .. any Gorham pattern you choose will be 
attractive with whatever furnishings you acquire, and you can match and add right up to 
your golden wedding. Remember ... solid silver costs-less because it lasts always. And it’s a constant 
source of pride to possess the real thing, marked with the one name world-famous for 
craftsmanship and quality in sterling silver for 116 years. Send for illustrated book, 
ENTERTAINING ... THE STERLING WAY. Enclose 10¢ (outside U.S.A., 40¢), address 
The Gorham Company, Dept: HG-3, Providence 7, Rhode Island. 


Gorham STRASBOURG, a classic French pattern. Six 

piece place-setting consisting of teaspoon, luncheon 

knife and fork, salad fork, cream soup spoon, and 

butter spreader, at a@ price you can easily afford. 
i a er ae 
















STERLING @go 
America’s Leading Silversmiths since 1831 


_ GORHAM 


©1946, The Gorham Co. 


With a format that’s becoming more and more familiar to a 
multi-million reader audience, Gorham again dramatizes the advan- 


tages of Gorham Sterling for the vast market of budget-wise newly- 





weds. Interesting, informative copy and fine pattern reproduction are 


employed to draw new customers into your store. 
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old reliable standbys of a linked script monogram or 
the conventional Old English or block capitals. 

New ideas in lettering are constantly being developed. 
For example, today one frequently sees artistic letter 
combinations where the first letter is reversed to either 
gain better balance or a special effect. This is perfectly 
permissable, providing it does not distort the letter and 
make it difficult to interpret. There is also a current 
tendency to utilize small or lower case letters. Some of 
these form fascinating silhouettes, particularly when 
they are partially or completely filled in. By this we 
mean the looped portion of the d’s, and p’s, the top 
diamond in the a’s, or the entire center of the o’s filled 
solidly. Outline or open-face styles in the various 
modern types also possess a lot of character. 

For your guidance we have assembled a number of 
groups of suggested combinations which you may use 
either as a style sheet to show your customers or as a 
starting point from which you may develop your own 
ideas for your client’s use. Virtually all the basic letter- 
forms are shown here. You'll find Block, Roman, Script, 
etc. in a lot of variations—some thick, some thin—bold 
and skinny—all combined to excite your interest. 

Play around with them a bit—try developing new 
arrangements and combinations. Almost everybody has, 
at one time or another, maneuvered his or her pencil 
on a pad formulating possible combinations of their 
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initials. It’s great fun ... and frequently results in 
something so effective it at once becomes the permanent 
“brand” of that individual. Try arranging your own or 
your customers’ initials. You may be agreeably surprised 
at the results. Then, when you have decided upon some- 
thing that seems to be in keeping with your customer's 
personality work over it until it “seems just right.” 

There are about a half a dozen basic shapes suited 
tu monograms, such as the oval, square, circle, triangle, 
diamond or hexagon, yet initials not confined to any 
set area are equally attractive. If the customer is the 
formal type, he will naturally stick to the more conven- 
tional, but if not, you can do almost anything with a set 
of initials just so long as they are easily readable. When 
using three initials the initial of the last name may be 
placed in the middle, provided it is made larger or more 
prominent than the others. 

Personalized marking—and the more personalized, the 
better—permanently engraved or indelibly stamped, can 
lend a note of regality to many articles to be found in 
the average household. Whether it be single initial on 
a smart piece of lovely, handsewn leather or an ornate 
monogram skillfully cut into a gleaming piece of sterling, 
matters little. Either, if decorative and as distinctive as 
the owner’s signature, may be just cause for a ripple of 
pride. 

And there is an unilinited number of articles where 

(Please turn to page 376) 
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YOUR MAJOR PROGLEM 


E GETTING ENOUGH 


va BY FRANK M.WHITING 
le wide the ibdddtttd’ 


That sounds as though we're pessimistic about production — and 
we're anything but! The problem is: How much is enough! You 
know there's a terrific pent-up demand for sterling which in it- 
self should result in a banner year. Add to all this the business 
bound to come to Frank M. Whiting & Co. retailers as a result 
of the largest advertising program in our history and you see 


what we meanl Let's hope supply and demand balance nicely. 


HAT WA 
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Merchandising Fine Compacts 


— 


A display case, ten feet long, is devoted entirely to fine compacts in 
the Stifft store. The display is located handily near costume jewelry. 





Bids fer ‘Quality’ Trade 


Although many jewelers consider compacts ‘too competitive an 
item,’ the Charles A. Stifft Co., Little Roek. Ark.. displays 
eostly ones and finds that they are frequently used as gifts. 


HAT there are many items in the exclusive jewelry 
store which are so “standard” that the jeweler is 
inclined to forget about them is shown in the experience 
of the Charles A. Stifft Company, Little Rock, Ark., with 
merchandising expensive precious-metal compacts. 
Although compacts are considered by many jewelers 
as “‘too competitive an item” since they are sold by 
drugstores, department stores, sporting good houses, and 
even in ten cent stores, the Stifft Jewelry Store has 
specialized in them profitably for more than a decade. 
“The idea is that we want a reputation as a source 
of beautiful compacts,’ A. L. Wolfson, assistant man- 
ager of the store, explained, “‘because a beautiful com- 
pact, particularly in gold or silver, is an irreproachably 
valuable gift, and one which always carries plenty of 
appreciation. Therefore, we simply specialize in com- 
pacts, show a continuous mass display of them, which 
customers are not inclined to forget, and let things take 
their own course.” 
Underlying this theory is the fact that Stifft’s does 
not enter the competitive sales bracket in any way. In- 
stead, the huge line of compacts which are shown in a 
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single 10 foot case in the center of the store, begin at 
prices substantially above those found in any competitive 
retail outlet, and run all the way up to $400. By this 
simple tact, Mr. Wolfson believes, the compact depart- 
ment receives actual benefit from competition—because 
if the customer cannot find the gift compact she desires 
t» buy for someone in other stores, the chances are that 
a friend will advise her to visit the Stifft Jewelry Store. 

As pictured, the huge case devoted to compacts is 10 
feet long and shows approximately fifty styles of gold, 
silver, platinum-filled, and other metal compacts in six 
rows. The price line ranges from $8.50 to $25.00, al- 
though a few select models above $100 are always 
shown. There are no cloisonne models, nothing enamel- 
trimmed, and no novelties of any type. Instead, the 
store sticks strictly to the luxury appeal of polished, 
glowing precious metal, with as little complicated de- 
sign as possible. 

“Compact sales are divided pretty equally between 
men and women, Mr. Wolfson said, ‘because many 
women buy compacts for gifts as do men. About half 

(Please turn to page 376) 
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Southern School Trains ex-G. I.’s 


im Engraving and Jewelry Repair 


Three-year curriculum offers specialized courses in all phases 


e of the industry ineluding manufacturing. Students attend under 
terms of ‘G.I. Bill’, get allowances for tuition, tools, living. 


EFORE he went into the Army, one of the students 

at the Engravers & Jewelers School, Charlotte, 
N. C., was an undertaker. Another was a truck driver. 
And still another was in the Pennsylvania State Peni- 
tentiary—though not as a convict but as an accountant 
in the offices. : 

That is an example of the diversity of backgrounds 
found at this school where more than 32 ex-GI’s are 
studying jewelry repair, engraving and manufacturing. 
They do it, of course, under the auspices of the “G.I. 
Bill of Rights” whereby the Veterans Administration 
pays their tuition and, in addition, subsistence allowances 
of from $65 to $90 per month depending on their marital 





Ex-G.1|.'s at the 
Engravers and Jew- 
elers School in 
Charlotte, N. C., 
work under the 
supervision of 
Ss. S. Mullins, 
for many years 
@ specialist in 
trade shop work. 
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status. Also, the VA pays for the tools which the stu- 
dents require—usually to the extent of about $200. 
The whole idea for the school is that of S. S. Mullins 
who, for many years, has been the proprietor of the 
Engravers & Jewelers Job Shop, a wholesale manufac- 
turing, repairing and special order firm in Charlotte. 
Mr. Mullins came to Charlotte some 30 years ago, worked 
in several jewelry establishments and then decided to 
open his own firm. Then, last January, it occurred to 
him that his section of the South had no schools in the 
jewelry field for ex-vets who wished to learn the busi- 
ness. As a matter of fact, it was apparent that there 
(Please turn to page 378) 
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Introducing the neu, sccentifically developed 
WALLACE STERLING | 


SILVER POLISH 


Gives silver a more lustrous sheen... 










Gives you a new, better item ... easier to 


promote ...easier to sell... PROFITABLE! 


Place this attractive little display on 
your counter, and you start a profitable 


repeat business ...a steady money 
— “TERE eo maker! Here’s why: 
ie At last, a silver polish has been found 
that is better! It was developed by Wal- 
lace research, and we are proud to back 
it with the prestige of the Wallace name. 
Your customers will find it has these 
advantages: 

Check each point 
Saves time and effort ... easier to use, 
cleans faster. 


Gets right down into engraved and or- 
nately carved surfaces . . . doesn’t cake. 


No objectionable odor. 





Safe . . . non-inflammable, non-poison- 


NATIONALLY ADVERTISED?! pee 
WALLACE STERLING SILVER POLISH is tied-in with the full- 
color, full-page Wallace Sterling Silver advertisements, appear- 
ing regularly in these magazines, whose women readers are 


very much interested in the proper care of their silver: 


Non-irritating ... actually tends to 
soften, rather than dry the hands. 
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by SYLVIA SCHUSTER 


Joe Goldman's special ''Cen- 
turama’ window display had 
for its theme Milwaukee in 
1846. While the illustrations 
used were not entirely of that 
period, they did manage to 
impart the flavor of the latter 
part of the /9th Century. 


Civie Anniversary is the Cue 


For Special Promotion Effort 


The hundredth anniversary of Milwaukee’s founding. termed 
a “‘Centurama’. was all the impetus needed by Joe Goldman 


to tie in with special pictorial window display effects. 


AS your store got a fortieth, fiftieth of seventy- 
fifth anniversary coming up? Or will your town 
svon be celebrating the one-hundredth or some such year 
since its founding? And, if so, are you wondering how to 
plan a window display to capitalize on it? 

Then perhaps you can find a helpful suggestion in 
the stunt that was used with outstanding success by the 
Joe Geldman jewelry store in Milwaukee in connection 
with the celebration of that city’s one hundredth birth- 
day this summer. 

It set the whole town talking! And, as a result, the 
crowds which were attracted to the unique decorations 
in the window have increased sales inside the store to a 





considerable extent. 

To Herman Henkel, Jr., the window trimmer for the 
four Milwaukee stores which make up the Goldman firm, 
goes the <redit for this clever traffic-stooning display. 


Bos 















This firm is the only one in Milwaukee which has a full- 
time window trimmer. Mr. Henkel’s sole job is creating 
unusual displays for all four Goldman stores; and his 
judgment is relied upon for all window and inside deco- 
rations. 

For this recent display that has had so marked 
an effect on increasing jewelry sales for the store at 
156 W. Wisconsin Ave., Mr. Henkel took the topic that 
was on every Milwaukeean’s lips at the time. This was 
Milwaukee’s hundredth birthday, being celebrated with 
pageants, parades, shows, and various cultural and 
patriotic showings. Its official title was “Centurama,’ a 
name awarded a prize in the naming contest. Coined 
irom the two words, “century” and “panorama,” the 
title expressed the whole thought of the month-long 
celebration—the growth and progress of Milwaukee. 

(Please turn to page 380) 
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BENEDICT 


sviod Pate 


A group of pieces, typical of the fine period styling of this silver-plated 


ware, that offer promising sales as gift items for the Bridal Market. 


Exquisite period design, best quality silver 
plate, and a remarkable range of modest 
prices with a satistactory profit margin... 
all these elements combine to make Benedict 
Period Plate a first choice for the Jeweler 


who seeks to fulfill the increasing consumer 
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demand for thrifty luxury. Benedict Period 
Plate, made in a wide range of pieces and 


patterns, is a product of 


BENEDICT MFG. CO. 


East Syracuse. N.Y. 
Makers of Fine Silver Plate for over 60 Years 
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The marquee-type entrance 
of Shaw's proved none too 
large to accommodate the 
crowds which lined side. 
walk in both directions 
day new section opened, 


and Appliances 


Natural Team for Volume Business 
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New applianee seetion at Shaw’s. 
Dallas. Texas. supports belief 
of store that both could be 
merehandised together without 


detriment to jewelry business. 


by DAVID MARKSTEIN 


UCCESSFULLY combining a retail jewelry store 

with an appliance department by means of sepa- 
rate shops, Shaw’s Dallas, Tex., have demonstrated 
the tremendous pent-up market for electrical appliances 
without detriment to the jewelry enterprise. 

On July 8, as a result of advertisements in the local 
press, a line started forming outside of the Shaw es- 
tablishment at 4:00 a. m. By the 9:30 a. m. opening 
time lines extended almost completely around the block 
in both directions and six uniformed policemen and two 
plainclothesmen were required to handle the crowd. 
People from the lines were admitted a few at a time 
and it was not possible to allow the free flow of 
customers until noon. Then, at 1:30 p. m., it was neces- 
sary to lock the store doors so that the crowd inside 
could be accommodated. 

This picture, of course, could be considered “only 
natural’’—these days it is no trick at all to draw a huge 
crowd with a scatce commodity such as appliances, 
nylons or sheets. But the remarkable thing about the 
opening of Shaw’s appliance department was the method 
in which it was advertised. Exact quantities of each 
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A FINE NAME 
IN SILVER-PLATE... 


...- SINCE 1892 


POOLE SILVER CO., IN' Ce TAUNTON « MASS - 
New York Showroom: 366 Fifth Avenue, New York.16 
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item offered were stated in advertisements, and it was a 
ease of “first come, first served.”’ 

Preparations for the opening of Shaw's appliance 
department were made almost a year pyrevious—in 
August 1945. At that time, the firm decided first of all, 
that a section devoted to fine appliances would not con- 
flict with the store’s reputation for selling fine jewelry. 
Once that decision was made, the wheels of progress 
could start grinding. 

First of all, felt Arnold Blair, manager of the Shaw 
store, it would be necessary to keep the appliance de- 
partment entirely separate from the jewelry. Conse- 
quently, an imposing stairway to the store’s basement 
was cut through the main selling floor and, in the base- 
ment, a selling floor 40 by 50 feet was provided, In 
addition, a luggage department, 18 by 18 feet was also 
placed on the store’s lower level. 

Provision was made, at the outset, for dividing the 
appliance selling floor into sections—one for stoves, 
another for refrigerators, another for washing machines, 
etc. Console radios, table models, toasters and other 
small appliances were also to have their special niche. 

Walls of each of the separate departments were 
finished in pastel colors suited to the type of merchan- 
dise being displayed: cool aquamarine in the refriger- 
ator section, sunset orange in the stove department, etc. 
Illumination for the entire section was designed with 
strip fluorescent tubing along the ceiling and spotlights 
directed upon items especially featured. 

As an example of the care lavished upon the physical 
aspect of the appliance center at Shaws, one only has to 
observe the elaborate arrangements made in the washing 
machine department. There, a special demonstration 
platform was constructed, and hot and cold water and 
drainage connections provided. A demonstration of a 
machine could be made, as a result, at virtually any 
time. 
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Customers for new appliance 
section in basement are oy. 
posed to street floor jewelry 
department shown at the left, 
Photo here, taken on day new 
appliance section was opened 
shows crowds waiting at door. 


Newspaper ad announcing open. 
ing of the new Home Appliance 
Center, mentioned specific types 
and amount of goods available. 


USE YOUR CREDIT! 


Here's where all of these dreams come truc... 


Horry! We have limited quantities of many of 
and it's easy to pay on Shaw 5 conv easent terms! 


these thrilling brands for immediate delivery 
PHILCO! 100 10 SELL! 10-INCH 
‘ = ESKIMO ELECTRIC FANS 
CROSLEY!  $Q.75 
mn IMMEDIATE DELIVERY ! 
a” WST SO... BERSTED 
ELECTRIC TOASTERS 
emERSON! MmmPAULUPU MO Uh $3.89 
ADMIRAL! 
TEMPLE! 
TRAVELER! 


BRIDGE +7 JUNIOR 
FLOOR | LAITIPS = Raat 


G5 $2. 31 
5 |AMEDIATE DELIVERY ! 
36 BERSTED CHROME- 
i) PLATED WAFFLE IRONS 
{ 


IMMEDIATE DELIVERY! 


CONVENIENT TERMS! 


$6 3°. 


4. 
a 
. 


=> IMMEDIATE DELIVERY ! 


50 SESSIONS ELECTRIC 
KITCHEN WALL CLOCK 


$4.26 
IMMEDIATE DELIVERY! 


200 RADIRON ELECTRK 
IRONS; 6-WAY CONTROL 


SORRY NO MAIL OR PHONE ORDERS ALL PRICES INCLUDE FEDERAL TAX 





In the radio department, too, evidence is seen of care- 
ful planning. Shelving, in the niches for small table 
models, is of cork which, in addition to adding to the ap- 
pearance of the sales area, minimizes the danger of 
scratches and jars. Every appliance in the department 
is plugged in and may be tested on the spot. 


With the physical arrangements for the appliance 
(Please turn to page 385) 
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Louis Bromfield’s charmed her with his magic pen 


7 
Cullis is sure to hold her eye again! 


HE’S obviously young — visibly 
alert—patently emotional. When 
she reads, she reads to be excited 
and amused and inspired — not just 
bombarded with facts or besieged 
with figures. Yes, and in that way 
she’s typical of the readers who reg- 
ularly turn to Cosmopolitan. 
Cosmopolitan is published for 
eager minds and restless emotions. 
It offers its share of articles, but its 
long suit is fiction —and fiction is 
always emotional! Stories by great 
writers like Louis Bromfield, Paul 
Gallico and Faith Baldwin leave 
readers relaxed, receptive and ready 
to react! 
Guildcraft is aware of all this — 
that’s why they’re advertising again 
in Cosmopolitan. They’re moving in 
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on her present pleasant mood, to tell 
her all over again about the fine ce- 
sign and smart appeal of their silver- 
plate. She won’t forget them! 

She’s tle eternal feminine, for sure. 
She takes her mood from a Cosmo- 
politan story, and her mood impels 
her towards finer, better things. 

She has the wherewithal to acquire 
them, too—for Cosmopolitan’s 
readers are far above the average in 
income. They’re long on dollars as 
well as emotion. And emotion makes 
wars — emotion makes marriages — 
emotion makes sales! — 


GREAT WRITING MAKES GREAT 
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Silver Industry's War Role 


Praised in Nelson’s Book 


Former head of WPB cites amazing virtuosity of International 


Silver and allied firms in manufacturing a wide variety of 


items essential to the successful te rmination of the war. 


> 


LTHOUGH the jewelry industry's war-time role 

is looked upon with considerable condescension by 

many uninformed persons, no less an authority than 

Donald M. Nelson, WPB chief, has paid public tribute 

tu its extraordinary accomplishments in achieving 
victory. 

In his recently published book “Arsenal of Democ- 
racy, Mr. Nelson takes pains to point out the work 
accomplished by the International Silver Company. 

Early in 1940, according to the author, representatives 
of International appeared in Washington seeking con- 
tracts for the manufacture of knives, forks and spoons 
for the armed forces. Although the War Department 
hed announced a policy of manufacturing stainless steel 
ware for the forces, it was found that such action would 
be impractical because of shortages. Accordingly, con- 
tracts were turned over to International and Nelson sug- 
gested, mildly, that the firm would do well to consider 
manufacturing “‘something more military.” 


TURNED TO SURGICAL INSTRUMENTS 

“The next news I had,” states Nelson. “‘was that the 
firm was making 10,000 surgical instruments a week for 
the Army and Navy. They were even manufacturing 
highly specialized items like bone cutters and rongeurs 
for skull and brain operations and the Army told the 
firm that it had never been able to get better surgical 
tools anywhere.” 

Later, the WPB chief learned that International had 
taken the lead and organized the New England Small 
Arms Company with six other firms. Together, they 
made parts for the famed Browning automatic rifle 
and kept pace with wildly staggering requirements. 

“The International Silver Company was the only firm 
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in the silverware industry that had learned how to cast 
and roll its own metal,” said Nelson. “Immediately upon 
receipt of the order for the 20-mm. shell, it started 
rolling cartridge brass and shell brass. 


ACTIVITIES MULTIPLIED 

“From this point, International Silver began to spread 
out willy-nilly in all directions. One month I heard they 
were making huge quantities of clips for machine gun 
cartridge belts. The next month they were figuring out 
ways and means of manufacturing magnesium bombs. 
... Ordnance experts scratched their heads in doubt and 
wonder but the product always passed inspection. Army 
and Navy ‘E’s’ pelted them from all sides.”’ 

By the middle of 1944, according to Mr. Nelson, the 
firm was making such odds and ends as steel housings, 
adapter casings, combination tools, large and _ small 
rotors, contact rings, spring assemblies, loose dog forg- 
ings, connecting rods, trigger pins, lock bolts for all pins, 
carriage roll hangers, flange and tube assemblies, front 
sight forgings for guns, collector rings, cable and tube 
assemblies, oiler assemblies, brush holders, swivel brack- 
ets and gas cylinder tube pins. 


MANY OTHER SUCH FIRMS 

Concluding the chapter Mr. Nelson states “Such was 
the record of one firm—one of the many in the same 
or similar category which worked doggedly in the face 
of constant discouragements and complications, in order 
to do their part in winning the war. They adjusted 
themselves to new conditions, kept plugging on jobs 
completely foreign to their experience and cheerfully 
took risks which would have terrified lesser men. 
Frankly, I don’t know how they did what they did, but 
all of us are very lucky that they were able to do it.” 
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In 37 of the best department stores in 37 of the biggest 


cities from coast-to-coast, the September issue of 





Charm came alive in windows, in fashion 








shows, in advertising, in exclusive merchandise . . . Susie, the *Business Girl, 


; ; so wise when she buys 
a salute to the girl-on-the-job, the American 
Business Girl. September fashions designed, 
presented, and sold to hundreds of thousands of 


BGs* set a new high in sales, proved that they 


are still America’s best customers. 


SSeS 
Bes 


CHARM 


the magazine for the business girl 


a Street & Smith Publication 


*Business Girl 
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|. One of the new line of 10-14K gold compacts by Elgin- 
American, Elgin, Ill., retailing from $250 tp $400 each. 
Available in three shapes in 14 design variations. This 
Egyptian lyre player is derived from a rare wood carving. 


2. Combination electric clock and 60-minute timer, the 
Chef, made by General Electric Co., Bridgeport, Conn., 
is equipped with buzzer which sounds at time of setting. 
Plastic case in Chinese red, Nile green, ivory or white. 


3. Interesting pin and earring set designed un a musical 
motif, set with rhinestones. Made by H. L. Hirsh & Com- 
pany, Providence, R. |., they retail at $6.50 for the set. 


4. Maple leaf earrings set with rhinestones and: with the 
new Wingback mounting, product of the Wingback Co., 122 
E. 42nd St., N. Y. The earrings, retailing at $16.95, are 
from fall line of Urie F. Mandle Co., 411 Fifth Ave., N. Y. 





5. A Lemania chronograph from the line well known abroad 
which will mark its first large scale distribution in this 
country with the recent appointment of Bernard S. Lippman, 
630 Fifth Avenue, N. Y., as exclusive agent in the U.S.A. 


4. Mickey Mouse and Goofy, two of a number of Walt Dis- 
ney character pins made by Alpha-Craft, Inc., 303 Fifth 
Avenue, New York 16. Pins are plated in silver, bright 
or pink gold, individually boxed, retail at $1.00 each. 
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JEWELRY BY a. 


“Santi 





is good 


business for you!/ 


These two full page ads are ap- 
pearing in COLOR in October 
Charm and Glamour. Tie in with 
them...it makes sense—it will pay 
off in dollars! 


r 
rtised in CHARM. Octobe 





As adve 















Top: Gold or silver finish tailored 
earrings, clips and pins. To retail from $2. 


Left: “Gem-Ways”—chatelaine, ear- 
rings and bracelet. with changeable 
features. Free booklets for consumer 
distribution available on “Ways to 
Wear Gem-Ways.” 


Inquire now on these two dramatic, quick 
selling groups. 


SHOWROOMS: 
377 5th Ave., New York 16, N. Y. 
607 South Hill St., Los Angeles 14, Cal. 
527 Canal St., New Orleans, La. 
36 South State St., Chicago 3, Ill. 
121 Sauth Monroe St., Spokane 8, Wash. 
4164 Rivard St., Montreal, Canada 


FACTORY: 
17 Custom House St., Providence 3, R. }. 


R. M. JORDAN & CO., INC. 
377 FIFTH AVE., NEW YORK 16, N.Y. 
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1. Flying wild duck design of federal sports stamps has 
been reproduced in palladium jewelry by Bunde & Upmeyer, 
Milwaukee, Wis. Man's tie clasp has duck embossed in o 
palladium-filled plaque. Ear clips also palladium-filled. 


2. A salable gift for smokers is the new zephyr cigarette 
holder which insures’a cooler smoke. Packed in attractive 
gift boxes, they retail for $2.50. Made by M. R. Grandon 
Company, 620 North Doheny Drive, Los Angeles 46, Calif. 


3. Gruen's new Pan-American models include those for the 
ladies as well as men. The man's model, the ‘Courier’, 
retails for $59.50 and the woman's, the "Wisp", retails 
at $55, both prices including federal retail excise tox. 


4. Cory Model DEA domestic automatic coffee brewer fea- 
tures thermostatic control. Afer being plugged in, the 
brewing process, agitation and decanting take place auto- 
matically. Cory Corp., 221 North La Salle St., Chicago. 


5. Studded with Czechoslovakian stones around a center 
simulated pearl, this pin retails for $7, earrings for $3. 
Robert Fleischer Company, 366 Fifth Avenue, New York |. 


6. Countryside color theme of the Men's Fashion Guild 
of New York is carried out in green and gold jewelry. 
Chain tie holders retail for $2. Links retail for $3.50. 
Tie and collar clip set retails for $3. Available from 
David P. Barry Corp., 353 Fifth Avenue, New York City. 
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These sensational plastic watch attachments are a profit 


Yul 


" @ distinctive, heavy-braided watch 
bracelet striking a supreme, 
new fashion note. Smart fiftings 
in the colors of natural gold, rose gold 
4 e and steel. Special attachment 
|? il fits any type watch. 
il ... to retail at $6.00 ($2.75 wholesale). 


classic for you. Loaded with exclusive new features, they are 


selling as fast as we can supply them. 


Supremely modern, completely distinctive in design, 


DURALON straps and bracelets far outlast any ordinary 


strap or cord. They are perspiration proof and will not irritate GV Y pu 


or discolor the skin . . . clean readily with a damp cloth. a slenderized 
twin of the famous DURALON strap for 

men (shown below) incorporating all 

Quickly attached to any watch, a DURALON strap or of its unique features . . . to retail at 


$2.00 ($1.00 wholesale). 


















bracelet needs no breaking in. It is soft and pliant to the touch... 

cool and comfortable on the wrist. Streamlined fittings 

blend with the finest watch case. Ten popular FADEPROOF colors 

include Burgundy, White, Blue, Gray, Brown, Ivory, Tan, 

Silver Gray, Tile Red and Black. FOR HIM 


For your protection, these sales-conditioned plastic straps and 
bracelets are sold only through better retail jewelers and 
department stores. Specify “DURALON,” “LADY DURALON” 
or “MISS DURALON" when ordering. 


DURALON 


-+ + smooth, sturdy, wafer- 
thin DURALON watch 
band first introduced on 
the finest Swiss watches. 
Attractively packaged in a variety 
of widths, colors and metal fittings. 
- ++ to retail at $2.00 ($1.00 wholesale). 
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Waltham School 


Teaches Veterans 


Watechmaking Art 


Former employees and men who 
“didn’t know what the inside of 
a wateh looked like’ study 


together at the Waltham School. 


ECAUSE “there is need for new men in the watch- 
making trade,’ the Waltham Watch Company is 
employing and training 94 veterans under the GI Bill 
of Rights. Receiving the finest training in the skills 
connected with watchmaking and the trainee wages that 
go with it, these men are eligible for a monthly govern- 
ment allowance until they reach journeyman’s status. 

There is mutual satisfaction from everyone concerned 
with the on-the-job training program. The American 
Watch Workers Union and the Waltham Watch Workers 
Union were prime movers in setting it up. The U. S. 
Employment Serivce and the Massachusetts Departmen: 
of Education arranged the program and the Veterans 
Administration supervises it for the wounded veterans. 
The company describes it as “certainly advantageous.” 
and the veterans say, “It’s the best thing going.” 

In effect since December, several months after the 
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Left—A veteran has watch works 
explained to him as part of his 
training as a watch finisher under 
the Gl Bill of Rights at the Wal- 
tham Watch Company. Below—a 
former office boy, Vincent La 
Blanc, a veteran of four years 
with the infantry, trains for a 
well-paid trade under Public Law 
16 for partly-disabled vets. He 
finds the work ‘not too strenuous.’ 





company reconverted to civilian watchmaking, the pro- 
gram includes men who worked there before the war 
and some who didn’t know “what the inside of a watch 
looked like.”’ 

Some are the second or third generation of their 
families to work for the company, which encourages the 
pride and interest of relatives in. the work. Waltham 
Watch Company officials say these men will be given 
jobs when they finish their training, but that it will not 
be required that the men work for the company. They 
take the point of view that they are “investing” in the 
veterans for the good of the trade itself. 

Taking their place among the almost 2600 employees 
which include instances of grandfather, father and son 
and mother and daughter, are youthful veterans whose 
fathers and mothers are both employed and many with 

(Please turn to page 389) 
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| The JEWELER 18 the 
Best Jupce of Fine Jewelry! 


When he puts his loop on “JEWEL 
GUILD” CREATIONS—this is what 


he sees. 





Individually Hand Set Stones. 


Individually Hand Soldered in 
Sterling Silver with an Everlast- 


ing Rhodium Finish. 





And of course he will observe 
that each stone is machine cut 


for the utmost in brilliance. 


Sold exclusively through Wholesalers 





KAR. JEWELRY 00., Ine. 


Creators and Manufacturers 


FACTORY: 206 PEARL STREET 
NEW YORK 7, N. Y. 


CHICAGO SHOWROOM NEW YORK SHOWROOM 
Leon E. Tumin Rose Klipper Kantrow 
5 N. WABASH AVENUE 303 FIFTH AVENUE 


ARIE or RNa RRA NA RNS LAN TTT ARTS EIR TLR SS NIELS ETNIES BI 
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fie Started A Jewelry Store 





With Only $75 in Cash 


There’s a lesson in perseverance 


in the story of Henry Sauer. the 


Kansas farm boy who wanted to be 


a retail jeweler—and sueeeeded. 


by M. S. WILKINSON 


HE wise money would have given odds of about 
five hundred to one it couldn’t be done. According 
to business authorities one-third of all new business 
ventures are first year casualties and less than thirty 
per cent survive the first five years. Lack of sufficient 
operating capital and lack of experience doom the ma- 
jority to early failure. 

But Henry Sauer didn’t know all that. The story of 
this Kansas farmer boy who came to the city and made 
good as a retail jeweler shows that the shoestring meth- 
od of starting out in business can be made to work. 

It isn't easy. “In fact,” says Sauer, “when I think 
back it just doesn’t seem possible!”’ But here’s how he 
did it: 

Working in a machine shop in Chicago, the farmer 
boy discovered in himself an aptitude for highly skilled 
work: a keen eye, patience, and fingers that delighted in 
careful, painstaking tasks. The more delicate, the more 
intricate the work, the better Sauer liked it. However, 
there seemed little future for him in the factory. To 
his interest in precision work he added intense longing 
for the independence of his own little business, and came 
up with an answer—watch repairing. 

That's the first requirement for success, with the odds 
against you: You have to like your work. Unless you 
get more satisfaction out of the particular line of work 
you've chosen than most of your leisure hours yield, 





372 








on 


Pepe 
! 








At times it seemed he'd rather work than eat. 


youll never pay the price of success—longer hours, 
harder work, greater sacrifice of leisure, comfort, con- 
venience, than any boss would dare demand. Sauer 
would almost rather repair watches than eat. And for 
a time it nearly came to that! 

For a year he kept his factory job while attending 
watchmaking school at night. Then he quit his job and 
devoted three months to an intensive study of jewelry 
and watchmaking. Then he ran out of money. 

It was very discouraging. The first (but by no means 
the last) time he was tempted to give up. However, he 
did have a solid grounding in watch repair work by this 
time, and kept himself going during the next three years 
by doing work for established jewelers. “During this 
time,” said Sauer, “I earned scarcely more than enough 
to pay my room and board but it was still worthwhile 
hecause I was gaining practice and learning more all the 
time.” The summer of 1940 he worked as a Good Humor 
ana ice cream salesman, repairing watches during his 
spare time, and managed to save $30 by the end of the 
season. 

The second requirement, then, is ability to concen- 
trate. Like the golfer who permits nothing to divert his 
eye from that ball, you have to devote all your time and 
energy and thought to learning everything you can about 
vour business and to making it succeed. You can’t afford 

(Please turn to page 889) 
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on these BRAWO MEW STVLES 


of the Finest Turquoise and 
Indian inspired STERLING by 







by America's largest maker 
of Sterling Silver Jewelry 
(Indian design) 


When you feature Silver Arrow, you feature 
big profit, fast-selling Indian-designed 
Jewelry... nationally advertised in lead- 

ing magazines like Seventeen, Junior 

Bazaar, etc. Silver Arrow provides you 
with the styles of tomorrow, a step 

ahead of everyone else! You start 
your retail sales at $1.00 and watch 
the sales from there go up! You 

can’t possibly miss with Silver 
Arrow! Order now! 




































Build a department for our new 
sales promotional program ... 
we furnish complete layouts, 

mats and customer literature 
... write for details now! 
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With Silver Arrow, there 
are no mark-downs and 
100% mark-ups...° 

they sell! 








Genuine Tul 












Brace S. 


Over 1000 items in the complete 
Silver Arrow Line... 


All Made From Precious 
Sterling Silver... 


write for detailed information concerning our complete line 
MILVER PRODUCTS company... 

! COMPANY ..... 
2024 BROADWAY _ KANSAS CITY 8, MISSOURI 
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OTICE is hereby given that the Prin- 
cess Ingrid pattern of Danish design 
of silver handles for knives, forks 

and silver flatware, owned and patented by 
The Ellmore Silver Company Incorporated 
of Meriden, Connecticut, is being unlawfully 
copied and imitated by certain manufac- 
turers and dealers in silverware, thereby in- 
fringing upon Letters Patent Number 124975 
issued by the United States of America to 
The Ellmore Silver Company, protecting 
said design which design is herein set forth. 


The articles bearing the infringing design 
are of an inferior quality and are sold in an 
attempt to create the impression that they 
are the product of The Ellmore Silver Com- 
pany and are actually its patented Princess 
Ingrid silverware. Such procedure is not 
only unfair competition, but is of great 
damage to the business and reputation of 
The Ellmore Silver Company as manufac- 
turers of the highest class silverware. 


All persons are warned against the manu- 
facture and sale of any silverware bearing 
the Princess Ingrid design as appears in this 
notice; except the patented design product 
of The Ellmore Silver Company and any 
further manufacture or sale of infringing 
silverware will be prosecuted to the full ex- 
tent of the law. Dated at Meriden, this 25th 
day of April, 1941. 


THE ELLMORE SILVER COMPANY 


INCORPORATED 
Meriden Connecticut 


Reprint of advertisement which appeared in May, 1941 




















WATCH SERIES IN BOOK FORM 


Practical Watch Repairing, by Donald deCarle, F.B.H.I. Published 
Arthur Tremayne, N.A.G. Press, Ltd., London, Englan iy A. 
pages ; 550 illustrations; 23 chapters; Appendix I, “Reasons Lik 
to Cause a Watch to Stop”; Appendix II, “A Standard of Work. 
manship—14 Points of Horological Service.” Sent postpaid ae 
where in U.S.A., for $5.00, by Book Department, Jewelers’ Cinee. 
lar-Keystone, 100 E. 42nd St., New York 17, N. Y. - 















MERICAN readers of The _ British Horological 

Journal have had benefit from the series of articles 
by Mr. deCarle, under the same title as this book, that 
appeared between June 1943 and December 1945, Prob. 
ably most of these will welcome now having the same 
material in the more convenient book form; and those 
who have not had the serial articles to read, can have 
in this book a great storehouse of information, written 
in a style and with such a wealth of illustrations, ag to 
make of the book an unusually “practical” work, in the 
best sense of the word. Comparing the book with the 
serial articles, it is seen that the latter were carefully 
gone over, and many improvements made, probably 
through suggestions from the craft during the two years 
and more while the series was running in the Horological 
Journal. 

Because of the clarity of explanations, and the un- 
usually good illustrations, Mr. deCarle’s book should be 
of great help to students and apprentices. But not this 
only; because in some chapters there is material very 
useful to advanced workmen, particularly in the chap- 
ters on springing and timing, including the adjustments; 
these deal with more recent developments, like alloy 
hairsprings with monometallic balances. Shock-resistant 
jeweling and water-repellent cases are given a chapter 
each. 

Some of the tools described are those customary 
abroad; but we do not think this a great drawback; the 
intelligent American reader may “translate” such 
references for the most part, to the tools he uses. 

The appearance of Mr. deCarle’s book is very timely 
now, during the prevailing scarcity of comprehensive 
books on practical bench-work. 





PLANNING A WEDDING 


How to Plan a Beautiful Wedding, by Sallie Newton. 96 pages, 5%4" 
x 814”, profusely illustrated with pen and ink sketches, paper 
cover. Published by Sallie Newton, 4833 Caroline Blvd., Houston, 
Texas. Price, $1.00 with liberal discount on quantity purchases. 

HIS is a revised and enlarged third edition of the 
popular and useful little book first brought out by 

Miss Newton in 1939. So complete and detailed in its 

information on every phase of planning the wedding and 

its preliminaries, from the moment of the engagement to 
the departure for the honeymoon that it seems impossible 
to think of a question which is not answered. 

How the engagement should be announced, how to 
select the trousseau, the etiquette of bridal showers and 
“trousseau teas,” the selection of the gowns for the 
bride and her attendants, the correct procedure as to 
vifts, acknowledgments, invitations and announcements, 
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the arrangements for weddings at home. at church or 
in the garden, the requirements of the various religious 
faiths, the modifications that are called for if the bride 
is a widow or a divorcee, and the traditions and customs 
of the wedding are among the many subjects that are 
dealt with in full detail. 

A useful feature is a “‘calendar’”’ for the bride with 
lists of the things to be done and planned, in each of the 
weeks preceding the ceremony, along with a series of 
pages for recording the wedding party, the guest list, 
and the gifts. 

It is a book that should be eagerly welcomed by every 
prospective bride, and something that should prove 
u valuable promotion piece and good will builder for 
the jeweler to present to his bride-to-be customers. 


PERSONALIZED MARKING ADDS DISTINCTION 


(From page 352) 


individual marking can add enchantment. One usually 
thinks of such marks on silver or linen or stationery, 
but there are innumerable other items most suitable for 
such initialling. For example, watches, silent butlers, 
cigaret boxes, pipe racks, cases for game-sets or playing 
cards, handbags, luggage, watch bracelets and other 
jewelry. 

So why not suggest attractive markings to all your 
customers whenever they purchase anything for which 
personalization by marking is appropriate? Urge them 
to select pleasing initial combinations and have it carried 





out on all their accessories and luggage. It wil] take 4 
little time, yes, but these little attentions are the ¢p; 
that will not only impress your patrons but demonstrat 
your eagerness to please them. It’s the sort of Service 
that makes for future sales. It also means added money 
in your cash-register and, capably executed it shoulg 
make that article stand out above all others. There is , 
bit of psychology involved . . . people like to see their 
initials on items . . . it gives the item more importance 
and at very little added cost—and it means better satis. 
fied customers who will think of you not only as a 
merchant but as a counselor in good taste. 





FINE COMPACTS BID FOR QUALITY TRADE 
(From page 354) 


of our women customers are buying for themselves, in 
the $10 to $12.50 range, we have discovered. Therefore, 


‘a merchandising feature we have introduced is a plain 


silver compact, marked with a single huge monogram 
letter 3 inches broad, which is retailed at $25. Since 
we developed this offer, the percentage of women buy- 
ing for their own use has considerably increased.” _ 

It was reasoned in setting up the department that com- 
pacts in this price-range would be ideal for suggestion 
to the man who comes in and states he wants to spend 
about $10 for a gift for a lady. That this assumption 
was correct is proven by the consistent number of sales 
made in just that manner. Most men, the store has 
found. are hesitant when a compact is suggested—but 
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Countless American fam- 
ilies want Dirilyte — flat- 
ware with the color and 
brilliance of gold... 





Starting as a fashion 
story, the news of Dirilyte 
has spread, and spread. 
We talk about it monthly in HOUSE & GARDEN 
and HOUSE BEAUTIFUL ads — but thousands 
of pleased customers talk about it daily! For 
Dirilyte makes sense. It harmonizes with gold- 
decorated china and crystal. It gives unrivalled 
glamour to table settings. It’s hard as steel, 
scratch-resistant, solid — not plated. And it’s 
moderate in price, so that even people who own 
silver are planning to buy Dirilyte, too. 











Production is still limited, and we cannot open 
new accounts at this time. But we invite you to 
list your name with us, so that we may inform 
you of future developments. And ask for a cour- 
tesy copy of our color booklet. 


Golden-hued Dirilyte 


AMERICAN ART ALLOYS, INC., KOKOMO, IND. 
l West 34th St., New York Dirilyte, Reg. U.S. Pat. Off. 


Dirilyte makes Sense 


Making a Sensation! 


as well as 
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I'd know by this time that... 


@ Stainless Steel Expansion Watchbands are here to stay. Over 
3,000,000 sold in less than 2 years (fast as they could be made} 


@ Because they look so rich yet cost so little, 40,000,000 
more men and women will insist on buying them 


@ | couldn't afford to high-hat this market and let smarter 
merchants get my customers 


@ I'd feature LIFE TIMER FM* because of its exclusive *flat mirror-top 
finish and because it’s Fair Trade prices protect my 
full profit (Life Timer only has Fair Trade) 


@ I'd appreciate Corrogo Plating, more durable than any 
gold plating on similar bands... the only gold color band that 
carries no excise tax (20% more profit) 


S@ « « @ if | did not have LIFE TIMER in stock, I’d send away 
for a free sample right NOW! a 


YOUR COST = PER DOZEN 





SOLD BY LEADING WHOLESALERS \ Petites 720 
Manufactured by : Men’s Corrogo Plated G S320 
SPECIAL PRODUCTS DIVISION : °°. 
163 N. Morgan St., Chicago 7. Illinois ° 


Women’s Corro-gold Plated Oo 
on rust proofed alloy metal i 337 


4 






Send for FREE Sample! 


SPECIAL PRODUCTS DIVISION 
163 North Morgan Street, Chicago 7, lilinois 
Please rush a free sample of the Life Timer FM* Stainless Steel Expansion 


Watchband. Enclosed is 20c to cover cost of postage and handling. 
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FIRM NAME 


ADDRESS 
CITY STATE 
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ilverwmare 


NEW AND POPULAR PRICED 


STERLING AND PLATE 


Old English Silver and Plate 
Old American Silver 


Old Sheffield and Sheffield 
Reproductions 


Sheffield Reproduction 


UNITED STATES 
SILVER CO., Inc. 


96 West 47th Street, New York 19, N.Y. 








when the extremely beautiful models in the compact 
case are displayed to them, this hesitancy swiftly Melts 
away. The same is true of women—whenever AaNy cys- 
tomer, male or female, asserts that they wish to spend 
between $10 and $20 for a gift, compacts are invariably 
suggested. In connection with this, there are likewise 
many customers traded up to buying an expensive eon. 
pact after spending a few minutes at the costume 
jewelry counter. “It is a logical step from better ggg. 
tume jewelry into the top-flight compacts,” Mr, Wolf. 
son said. “Many gift buyers, after looking over the eps. 
tume jewelry line, feel that the gift will not be syf- 
ciently appreciated, since the price of costume jewelry 
covers so wide a range. There is no mistaking the ip- 
trinsic value of the compact line, however, which usually 
acts as a sales clincher.’ 

The store was able to maintain a continuous mags 
display of compacts all through the war, because Stifft’s 
has constantly enjoyed a large quota with the compact 
manufacturers concerned. The store makes a special 
effort to uncover exceedingly handsome designs, and 
writes regular letters to compact manufacturers, asking 
to see any new designs as quickly as they are developed 
and put into production. Unquestionably, the compact 
inventory “saved the day” during the war when cus- 
tomers were unable to find watches, rings, etc., to be 
purchased as gifts. 

There is no concentrated promotion as such in the 
costume jewelry department, which controls compact 
display. One window of the seven at the front of the 
store, is usually devoted to highly polished compacts, 
and sterling or gold cigarette cases, which, incidentally, 
are carried in one corner of the compact case. “Mer- 
chandising is principally a suggestion-selling job,” Mr. 
Wolfson said. 


SOUTHERN SCHOOL TRAINS EX-G.I.'S 
(From page 356) 


were none too many schools of that sort anywhere in 
the country, since most such institutions specialized 
pretty thoroughly in watchmaking and repair. 

Accordingly, last January, he started the school in 
his own shop and had nine ex-GI’s studying under his 
direction. This, however, turned out to be much too 
crowded so Mr. Mullins set out to rent premises. As 
was the case nearly everywhere else, suitable quarters 
were not to be rented. So Mr. Mullins decided to take 
the long chance, buy property and start his school 
properly. 

Buying a house, Mr. Mullins arranged to have it fixed 
up with four classrooms on the first floor, and accom- 
modations for himself and his wife upstairs. Equipment 
of the sort required was installed in the four classrooms 
and a much greater enrollment was made possible. At 
present, each classroom will accommodate in the vicinity 
of ten students, making the total possible enrollment 
forty. | 

The school is approved both by the North Carolina 
educational authorities and, the Veterans Administration. 

Courses presented by the Engraver’s and Jewelers 
School are scheduled to cover a three-year period. First, 
the student receives training in jewelry repairing (which 
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THEY SELL 
THEMSELVES | | | 3 


MESH BANDS 


7 fie Yes, here they are at a price that makes record sales 
er ano — certain for you. They are stainless steel, light yet 
the beauty of any watch. durable, secure yet pliable. 

* Rugge d Their mirror-like finish is the color of white gold, 


Designed to endure, Thalson rustless and non-irritating. They have the crafts- 
> 


bands display precision and manship that every man appreciates. 

a smartness that instantly 

appeal to masculine taste. The connectors will fit every watch. Links may be 
dded or removed in seconds. The clasp has two 

* Comfortable . P 


Easy on the wrist, flexible, positions, for quarter-inch adjustment. 


smooth and thin, a Thalson 
band assures your customer 
of comfort at all times. 


* Salable 


Speedy sales guaranteed by 
greatest watch strap demand 
ever, quality that displays 


In attractive, cellophane-window boxes, they are 


ready now. Write or wire today. 





itself, an unrivaled price. COMPANY 
S 682 Mission Street 220 Fifth Avenue 
YOUR COST 36 PER DOZEN San Francisco 5 New York City 1 
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includes stone setting and all other branches of jewelry 
repair). The second year is devoted exclusively to en- 
graving. The third, and final year, is given over to 
jewelry manufacturing, being concerned with techniques 
employed by commercial manufacturers, etc. 

A student is, of course, at liberty to leave the school 
at any time—when he feels he has acquired sufficient 
skill or training for the work he intends doing. How- 
ever, as Mr. Mullins points out, ‘““When they leave the 
school the money stops—so they generally decide to 
take all three courses and secure a well-rounded back- 
ground in the jewelry business.” 


According to Mr. Mullins, many of the men have 
demonstrated remarkable skill in making jewelry, and 
after a few weeks training are able to handle their new 
tools with all the skill of a long-apprenticed master. 
Pointing out that the jewelry trade offers excellent 
salary prospects, he stated ““Those who can do well at 
it can make splendid money since there are compara- 
tively few young men going into it and there aren't 
many schools where they can learn the work.” 





CIVIC ANNIVERSARY CUE FOR PROMOTION 
(From page 358) 


And that’s where the Joe Goldman Jewelers decided 
to tie in. They had put an ad in every Milwaukee news- 
paper with the simple theme of “Joe Goldman salutes 
Milwaukee on its one hundredth birthday.” But they 
felt this was not quite enough; and that a window display 


tie-in might better express their pride in Milwaukee’, 
growth. So the matter was turned over to the windoy 
trimmer Mr. Henkel. 


ADVERTISING BY CONTRAST 


‘What better advertising technique is there,” hg» 
thought “than using contrast? That’s always eve: 
catching!’ So Mr. Henkel decided to contrast Mj. 
waukee in 1846 with the present Milwaukee of 194¢ 
And what was the best way to show this contrast? Why, 
with pictures, of course ! One picture is worth a thousand 
words; and one effective picture can sell much more 
than can those thousand words! And what pictures could 
show Milwaukee best as it was a hundred years ago? 
Again the answer came quickly. Tintypes! They would 
show the clothes and settings and manners of a century 
ago. The manager of the downtown Joe Goldman store, 
Herbert Herzberg, was pleased with Henkel’s idea, 
but he pointed out that actual tintypes set in a window 
where they would be exposed to the daily sunlight, would 
rapidly darken and be ruined. Well, then, the problem 
was to get a copy of those tintypes. 


While walking through a nearby department store 
on a shopping trip, Mr. Henkel saw some table place 
mats on which old tintypes were reproduced, “Just the 
thing!” he exclaimed, and quickly bought a batch of 
them. Once back at the store, he let his ingenuity get 
to work on those place mats. He trimmed away the 
original lacey edges and glued the tintype scene on an 
oblong of wall board. Then he used a jig saw to form 
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WATCH IMPORTERS 


Throughout the World have become accustomed 
to demand from their suppliers, a 
CERTIFICATE OF INSPECTION 


| of the 
GENERAL SUPERINTENDENCE CO., Ltd., Geneva 


(Societe Generale de Surveillance, S.A.) 
1, Place des Alpes, Geneva, Switzerland. 
Cable address: Supervise 


This certificate has for its purpose to verify 
that the watches shipped by their suppliers 
correspond in quantity, workmanship, quality 
and markings to specifications in their pur- 
chase orders. 


A Staff of Experts of the General Superinten- 
dence Co., Ltd., guided by the importers’ in- 





SUPERINTENDENCE COMPANY INC. 


2 Broadway, R. 201, Produce Exchange Building, New York 
Telephone: BOwling Green 9-1956 








structions examine the shipments, and the 
banks, by stipulation in the letters of credit, 
will pay the sellers’ invoices only if covered by 
certificates of inspection of the General Super- 
intendence Co., Ltd. 


THE GENERAL SUPERINTENDENCE CO., 
LTD. OF GENEVA, Switzerland, with its 
world-wide organization will handle your ship- 
ments at a reasonable fee. 


Correspondents in the U.S.A.: 
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allop-like edges all the way around the four 
sides to give it that Victorian look so typical of the 
‘idle of the last century. To add yet another detail to 
a se pictures which would make them even more like 
ae shown a hundred years ago, Mr. Henkel used 
vellow-gold fringe as an inside margin an inch from 
the edge of the tintype. The picture itself, plus 
the rich yellow gold of the fringe set upon the snow 
white background was eye-catching indeed. The com- 
pleted picture had that plushy look which was so popular 
‘1 Victorian style homes; and because they had all been 
done in humorous vein they created that feeling of 
amused superiority with which we moderns regard the 
relics of the days of grandma’s girlhood. Pleasant and 
favorable attention to the Goldman windows was the 


curved, sc 


result. 


$iX SCENES EMPLOYED 


Six different tintype scenes were put into the win- 
dows of the downtown store on Wisconsin Avenue. The 
whole length of this main street is filled with interesting 
display windows of many kinds of stores, all designed 
to intrigue and interest the passersby. So, when this 
display got so much notice that it brought crowds to see 
it in preference to other nearby windows. Mr. Herzberg 
and Mr. Henkel knew they had been right in their choice. 

The store front has two show windows, one on each 
side of the door, and three tintypes were set in each. 
The store front is so designed that to look into the win- 
dows passersby must come close to the door. So nat- 
urally, any pulling power exercised by the displays 
tends to make people come close enough to the main en- 
trance to be tempted to come inside and buy. 


Around each of the six tintypes was clustered the 


type of jewelry associated with the Victorian era. | 


Heavy pendants, chain watches, watch fobs, pearl-on- 
velvet-ribbon chokers, and massive bracelets were all 
displayed near the picture which showed its subjects 
wearing the same. The old-fashioned wide wedding 
bands which have returned to favor now were displayed 


under the tintype of an old-fashioned parlor wedding | 


bearing the title, “O Promise Me!”’ 


SONG TITLES USED 
Each of the tintypes bore an appropriate song title 


beneath it. For one print which showed a group of | 


people in old-fashioned knee-length striped bathing 


suits having their pictures taken by a daguerreotypist, the | 


song title underneath is, “By the sea, by the sea.” An- 
other picture which showed a girl and her beau on a 
tandem bicycle, was titled, as you might easily guess, 
“On a bicycle built for two.” A third tintype showing a 
girl in a large driving coat and veil sitting in an old- 
style square car while her angry beau turns the stubborn 
crank in front was christened, “In my merry Oldsmo- 
bile,” ; 

A fourth print had a group of people around a piano 
in a songfest, and the title was, “She was only a bird in 
a gilded cage.” In the fifth, a young man on his knees 
is proposing to a young lady in a bustle-backed dress 


who is casting her eyes demurely downward. This one 


(Please turn to page 385) 
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Here is just the gift people are always looking 
for—something different and distinctive. It’s one 
they exclaim about . . . show with pride . . . use 
with appreciation. 

The carving aid is an outstanding example of 
fine plated ware and is a worthy addition to the 
proudest silver service of any pattern. It is 
genuinely appreciated by both sides of the family 
for its beauty and for its usefulness in making 
the carving of fowl, roasts, or ham the gracious 
ceremony it is intended to be. 

Nationally advertised—a fast moving item. 
Orders are being filled as received. 
GERITY-MICHIGAN DIE CASTING COMPANY 

ADRIAN, MICHIGAN 


In rich, full eolor 
gift package 
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[DI MONOP TIC 


DI-MONOP.-TIC 
JEWELRY VIEWER 


Patent Pending 














NOT A FLAW FINDER 


THE Di MONOP TIC JEWELRY VIEWER IS BEING 
OFFERED TO THE JEWELRY TRADE FOR THE FIRST 
TIME. THE DI MONOP TIC JEWELRY VIEWER EM- 
BODIES A BRAND NEW IDEA IN MAGNIFIED ILLUSION. 
ITS ABILITY TO REFLECT BLUE WHITE BRILLIANCE IS 
THRILLING. ITS THIRD DIMENSIONAL EFFECT ON THE 
CUSTOMER IS STARTLING. ITS ABILITY TO HELP MAKE 
A SALE IS A WELL KNOWN FACT AS MANY OF THE 
COUNTRY'S LEADING JEWELERS CAN TESTIFY. 








THE DI MONOP TIC JEWELRY VIEWER IS NOT A FLAW 
FINDER. IT IS NOT A SCOPE. IT IS AN OPTICAL DE- 
VICE DESIGNED TO INSPECT PRECIOUS JEWELRY 
UNDER ILLUMINATION AND MAGNIFICATION. 


BEFORE ORDERING, JEWELERS SHOULD NOTE THAT 
DUE TO THE SPECIALLY GROUND LENS, THE DI 
MONOP TIC SHOULD NOT BE USED BY THE JEWELER 
TO PURCHASE DIAMONDS FOR HIS OWN STOCK, AS 
THE VIEWER WILL NOT SHOW UP IMPERFECTIONS IN 
A DIAMOND IF THE IMPERFECTIONS ARE NOT VIS- 
IBLE TO THE NAKED EYE. 


MORE THAN 300 SOLD IN 2!2 DAYS AT THE 
NAC] 1946 JEWELRY SHOW IN CHICAGO 





SEND YOUR ORDER TO US NOW 
WELL RATED RETAIL JEWELERS MAY USE THIS MACHINE 
FOR A TRIAL PERIOD OF 10 DAYS WITHOUT OBLIGATION. 
AND MAY BE RETURNED IF NOT SATISFACTORY. ALL DI 
MONOP TIC VIEWERS ARE SOLD WITH A 10 DAY MONEY 
BACK GUARANTEE. 








Some Jobber Territory Still Open. We Invite Inquiries. 


M. R. SCHNAIR & CO. 


Creators of the 












[DI-MONOP-TIC. 7 


TRADEMARK 


PATENT PENDING 


@ 
JEWELRY VIEWER! 
55 E. WASHINGTON STREET — CHICAGO 2 
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Can You Help Me? 


My Display Problem Is: 











by VIRGINIA DIXON 


Readers’ questions about window and inside-stor is: 
will be answered in this department each month by Mise pee 
ginia Dixon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. Miss 
Dixon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 


ILL you kindly furnish me with addresses and 

names of firms manufacturing complete metal 
brackets and back strips for adjustable shelving to be 
used in display show cases and wall cases?—J. B. 


Answer—Either one of the following firms can sup- 
ply you with adjustable brackets: Parker Hardware 
Manufacturing Corp., 27 Ludlow Street or Weiss 
Hardware and Manufacturing Company, 169 Bowery, 


both New York. 

The strips you describe are, I believe, called keyhole 
strips which come in standard lengths from 18 in. to 
7% in. The brackets run from 4 in. to 24 in. in width. 
Bookcase pilaster strips and clips can also be used for 


adjustable shelving. They are less expensive. 


HAT do you think of the qualities of the plastic 

patent leather materials now being used by hand- 
bag manufacturers for window display backgrounds? 
Where is such material available?—S. K. 


Answer—I have not seen this material used or 
recommended for window displays. but it might be 
suitable in some cases—possibly for floor covering. It 
seems to me the patent leather effect is rather cold and 
hard for jewelry display unless used as a background 
with large areas of softer material. 


Two New York firms carry this material: Merland 
Manufacturing Corp., 19 West 34th Street and Mirror 
Plastics Co., 19 Spruce Street. 


There is also available a plastic coated paper with a 
patent leather finish which is probably considerably 
less expensive. It is called “Patent” and is made by 
Display Manufacturers Mart, Inc., 34 West 35th 
Street, New York. At present this is available in black 
only, either plain or with choice of embossed designs. 


SHOPPING NOTES 


HE General Electric Lighting Institute at Nela 

Park, Cleveland, has long been world famous for 
its dramatic presentation of “what can be done with 
light.” Now the Institute which was closed during the 
war has been completely rebuilt and redecorated to 
present even more dramatically the even more amazing 
possibilities of lighting today. All of the newest light- 
ing applications are demonstrated in a series of displays 
and model installations. The effects of light on various 
tvpes of merchandise, model store fronts and interiors, 
correct office lighting, “‘black” lighting effects ... even 
night club lighting and a “Magic” show are included. 
You may not be able to hop the next train or plane to 
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Cleveland but if you are in the vicinity it is certainly 
3 . 
that should not be missed. The average store 


thin ; 
something ace of the potentialities of the 


only scratches the surf | 
merchandising aid of lighting. 

The market seems to be fuller than it has been in a 
number of years of the little items that make Christmas 
displays sparkle, glitter and shine! For festive, color- 
ful Holiday windows that will put more people into 
more of a buying mood, don’t depend on your diamonds 
alone for glitter! The conservative jeweler will not 


over-do the tinsel effect, but he should not overlook it, 


either: | 
Although the Christmas tree is one of the oldest of 


the holiday decorations, everybody loves ‘em and they 
can be trimmed in many distinctive ways. Miniature 
trees can be used in the windows and on ledges inside 
the store. For trees, wreaths, garlands and other types 
of decorations, Christmas tree lights can be used ef- 
fectively. “Bee” lights—20 lights to a string 24 feet 
long are used by many display departments—available 
from Colonial Decorative Display Co., 70 West 40th 
Street, New York 18, N. Y. 

If you can’t get all the tree ornaments you want lo- 
cally, write to Baltimore Display Industries, 106 W. 
Baltimore St., Baltimore 1, Md. or Kaplan Products, 
Inc., 460 Fourth Ave., New York 16, N. Y. (Chicago 
branch—190 W. Randolph St.) Both firms have a va- 
riety of sizes of silvered ornaments in ball and tear 
drop shapes and tree top ornaments—all in luscious 
colors. Kaplan have silver, red, blue and green. Balti- 
more have these colors plus chartrevse, magenta, purple, 
pale blue and pink. 

Mirror raindrops, spangles and stars, glass _ icicle 
ornaments, frosted porcupine stars and snowflakes, plas- 
tic spiral roping, cellophane roping and aluminum foil 
papers are some of the assorted Christmas novelties 
available from the display houses—gay, colorful and 
festive. Write to Austen Displays, 31 West 31st Street 
cr Texkraft Sales Co., 10 East 33rd Street, both New 
York, for these items. 

Associated Fabrics Co., 1600 Broadway, New York 
19, N. Y. have sparkle fabrics, jewel cloths and paper, 
tinsel flitter, colored crystals, mica and similar items 
for scattering on window floors. Malros Company, 509 
Hudson Street, New York 14, N. Y., have the colored 
crystals and mica also and hand blown glass bubbles in 
colors. Sparkle fabrics are the one Christmas glitter 
material that must be used with care, particularly in 
jewelry store windows. Too much of it, and you can’t 
see anything else, but in small areas, it can be very ef- 
fective. 

For ideas and materials for Christmas table decora- 





tions, write for the booklet, “Emkay Garlands and 


Centerpieces” furnished by Emkay Candles, 611 E. 
Hiawatha Blvd., Syracuse 1, N. Y. 

Something new in evergreens — both trees 
branches—are the Evergreens ‘“Pastel’’—real branches 
sprayed in bright red, canary yellow, peach, pale blue, 
rose pink, chartreuse, orchid and white . . . or two-tone 
combinations of these colors. A bit startling at first 


and 
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AGAIN 
AVAILABLE 


for prompt 
delivery 

















thought, but could be very beautiful, rightly used. If | 


you can't get them from your regular florist, order from 


George B. Hart, Inc., 47 Ely Street, Rochester 4, N. Y. | 


FOR OCTOBER, 1946 
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Our government orders now completed, prompt 
delivery is again assured on "SUC" Unbreakable 


Watch Crystals and Cabinets. 
Fancy and Lentilie Crystals......... 75¢ per dozen 
Lentilles in 1/16 VTF Sizes......... 90¢ per dozen 


The 
“BIG BUSINESS BUILDER" 
Assortment No. B-6 ... 10 Gross Fancy Crystals (1 each 
of 1440 of the most popular numbers), 2 Gross Lentilles, 
(an assortment of all the 125 sizes), and a complete in- 
serting set, housed in a 12 drawer steel cabinet. 


Price complete: $138.00 








We carry a complete line of round crystals for water- 
proof watches, which are extra heavy and extra high. 


Price $1.50 per dozen 











The “LITTLE GIANT” 


Assortment No. L-I8 . . . I'l, 
Gross of all the 125 sizes of Len- 
tilles in ' sizes, and complete 
inserting set, packed in attractive 
mahogany wooden chest. 


Price $26.00 





Write for catalog 


STANDARD UNBREAKABLE WATCH CRYSTALS, Inc. 


385 Gerard Avenue, New York 51, N. Y. 
Wholesale Distributors: 


HAMMEL, RIGLANDER & CO., Inc. 


395 Fourth Avenue, New York 16, N. Y. 





If your jobber does not carry SUC, write us for 
the name and address of your nearest dealer. 
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FIDDLE SHELL 


Three 


magnificent 
Mile [ol (-t elela am 


patterns... 


all heavy .. all superbly wrought 


Illustrated Folders on Request 


FRANK SMITH SILVER COMPANY 
GARDNER, MASS. 














Cultured Pearls 


New shipment direct from the Orient now 
offered to jobbers, exporters and manufac- 


turing jewelers. 





Loose and undrilled—all sizes. 





SINEX CO. 


lm porters 


70 CLIFF STREET NEW YORK 7, N. Y. 
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WANTED 


Southern wholesaler wants 


SWISS WATCH LINE 


direct from an established 


IMPORTER or BROKER 


8-state coverage by 4 sales- 


men and trade advertising 


GUARANTEES VOLUME 


of substantial proportions. 





Interested firms please write 
Box B4616, JC-K, New York City 
























HEAVY 
STERLING 


$3.20 


BARRETTE 54.75 
TO MATCH , NET 


An exquisitely-designed, heavy, sterling silver brace- 
let, in shimmering solid silver, hand finished. Should 
retail for $10.00. Your customer will buy at least 
two. One on each wrist is fashion right; a pair on 
one arm for dress occasions. Your initial order 
should be for at least 1/3 of a dozen. Immediate 


delivery. 


WALSAM DISTRIBUTORS 
114 Baronne St. New Orleans 12, La. 
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CIVIC ANNIVERSARY CUE FOR PROMOTION 
(From page 381) 


ig captioned “I want a girl just like the girl who mar- 
ied dear old Dad.” The sixth, which was set up amidst 
the display of wedding rings, has already been men- 
tioned. 

There is symbolism, too, in the window, for those who 
look beyond mere decoration. A white gull posed on 
two crossed sprays of yellow flowers against a wine- 
colored backdrop over the jewelry expressed the theme 
of the Centurama. Milwaukee had built a huge amphi- 
theater on the rolling lakefront lawn for the purpose of 
showing pageants, musical and sports shows. This open 
air theater was a highspot of the entire city celebration, 
and often during a night’s performance a seagull from 
far out on the lake would come in and swoop gracefully 
over the stadium. So the gull in the Goldman window 
symbolized the lakefront in this manner. The crossing 
sprays of yellow flowers had a meaning, too. It stood 
for the sprays of fireworks which were shot off every 
night after the close of each performance. Thus the 
whole Goldman window tied in with the Centurama 
show. The finishing touch was two simple white 
streamers attached to the wine-colored backdrop which 
stated simply: ‘Joe Goldman salutes Milwaukee on its 
100th birthday.” 

The display remained in the windows for the entire 
length of the Centurama and from the many compli- 
mentary comments received from other jewelers, and 


from the increased sales made to passersby who stopped > 


to examine the window and who then came inside to 
make a purchase, it is plain to see that tieing in with 
current events—especially local current events—is a 
very profitable advertising technique! 





JEWELRY AND APPLIANCES TEAM FOR VOLUME 
(From page 362) 


center completely mapped out, the next step in the Shaw 
program was the matter of merchandise. Having 
acquired a repuation and prestige as retailers of only 
the very best in jewelry, decisions about appliances 
were not hard to make. It was agreed, immediately, that 
only nationally advertised, “quality” merchandise would 
be carried in stock. 

Prior to the appliance shop’s opening, it was decided 
that the section would remain a separate entity, not only 
in the store but in the newspaper advertising as well. 
Accordingly, the advertising campaign stressed the name 
“Shaw’s Home Appliance Center” and no mention of 
jewelry merchandise was made in these ads. 

Also, a separate window display area was allocated 
to the appliance department, and cards on the merchan- 
dise stressed the angle: “Shaw’s Home Appliance 
Center.” Thus, any conflict in the customer’s mind be- 
tween jewelry and home appliances, is reduced to a 
minimum. 

Final step in the development of the appliance section 
came after the shop has been completely designed and 
stocked with merchandise. It was considered essential 
that the section be managed by a person completely ex- 
perienced in the field, not by someone with a retail 
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HEADQUARTERS for =. 


OPTICAL SPECIALTIES 


JEWELERS! Why Overlook 

These Money - Making Items ? 
! 6x30 

woe _ Prismatic 


Binoculars 
With 
COATED 
OPTICS 











NON 


High quolity! These 6 power, light weight binoculars are 
the answer to the pent-up demand of sportsmen, hunters, 
yachtsmen, race fans, etc. Moisture-proof and Dustproof. 
Individual eye piece focusing to accommodate to owner's 
_ sight (as — by nee ae Navy). Complete 
with carrying case and neck and shoulder i 
straps. To retail at only sR4 00 
ASK ABOUT OTHER MODELS IN COMPLETE PRICE RANGE 


THE CHIEF 


This compass is made with trans- 
parent lucite cover and opaque 
plastic back brass bottom and 
etched scale. Blue and red nee- 
dle for easy reading. Stop holds 
needle securely when net in use. 
Individually boxed $] 35 


to retail at 




















FULL LINE COMPASSES ALL PRICES 





UNIVERSAL 
MERCURY Il 


Designed Especially for 
Color 


Here's the most practi- 
cal candid camera. 
Equipped with F 2.7 
coated lens automatic 
“no-double exposure” 
film transport, built-ia 

— exposure calculator aad 
photo flash synchronizer plus countless other importaat 
features. Lightweight cluminum case covered $7 9.50 
with genuine leather. Retails at............ 





ILLUSTRATED LITERATURE UPON REQUEST 








COMPASS INSTRUMENT & OPTICAL CO. 


268 FOURTH AVENUE, NEW YORK 10, N. Y. 
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THE NEW NIASH CLIP 
fer Carr ‘t “a 





A~A 


|| 


Practical 

C asy Co isemtble 

Here is an inexpensive handy clip with 
ol-reolUj shit] mmol [elaMma-toltliglale Meso Mere) (ol-valale 
operations or bending. After base is at- 


Kola sl tem coms -m-lelasiule Pa eKim tle] oMeamisl-malle 


and the earring is ready for wear. 


Sold in all colors, 10 K and.14 K. 


SILVER CITY GLASS CO. 
NIASH Refining Co. pe Messees!. rata MERIDEN, CONNECTICUT 





aw S ame P iceless ne 
ANG RiGk it O Good Meme | buy jewelry with 


YOU MADE IT FIRST IN SALES =p 
WE KEEP IT FIRST IN QUALITY lished reputation of our lines. 


Ai.dosRaltin x Co., inc. 


Wholesale Jewelers 


740 SANSOM STREET @ PHILADELPHIA 6, PA. 
MEMBER NATIONAL WHOLESALE JEWELERS ASSOCIATION 








NATIONALLY 


ADVERTISED 


HASTINGS 


NYLON BEAD CORD 


= rie tee ave. NOY 
DER FRO“ YOUR JOBBER he 


OR | 
HAMMEL, RIGLANDER & Co., INC., N. Y. C. SHOWROOM HOURS1:30TO5:30P M 
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background. Consequently, the services of an 

experienced appliance executive were obtained, and 
prior to the formal opening he checked all last minute 
details, selected his sales staff and, in short, correlated 
all aspects of the new enterprise. 

Advertisements heralding the opening of Shaw's ap- 
pliance center were full-page insertions which mentioned 
specific types and amounts of merchandise which would 
be available. Perhaps this fact, alone, led to the 4:00 
a, m. lines outside of the store—a merchandise starved 
public was grateful to learn of a place that positively 
had the items they wanted and was willing to give them 
a “crack” at the goods. 

On the opening day, many appliances were sold for 
immediate delivery and, when all but a sample of a 
particular item were gone, the firm took orders for 
future delivery. Thus, although all could not be lucky 
ones able to obtain merchandise immediately, “losers” 
had the consolation of being on a waiting list in the 
order of their application. 

All in all, according to Mr. Blair, the manager, 
“Shaw's has proven very definitely that jewelry and 
appliances can be merchandised together.” 


j ewelry 





SPORTS INTEREST PAYS OFF 


Although diamond engagement ring merchandising is 
usually directed at the distaff side, Jack DeMotte, head 
of Bullock Jewelry Store, Nampa, Idaho, has had re- 
markable success promoting both engagement and wed- 
ding rings direct to the “man in the case.” 

“We hit the man first through vigorous promotion of 
sports interest,’ Mr. DeMotte said. “On the theory 
that, after all, the man pays the bills for the rings, and 
should have an opportunity to make his own decisions 
about where it is to come from. Therefore, most of our 
advertising mediums are aimed directly at young men, 
and play up the theory that our selection will please any 
prospective bride—after the fiance has had the chance 
to look over the stock and pick out the rings he wants 
her to wear.” | 

Most potent promotion along these lines is the series 
of radio sports broadcasts which the Bullock store has 
sponsored for several years. Ninety per cent of the 
commercials on these programs, which range anywhere 
from fifteen minutes to two hours in length, are devoted 
to diamond ring suggestions, directed at an almost exclu- 
sively male audience. Mr. DeMotte broadcasts basket- 
ball, football and baseball games, both professional and 
collegiate tilts included, and contracts to deliver broad- 
casts of many national fights, championship matches in 
general sports, etc., which otherwise would not reach 
the comparatively remote city of Nampa, located in the 
Boise Valley in the eastern part of the state. He also 
covers local sports programs such as golf and tennis 
tournaments, rodeos, etc., and can always be depended 
upon to provide sports information at all times. 


“It has been surprising how well the idea has worked - 


out,’ Mr. DeMotte stated. ‘Hundreds of young men 
who will sooner or later become our customers have 
stopped by to express their thanks for providing a par- 
ticular sports broadcast, and we almost never sell a 


ring without the customer mentioning the radio pro- 


grams in some way or another.” 


FOR “OCTOBER, 1946 



























































G & F—Tools that serve as a Man Friday to the jewelry 
or watch repairman. Our precision Staking Set overcomes 
tedious fingering by receiving and releasing punches with 
the snap of a spring. Speeds work and assures accuracy. 
Expertly manufactured anvil blocks—134" HEX and°"V" 
type—are polished, hardened and exacting for heavy duty 
service. 

Ask your jobber for G & F—tools for time fixers. We 


welcome inquiries. 


G & F MANUFACTURING COMPANY 





1217-19 Frankford Ave. Philadelphia, 19, Penna. 












FOR HONEST RETURNS 
IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 











JOSEPH B. COOPER & SON 





PRECIOUS 
METALS 
OFFICE: 
FACTORY: 26 JOIN STREET, 
BROOALIN, N.Y. REW oKA CITY 








‘Individually boxed. Write for fu'l particulars about 























> FOUNTAIN PENS ~ 

| LEATHER GOODS — 
; PLASTIC GIFTS si “as is e 
Z _ WRITING PAPERS’ - sa Sueee 
~ XMAS CARDS, ETC. AP hy > GE 
















kt 


ee WRITE FOR DETAILS 
KINGSLEY Gold Stamping Machine Co. 22, cacir. 








For the Perfect Host or Hostess! 


me. WA Created for 
SIMPLICITY and BEAUTY ° 





The “MODERNE” 
by EMSON 


Just read these excellent features: 


@ One quarter turn opens or closes 
spout— 

@ Shake without fear of leakage— 

@ Top is easy to put on and take off— 


@ No loose parts to misplace or 
drop— 


@ Strainer is easily removed for 
cleaning— 


@ Lightweight, high lustre aluminum 
@ Holds one quart and a quarter 
* Pat. Pending 


$9.95 Retail 


EMSON'S full line of BAR ACCESSOR‘ES and 
GIFTWARE. 





EMSON PRODUCTS CORP. 





Bridgeport, Conn. 








Just Received! 
A Very Important Stock of 


CULTURED PEARLS 


At Very Advantageous Prices 


Upon request, samples of Loose Pearls and 
Necklaces will be sent anywhere in U.S. 


CULTURED PEARLS INC. 
630 Fifth Ave. New York 20, N. Y. 








For Over 40 Years 


\ ENGRAVERS 


TO THE TRADE 
a re as 40 years ago, our watchword 


Is fine hand engraving, produced with 
i skill that combines artistic integrity 
and precision, 


Out-of-town business handled 
with speed and utmost reliability 


/ CHAS. SILBERMAN & CO. \ 
/ Fine Engraving In All Its Forms 


| 133 Canal Street ¢ New York 2.N. Y. 


} itablished ] oF 5 Hi Alker 5 yYOJf 
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To take care of the dubiousness over the choice which 
is usually found in prospective husbands, Mr. DeMotte 

1] arrange to place the rings desired in the window— 
ne other displays, but so situated that the pair have 
a certain prominence. The husband-to-be may then 
bring his fiancee by and check her reaction to the rings 
on display—without realizing that the man in the case 
has already picked that set. If the fiancee prefers 
another set, the change can thus be made unobtrusively. 
This simple idea, explained to every prospective ring 
purchaser, has helped Mr. DeMotte to get many young 
couples over this “hurdle’ smoothly. Meanwhile his 


sports broadcast keep young men coming in. 





WALTHAM SCHOOL TRAINS VETS 
(From page 870) 


brothers or brothers-in-law working at the plant. 

The company’s part in the training set-up includes 
supervising these courses of from one to three years 
making monthly reports of each individual’s progress, 
and being sure that the total compensation, including 
the veteran’s monthly subsistance of $65 if single and 
¢90 if with dependents, does not exceed the journey- 
man’s rate for his job. 

The on-the-job training for these 94 veterans, 43 of 
whom are working to be watch finishers, is run by the 
company in addition to two other permanent schools— 
the Waltham School of Watchmaking for 130 pupils 
and the Machine Shop School for 32 trainees. 





STARTS BUSINESS WITH $75 CASH 
(From page 872) 


the luxury of days off or of off days. Even when it seems 
that one long, hard day after another is getting you pre- 
cisely nowhere, you can’t afford to let yourself become 
discouraged. If you do, you’re sunk. You have to “keep 
your eye on the ball.” 

Sauer started his own little watch repair business in 
the most modest way imaginable by renting bench space 
in a neighborhood barber shop. Gradually people came 
to know him; they liked his work and orders increased. 


It was a big day in 1941 when he moved into his own | 


tiny shop with an operating capital of $75 and $300 
worth of merchandise in his case! 

It took Sauer almost three years to pay that $300. Al- 
though he asked that the merchandise be shipped on con- 
signment the wholesaler said; “I know you pretty well, 
Henry, and I’m betting on you.” Agreed terms of $25 
per month proved too steep for the struggling new busi- 
ness. “But I never let a due date pass without paying 
something—whatever I could—even if it was only $5.” 

Two years ago, Sauer, the jeweler, moved to larger 
quarters. Modern show cases in his store are filled with 
attractive merchandise displays. An average of 75 or 
more watches hang above the work bench waiting for 
repair. He has two employees, and his credit is good 
anywhere. 

The third point tc remember if you are going to start 
on a shoestring is to go slow. Be sure you are ready be- 
fore you start out and resist any temptation to “splurge” 
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the Mark of 
Really Hine Leathers 
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Write for Price List 
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WAM Lh} TS i eee / SPECIALIZING IN 


FANCY ROCS AND LUCITES 


TRS Cr | | PRICRAFT 
from our full assortment of billfolds, secretaries, key CRUSTAL Co. 


cases and cigarette cases in this rich-textured skin. 
542 So. B’way 


fiso a complete line of P H ‘@) 3 N if LOS ANGELES 13, 
re pansies “ CALIFORNIA 
teshine and Morocco. oe ear ares St. YS 


LAPPING FACETS? 
ANY SHOP 
PROBLEMS? 


New modern designs for Rings, Bracelets, Watches. Any de- 
sign, division. angle. This new lapping machine adaptable for 
superfinishing any part. Made by specialists in jewelry prob- 
lems—Lapping, Ring Stretching, Collets, Punches, Dies, Jigs, 
Fixtures. Machines made to order. 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 ST. | COLLEGE POINT, N. Y. 


Sl 
Lovely Turquoise Kings 
4 


See, birthstone OLD SHEFFIELD VICTORIAN, 


el ¢-MmelohZolaliole|-MMe) MR iil-MR ic 1uil-lale (ol Mm ele) oltE AND OTHER GOOD QUALITY 


larity of these gorgeous hand-crafted, ELECTRO PLATE 


Sterling Silver and Turquoise Navajo master- 
pieces. Nothing more appropriate — more Antique Victorian and Edwardian silver, &c. 


desirable. A wid lecti f beautiful ; : 
aha | shi aati Current list mailed on request. Large stock 
ol-eiie far Molaro Met iolal-t MM ltleal-rellohi-ihameh Zell leloli-s } : , 

available. Siate your requirements. 


H. MILLER LTD. (Dept. J.C.) 


Write to Wholesalers, Jewellers and Silversmiths, Dealers in 


GALLUP INDIAN CRAFTS 29 South Street, Worthing, Sussex, Englond 
Cables: Landjewel, Worthing 





Ring Illustrated, to retail at $5.00 





1532 Merchandise Mart Chicago 54, Ill. 
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with your first ‘free’ dollars or to stretch your credit 
too far, or you will find yourself out over your head be- 
fore you know it. Build slowly on a firm foundation and 
you build surely. 

ft can be done. There is nothing to stop you or any- 
one from starting a jewelry store on a shoestring and 
making a success of it—if you are willing to pay the 
price. i: 
But remember, it isn t easy. 





"! AM A SUCCESSFUL JEWELER" 


I am a successful jeweler when my fellow jewelers 
refer to me with pride in discussing our field. 

I am a successful jeweler when others in my field ask 
my advice on how to handle business problems that con- 
front them. | 

I am a successful jeweler when I am able to take 
advantage of every discount in buying materials, sup- 
plies and equipment, and have a high credit rating not 
only in my local community but among the suppliers as 
well. 

I am a successful jeweler when visitors come into my 
office with a smile, are happy to secure my services, and 
leave with that same smile on their faces. 

I am a successful jeweler when my pride in my job 
urges me to always have the best and latest methods 
and keep my institution in modern, up-to-date condition. 

I am a successful jeweler when I have the respect of 
professional and business men in every line in my com- 
munity. 

I am a successful jeweler when other business and 
professional men in my community start suggesting my 
name as the logical man to head a civic or community 
enterprise. 

I am a successful jeweler when I have convinced the 
people with whom I do business that it is better to pay 
a decent price than attempt to get by in a slipshod 
manner, | 

I am a successful jeweler when I can find time enough 
from my business to play golf, to go fishing or hunting, 
or indulge in some sport—without injuring my business 
through my absence. 

I am a successful jeweler when I realize that I could 
not ever possibly know everything about my field and 
am always interested in learning more about it. 

I am a successful jeweler when I learn to attend con- 
ventions, read my trade and professional journals to 
broaden my knowledge of my field and make myself 
more capable of deserving business attention. 

I am a successful jeweler when I am not sure in my 
own mind whether I am a success or not and believe 
there’s a lot more I have to accomplish before I can 
call myself successful. 

I am a successful jeweler when salesmen are glad to 
see me for reasons other than getting my order for what 
they have to sell. 

I am a successful jeweler when I can go into some 
other town in my state and be known there in my field 
by the reputation that has preceded me. 

I am a successful jeweler when I have honorably 
made a profit at the end of each year no matter what 
conditions may be and feel justifiable pride in what I 
have accomplished. 
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THE IDEAL GIFT. . .Seven authentic 
girandoles are now available for immediate 
delivery for holiday trade. All have newly 
imported Czechoslovakian crystal prism 
pendants. Metal is French sandcasted, gold 
dipped, hand finished and lacquered . . . 
is mounted on felt padded heavy genuine 
marble. In addition to styles illustrated, 
girandoles may be had in George and 
Martha Washington, Romeo and Juliet, 
Blind Beggar, Paul and Virginia. 














Drop prism Star or Colonial 
TE a PE, A -seeee-50.00 $55.00 
Centre piece only 25.00 27.50 
End pieces in pairs 25.00 27.50 
Centre pieces in pairs 50.00 55.00 





Specify style and prism desired 


SIEGMEISTER-UMINOR. 


$0 WATSON AVERVELTA BREW ARE 








1. This is one of seven different girandole designs made 
of gold-dipped brass set on marble bases, with cut glass 
prisms from Czechoslovakia; retail, $110 for group of 3. 
From Siegmeister-Minor, Inc., 50 Watson Ave., Newark, N. J. 


2. In the decorated Cranberry line are this 10" footed 
bowl, retail $3; and candy box, $2. They are part of a 
group including stemware, candlesticks, 14" plate, and 


bowls. From the United States Glass Co., of Tiffin, Ohio. 


3. Marcel Vertes designed this rich-toned design, one in 
a series of 4 appearing on dessert plates; retail, $48 a 


dozen. From Castleton China, Inc., 212 5th Ave., New York. 


4. "Simplicity" is the appropriate name for this stemware 
design, gold bands on the “Scepter” shape. The line in- 
cludes also a small group of plates and serving acces- 
sories. From the Fostoria Glass Co., Moundsville, W. Va. 


5. Part of a new line of lamps made by the Goldscheider-* 


Everlast Corp. is this Bali head design done in natural 
colors and set on a metal base; finished with 16" shade. 


Wholesale, $42.50. From Everlast, 225 5th Ave., N. Y. C. 


6. Royal Hickman’s “Ingrid” design, silver-plate from the 
Three Crowns Industries. Cream and sugar, $18 a set retail; 
knife $10. From Sun Glo Studios, 225 5th Ave., New York. 
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parkling spheres 
of superb Tiffin crystal for 


dramatic flower decor. 


UNITED STATES GLASS COMPANY TIFFIN, OHIO 
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1. A design of gold and flowers in a Louis XVI motif appears 
in this concorde china cigarette set; $16.50 retail. From 
Herman C. Kupper, Inc., 39 West 23rd Street, New York. 


2. Made of genuine leather in brown only and decorated 
with 22-kt. gold tooling, this Staco desk calendar and 
memorandum pad is individually boxed and sells at $2.50. 
From Stationers Specialty Co., 19 W. 2Ist St., New York. 


3. This 15" octagonal plate is in bent glass with etched 
rose design; retail $4.75. It is the most recent piece 
created by Kensington, Inc., of New Kensington, Penna. 


4. Appropriately etched, these 8-oz. oil and vinegar bottles 
on a tray are in the “Candlewick” design; retail, about 
$3.50. Available from Imperial Glass Corp., Bellaire, Ohio. 


5. “Empire” is the name of this leaf border pattern in 
Lamberton china, done in soft turquoise and gray. From 


Fisher, Bruce & Co., 219 Market St., Philadelphia, Penna. 


6. A “pin-up” on the wall or a "stand-up" on the table is 
this combined radio and electric clock, done in a variety of 
colors and finishes; retail, $41.95. Made by the Jewel Radio 
Corp., 583 Avenue of the Americas, New York !!, New York. 
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“romotions 


AT LAST 


the perfect Salt and Pepper set that will win 
instant praise from every one of your custom- 
ers. In simple, modern lines, smartly designed 
for the ultimate in pragticality. Their generous 
size and capacity (they stand 4!/2" high) will %, oy va 

make them an immediate hit for kitchen, bar- “asr 

becues, and outdoor dining. Made by Everlast 

Metal Products Corp., of the forged aluminum America's Number One 
which bears the trademark your customers look Gromit Geb Miaad teatied 


for. 
Aluminum 


No. 6007—$2.50 a pair 


hte, 


EXCLUSIVE SELLING AGENTS 
Home Office and Showrooms: 225 Fifth Avenue, NEW YORK 10, N. Y. 
Chicago Showrooms: 1216 Merchandise Mart, CHICAGO 54, ILL. 
Western Showrooms: 527 West 7th Street, LOS ANGELES 14, CAL. 
Toronto Showrooms: The Hopkin-Morgan Co., 7 Wellington Street West 





|. These ceramic Shire book-ends are done in 3 different 
colors and decorated with gold crackle; retail, $10 for a 
pair. Part of a line of 20 accessory pieces from Golden 
State Ceramics, 25 E. California St., Pasadena, California. 


2. Gift packaged to retail at $1.85 is this Tenite and 
metal jigger-mixer, useful for measuring, cracking ice, 
and stirring. Done in six color combinations. Made by 
Associated. Merchandisers, 1114 Loew's State Bldg., L. A. 


3. One from a series of bone china Madonna figures made 
by Eric H. Gort, to retail from $7.50. Folder available. 
Sold through Claude M. Sperling, 225 5th Ave., New York. 


4. Hand-made flowers textured to resemble petit-point adorn 
this black ceramic cigarette box, one in a: series of 
similar items. From Dick Knox Productions, Los Angeles. 


5. A combination finish of butler and polished brass is 
given this smoking set ,which may be retailed at $7.50 for 
the set. Made by M. W. Carr, West Somerville, Mass. 


6. French vases (circa 1820) with raised floral designs 
and a Dresden bowl and cover (circa 1760) are among the 
antiques shown by Anglo-Persian Mercantile Co., New York. 








-. HAND DECORATED. .. 
\\ FOR LASTING LOVELINESS 





y ae as ever, the CORSAGE is recognizedasa Pictured above is the Cocktails-for-IT'wo en- 
salute to delicacy and elegance...an acknowl- semble, CORSAGE’s remarkable four piece drink 
edgement of beauty ...a tribute to distinction. set... decorated with rich 22 Karat Coin Gold 
In keeping with this fine tradition, CENTURY ... to retail at about $5.00. 
METALCRAFT proudly presents a new line of The Cocktails-for-Two Set is but one of the 
hand decorated glassware, appropriately named gems from a veritable treasure chest of fine 
CORSAGE. Delicately styled, CORSAGE estab- glassware... the 
lishes a new standard in glass... for lasting CORSAGE Line... 
loveliness and brilliant charm. styled by CENTURY. 


| 4440 North Clark Street ¢ Chicago. 40, Illinois — 


p —— Ah ht et tn eh ee es a a wn aceaavcng. cease 


Ralph P. Higgins Company Newland, Schneelock & Piek, Inc. Clay Folsom R. F. McDowell Ernest C. Scruggs 
1558 Merchandise Mart ° 1107 Broadway 301 N. Market St. 403 Merch. Mart Bldg. 179 Luckie Street 
Chicago 54 New York 10 Dallas, Texas Los Angeles 14 Atlanta, Georgia 
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1. Sculpture-cut tumblers with tropical designs in white or 
green; 7, 10, and I6-oz. sizes; sets of 8 gift-boxed. 
From Hollywood Glass Crafters, 6733 Santa Monica Blvd. 


2. Mayan motifs appear in this pottery finished in gold, 
silver, or copper; designed by Stendahi. Shown are pref- 
erence set, retail $12.50; altar box, $13.50. From the 
showrooms of Mary L. Schermerhorn, 225 5th Ave., N. Y. C. 


3. Reproduced from a New England heirloom, these “Auth- 
Antique" brass candlesticks, Hampton design, retail for 
$13 a pair. Made by the Exeter Brass Co., Exeter, N. H. 


4. A Men's Fashion Guild item, this hang-up kit, convenient 
for pullman use, retails at (cowhide) $15; (pig-skin) $20. 
Stanley & Stanley, Inc., 390 4th Avenue, New York, N. Y. 


5. This footed compote, 834" in diameter, is fashioned of 
sterling silver on copper; is one of a group of items shown 
in a brochure by Dodge, Inc., 401 East 6th Street, L. A. 


4. Miniature cups and saucers in china are smartly use- 
ful for serving liqueurs. These are part of a series by M. H. 
Strikow, 5064 W. Adams Blvd., Los Angeles, California. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














By MADELINE LOVE 


HEY are making china dinnerware again in Japan. 

This is not precisely news, since such big factories 
as the Nippon Porcelain Co., manufacturers of Noritake 
china, have been “reconverting’ ever since the occupa- 
tion authorities decided that pottery-making is one of 
the harmless industries which our ex-enemies could 
safely be trusted to operate. 

It is a harmless industry, too—from a military point 
of view. A pottery is not readily transformed into an 
arms factory. And since it seems that the Japanese 
must live and so must be allowed the means by which 
to live, it is logical to fix upon china-making as one of 
their sources of livelihood. 

But if Japanese china is not a military weapon, it is 
surely an economic one, and we can only hope that our 
Government will not let them train its full force on our 
own pottery industry, as they did prior to the war. 

%* & * 

HE epidemic of strikes touched briefly—we hope— 

on the glassware industry during September. Avert- 
ed at the last minute was a threatened general strike of 
flint glass workers, who came to a partial agreement 
with the manufacturers on the matter of wages. Union 
representatives said that the agreement involved workers 
in the miscellaneous departments, providing an increase 
of 1814 cents an hour on the minimum rate and 1214 
cents general increase, effective September 2. The con- 
tract included a 12 per cent increase to workers making 


handblown tumblers and stemware. 
a ae 


CHINA body, instead of earthenware, will be used 

from now on by the Goldscheider-Everlast Corp., 
in the manufacture of its line of art ceramics. This 
change permits a great improvement in modeling, 
decorating, and glazing. The words “fine china” have 
been added to the Goldscheider trademark, and the 
ware will, of course, continue to be distributed through 
its sales agents, Everlast. 

Speaking of Everlast, another of its lines, Everlast 
Metal Products, is featured in the recent-completed 
Paramount featurette, “Popular Science.” The film is 
in color and shows an outdoor barbeque set with all the 


accessories in Everlast aluminum. 
e * * 


METoN RASHKOW, until recently general man- 

ager in charge of sales and production for Koret, 
Inc., and previous to that production head for Nat 
Lewis Purses, has joined with Joseph D. Neikirk, who 
was a Nat Lewis executive before going into Army ser- 
vice, in the formation of a new company, Lindelle, Inc., 
for the manufacture of handbags. 

* & & 

Through a misunderstanding, the retail price of the 
Corduro Secretary illustrated in the gifts section of our 
September issue was quoted as $6. It should have 
been $10. 
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F ea Selling Expansion Bisneletis | 


FOR MEN: 
(#375) Interlaced and interlocked for strength and 
beauty in Stainless Steel — $2.25 ea. or with 
heavy Gold plate (#400) in pink or yellow — 


$2.50 ea. 

(#650) Flexible expansion bracelet 1/20 12K top—Stain- 
less steel] back — $4.00 ea. — or in Stainless 
Steel (#600) — $3.50 ea. 


FOR WOMEN: 

(#150) Expanso-Slide Ladies’ Watch Band — Black silk, 
1/20 12K ratchet clasp — opens in one simple 
motion — locks securely — $13.50 per dozen. 

(#550) Expansion Bracelet 1/20 12K top, Sterling Silver 
or Stainless Steel back — in pink, yellow, or 
white — $4.50 ea. 

(#551) “Carmen” bracelets — individually and attrac- 
tively boxed — gold filled — with lovely 3 tone 
engraving on locket — $5.50 ea. 


NANKING CO. 


423 Second Avenue New York 10, N. Y. 
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ifts by DANIELS bw oe ifts by odge 





Beautiful two and four compartment cigarette boxes 
with matching ash tray . . . both silver plated on 





Swedish style . . . clear crystal . . . hand blown and copper. Finished with extra heavy silver plate, the 
polished swan .. . attractive and decorative . . . it same quality as used on the Dodge Old English repro. 
can be used for cut or artificial flowers, candies, or duction line. A high polished hand-finish is used to 
sweet meats. bring out the natural luster. Liners are made of white 
No. G 1337—61/,” x 71/2” x 9” bakelite. Net price for the four compartment, $10.00, 
Price $19.50 Doz. for the two compartment, $7.50 and $1.00 for the ash 

Write for illustrated folder of other items. mired 


M. B. DANIELS & COMPANY nanan 


31-37 West 27th Street New York 1, N. Y. LOS ANGELES, CALIFORNIA 


























Available in peach, aquamarine, crystal and blue, the corners 
bound in gleaming metal. Corduroy easel-backed, guaranteed 
not to warp. 





Chosen to appear in the Grand Rapids Furniture Guild No. 306 ren 
Rooms, “Charleton" lamps reflect the exacting standards oe ia he aso _ TT I ea. 
which have gained for the name of “Charleton" the truly Matching Ras eeehg as PL mE et degrees, 7.50 ea. 
deserved reputation as America's Finest Hand Decorated The. same in Ruby Cased Glass (No. 302) or Cobalt Blue 
Lamps and Accessories. aaa Glass (No. 304). 

27", 6x8", 7x9" SE isnt ibedakonsin 12.50 ea. 


Abel's ((llasserberg &€. §ne bait hn an ween 


Vanity Mirrors a Speciality 


23 EAST 26TH STREET, MIRRO NOVELTY CO. 
O: Space 1548, Merchandise Mart Pioneers. Originators and Manufacturers Since 1925 


CHICAG 
LOS ANGELES: Marsh-Fairchild, 503 Brack Shops, 527 W 7th St. 225 FIFTH AVE. + Room 933 ¢ NEW YORK 10, N. Y. 
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UNTIL SHORTAGES ARE OVER 


We design and manufacture boxes of all descriptions, 
but due to acute shortages of materials, we are unable 
to supply new customers. Soon, we hope we may again 
create and manufacture boxes to fit your individual 


requirements. 


C&M MANUFACTURING CO. 
PAPER BOXES JEWELRY DISPLAYS 
112 Point Street, Providence 3, Rhede Island 











GEMS AND GEM MATERIALS 


By EDWARD H. KRAUS and CHESTER B. SLAWSON 


This book describes practically every commercially 
important gem and gem material, classifies the 
material according to various properties, includes 
tables of comparative gem and gem material 
characteristics and presents available information 
on manufactured gems. Written by two outstand- 
ing authorities. Profusely illustrated. ” 


& 
Price $3.00 Postpaid 
* 
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100 East 42nd Street, New York 17, N. Y. 














ONe DOZEN EREE 


With Each Gross 
JEWEL-RE-CLEAN 





Unsurpassed for clea pleme 
cal oTelelers eurelaalelale nce mire 
BYevereliswn2elel amaalelaish 


jar. Free counter drspla 


CLEANS IN 2 QUICK OPERATIONS 


No. 18503C—Per Dozen $2.75 
Per Gross $33.00, pilus One Doz. FREE 


C & E.MARSHALL CO., Box. 7737, Chicago 80 
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The latest handsome addition to the famous 
WRISTMASTER line of watch bracelets. The 
“Linkweave” is sterling silver white, and pink, 
or yellow triple gold plate. Hand polished, ad- 
justable, secure clasp and individually boxed. 
A best seller you can’t afford to miss. 
Keystone white .... 9.00 
Goldplated .......10.50 














The “WRISTMASTER” stainless steel band, still 
the most popular of its kind, made by Jewelers 
for the jewelry trade, hand polished, fits any 
watch and guaranteed for life. Individually 
boxed. (Keystone ........ 3.50 
‘ 
f 
“MISS WRISTMASTER’—glamorous watch band 
for ladies. A beautiful piece of jewelry. Fits 
any watch. White, pink and yellow gold. 
;  Keystone........37.50 





NCC 


CALIFORNIA 





ORDER 
THROUGH 
YOUR 
WHOLESALER 


430 SO. BROADWAY 
CALIFORNIA 
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Platinum Sells at $93 an Ouncee: 


Highest Prices in Twenty Years 


Supplies Very Short, 
But Mfgrs. Prefer lt 
To Cheaper Palladium 


Platinum prices are rising as sup- 
plies continue to be inadequate. The 
official quotation by the leading re- 
finer has risen to $90 to $93 in order 
to attract sufficient quantities of the 
metal to the market to supply the 
heavy demand. 


Until the middle of September the 
nominal listing had hovered around 
$80-$83 but it was generally understood 
that sales at that price were practically 
nonexistent. At that time the official 
price was boosted, making a clean jump 
of $45 from the OPA ceiling of $35 
an ounce. 


RUSSIA TEMPTED 


It is understood that the tight supply 
will probably last for another three to 
six months. If current quotations do 
not attract additional sources of mate- 
rial, the prices will necessarily go higher. 


Among possible sources is Russia, 
which until the present time has failed 
to ship supplies here. The current price 
range, however, is believed in many 
quarters to be an excellent means of 
ae Russian supplies into the mar- 
et. 


PLATINUM PREFERRED 


Meanwhile, refiners and suppliers are 
continuing to boost palladium, plati- 
num’s sister-metal, which is now selling 
at $24 an ounce. They have pointed out 
that palladium is lighter, less apt to 
chip and easier to work with, in addi- 
tion to its lower price and more ade- 


quate supply. 

Precious jewelry manufacturers, how- 
ever, continue to seek platinum and are 
willing to pay almost any asking price. 
One prominent manufacturer recently 
declared, “We were willing to use pal- 
ladium during wartime when platinum 
was absolutely forbidden, but now that 
it is allowed, we have switched com- 
pletely back to platinum.” 
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Influx of White Metal Expected Now 
That Tin Price Has Been Settled 


A Bolivian tin agreement has been 
signed providing for a base price of 
624% cents per pound, production 
bonuses ranging from one cent to three 
cents per pound, plus other adjustments 
to cover smelter charges and unit de- 
ductions. 

Virtually all of Bolivia’s production 
will be shipped here, with the excep- 
tion of small quantities which are be- 
ing delivered to Chile, France and 
Britain, or retained in Bolivia for ex- 
perimental purposes. 


MORE WHITE METAL 


This may mean that, with a greater 
influx.of tin, jeweler’s white metal may 
start returning to the market. 


~~ 





NEW AND MODERN 





Opened this spring by Herman Behn, this 

is one of West Frankfort, Ill.'s most hand- 

some new stores. Inside, the emphasis is on 

streamlined beauty. Cove lighting, running 

along two walls keeps it attractively illumi- 

nated and wall cases and show cases are 
done in natural blond woods. 





Meanwhile, the United States is pre- 
paring to enter into discussions with 
other tin-consumer and_ tin-producer 
nations on October 8 in London. Eight 
nations, invited by Great Britain, wil] 
attend a conference which will discuss 
plans for establishing an international 
study group on the tin question to re- 
place the old International Tin Com- 
mittee which was organized in 193]. 


CONSUMER NATIONS ATTEND 


Belgium, Bolivia, China, France, the 
Netherlands, Russia and Siam, in addi- 
tion to England and the U. S., will dis- 
cuss setting up a new committee now 
that the 1931 committee is expiring. At 
the present time only tin-producing 
countries have been represented on the 
committee and the U. S. has, therefore, 
been opposed to it. With the inclusion 
of tin-consuming countries in the cur- 
rent invitation, it is expected that the 
U. S. will participate more actively in 
the activities of the new committee. 





Fountain Pens and Pencils Are 
Out from Under Price Control 
Because of Good Supply Picture 


The supply picture in fountain pens 
and mechanical pencils is so favorable 
that the Office of Price Administration. 
has suspended price controls. 

An announcement on September Ii 
declared that “fountain pens and 
mechanical pencil and sets, bases for 
fountain pen and pencils and for foun- 
tain pen and pencil sets” would be sus- 
pended from price control “indefinitely 
on the basis that supply, both current 
and prospective, is more than adequate 
to meet domestic requirements.” 


CUT-GLASS RELEASED 


Also released from control on_ that 
basis are engraved, etched, cut and sand 
blasted glassware designed for use in 
the preparation, service, and storage of 
food and beverages. 
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Pearls Are Pearls, 
Not Imitations, Says 
ETC Stipulation 


st step in the direction of an 
~ oe chertinine code for the 


ee pear] industry was taken last 
month in a Federal Trade Commission 
action which stated that “imitation 

arls must be identified as such and 
may not be described as reproduction, 
replicas or gems.” 


' ulation came in a case involv- 
ca be Feller & Son and the Heller 
Deltah Co. who agreed to cease and 
desist from using the word “pearls 
or any other word or term of like 
meaning, to designate or describe prod- 
nets which are not pearls, or in any 
manner to imply that such products are 

arls. In the stipuation pearls are 
defined as “the dense shelly concretions 
formed within the shells of mollusks.” 


SAY “IMITATION” 


This regulation is eased somewhat by 
the provision that if certain beads are 
so processed as to imitate pearls in 
appearance and the word “pearls” is 
used to describe such appearance only, 
then the word “pearls” wherever used, 
must be immediately preceded in equally 
conspicuous type by the word “imi- 
tation” or “simulated” or some other 
word of like connotation, so as to in- 
dicate definitely and clearly that they 
are not pearls but mere imitations. 

The agreement also calls for the re- 
spondents to discontinue using the terms 
“World’s Finest Reproductions” or “Ori- 
ental Replicas” or similar statements, to 
designate or describe any imitation of a 
pearl or other gem which is not actually 
a true reproduction or replica. 

To be a reproduction or replica, ac- 
cording to the stipulation, the imitation 
must have “the essential structure prop- 
erties and characteristics of the gem to 
which reference is made.” 

Another practice which the respon- 
dents agree to stop is the use of the 
word “gems” or any other word or 
term of like connotation, as a designa- 
tion for or as descriptive of imitation 
pearls or other jewelry items which are 
not actuallv gems, as the term is under- 
stood by the jewelry industry. 





Bankers Petition Federal Reserve 
Bank to Repeal Regulation W, 
Listing its Evils in Retailing 


Petitions urging the immediate aboli- 
tion of Regulation W are being cir- 
culated by Consumer Credit, official 
organ of the Consumer Banking Insti- 
tute, among its 40,000 readers. 

The petition, addressed to the Fed- 
eral Reserve Board, declared that the 
regulation is seriously hampering retail 
credit merchants in keeping credit ex- 
tensions solvent and in selecting sound 
consumer credit risks. . 

Regulation W, the petition says, un- 
fairly restricts the needs of veterans; 
may encourage cashing of war bonds 
and spending of bank balances; favors 
the cash purchaser over the poorer 
buyer; creates a log-jam of red-tape 
for merchants and financial institutions 
and does not permit consumér credit 
to sssume its normal function during 
peacetime. 


FOR OCTOBER, 1946 
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How to win 
and hold 


Customers! 



















get repairs the fastest way — 
round trip by AIR EXPRESS 


Particularly watch repairs! The faster the serv- 
ice, the happier the customer! And Air Express 
provides by far the fastest delivery service — 
only a matter of hours in the air each way. 

> The cost is low, cut 22% since 1943. A two- 

T abet pound package goes clear across the country 
NO W! | for only $1.47, which includes pick-up, deliv- 

ip 1S OF BY ery, two signed receipts and insurance up to 

THE LI wort or" $50. Only 10¢ for each additional $100 or 


ise : fraction thereof. 
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Opecity Air Express-a Good Business Buy 





Shipments go everywhere at the speed of flight be- RATES CUT 22% SINCE 1943 (U.S. A.) 
tween principal U. S. towns and cities, with cost sin | 2 ts. | 5 the. [25 the [40 he. [Over 40 We 
including special pick-up and delivery. Same-day tap 130001 $120] 5100130231 ser. 
delivery between many airport towns and cities. 349 | 1.02] 1.18] 2.30] 368] 9.2% 

° ° ° ° Fe $49 1.07 | 1.42] 3.84] 6.14 15.3S¢ 
Fastest air-rail service to and from 23,000 off-airline [= "aT col pel a ae 
communities in the United States. Service direct by [2349 [v4s| 353] 1745| 2824] vost 
air to and from scores of foreign countries in the _ | 2as0 | '47| 348] 1842] 2947] 73.68 
world’s best planes, giving the world’s best service. _L!NTERNATIONAL RATES ALSO REDUCED 


WR EMPRESS 


EXPRESS 
GETS THERE FIRST 


Write Today for the Time and Rate Schedule 
f a on Air Express. It contains illuminating facts 
fr-| Sy =a to help you solve many a shipping problem. 
— 7) a — Air Express Division, Railway Express Agency, 
230 Park Avenue, New York 17. Or ask for it 
at any Airline or Railway Express office. 




























































Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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mechanical aptitude, and lots of patience 
are the main requisites that approxi- 
mately one hundred legless, or para- 
iyzed-from-the-waist-down veterans will 
need to become employees of the West 
Coast’s first diamond cutting plant, 
which is expected to be in operation in 
Pasadena, California, by the first of No- 
vember. The newly completed factory, 
which will be manned by disabled ex- 
service men, is being opened by Lazare 
Kaplan & Sons, Inc., cutters of the 
Jonker diamond, whose general man- 
ager, Martin L. Ehrmann signed the 











First Diamond Cutting Firm on Coast 
Employs Only Disabled Veterans 


Two eyes, a pair of hands, a little 


option for it early in September. 


Flying from New York after a Lon- 
don telephone call from the senior Kap- 
lan reporting that DeBeers Consolidated 
had pledged that “the 
very finest diamond rough” would be 
supplied for this new project, Mr. Ehr- 
mann located the factory through the 
Los Angeles Chamber of Commeree, and 
then set to work to consult with James 
Rice, supervisor of the job-training 
facilities for the Veteran’s Administra- 
tion. Here it was decided the needed dis- 
abled veterans would be drawn from the 
McCormick General Hospital in Pasa- 


Mines, Ltd., 
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OCK READY 





- 0+ por the large classes coming 


Your emblem ring business is very important at all times if you are 
supplied with attractive, handsomely styled rings for all organiza- 
tions. Unrivalled workmanship lifts these rings out of the common- 
place. Advance your sales and be assured of satisfied customers. 
We maintain a large stock of all emblems and are prepared for 
prompt service. Write for a selection. 


8600—14K yellow 
gold, 32nd degree, 
hand chased, extra 
heavy, diamond in 
triangle setting plate 
$52.00 and up. With- 
out diamond $22.50. 


8609— 14K yellow 
gold, Shrine ring, 
heavy, enameled 
emblem, unusually 
effective $16.25. 


N8025—1!0K yellow 
gold, Eagle ring, 


white gold emblem, 
extra heavy $20.75. 


N8033— 10K yellow 
gold, Elk ring, ex- 
tra heavy $21.75. 
Same styles avail- 
able in Moose and 
Eagle emblems. 


5250 — 10K yellow 


“*1F IT’S NEW— 





ATI 
°* CINCINNATI 


gold, Masonic ring, 
extra heavy, white 
gold emblem $13. 
With diamond $3! 
and up. 

305—14K yellow 
gold, 32nd degree, 
white eagles, dia- 
mond in triangle 
setting plate $42 


WE HAVE IT’’ 


°* OHIO 


and up. Same 32nd 
degree ring without 
diamond, I0K yellow 
gold, white eagles 
$14.25. 


V5250— 14K yellow 
gold, 32nd degree, 
hand chased, extra 
heavy, white gold 
eagle, diamond in 
triangle setting 
plate $48.00 and up. 


Without diamond | 


$19. 












dena, and the Birmingham H 

Van Nuys. These eh will oe 
viewed by Mr. Ehrmann to select thes 
most interested in learning the Various 
operations of diamond cuttin and 
polishing, and possessing the best 
natural aptitude for the work, 

“We prefer to hire novices go that 
we can train them to our own methods,” 
Mr. Ehrmann said. “We are bringin 
some fifteen or twenty skilled operators 
from New Fork to train the veterang, 
The men will work eight hours a day 
five days a week. The training period 
for one operation is about three months” 

The Pasadena plant will be equipped 
to handle $50,000,000 worth of diamonds 
vearly. It occupies a one-story, rein- 
forced concrete building with 4400 





Martin L. Ehrmann, general manager of 
Lazare Kaplan & Sons, looks over photo- 
graphs of new diamond cutting methods to 
be used in the California plant of the rm, 
first of its kind on the West Coast. 


square feet of work space, but the op- 
tion includes an adjoining vacant lot 
of 129 by 85 feet, permitting it to be 
increased later if desired by an addi- 
tional 5000 square feet, thus providing 
space for the employment of 200 craft- 
men eventually. 

One of the reasons for locating the 
cutting plant in California, in addition 
to the proximity of the important 
California market, is the plethora of 
sunshine. Since light—and_ particularly 
good north light—is very important in 
the diamond industry, the present fac- 
tory, which faces north, is ideal for this 
work. This will be the Kaplan firm’s 
third cutting shop, the other two being 
in New York City and Puerto Rico, 
respectively. 

It has not yet been decided who will 
head the Pasadena factory. Willian R. 
Bailey, formerly a major in the United 
States Army, may be brought trom 
Lazare Kaplan’s Puerto Rico plant, 
founded thirty years ago, or Mr. Ehr- 
mann himself may be in charge. A min- 
ing engineer, Ehrmann joined Kaplan 
& Sons last January after five years 
in the United States Army. He was 
commandant of the Army’s bomb dis- 
posal school at Aberdeen, Md. 

Mr. Kaplan is expected to return 
from Europe within three weeks and 
then will come West to attend the open- 
ing of the West Coast plant. 
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Diamond Sales Continue in Unprecedented Rise 
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‘ | coming more and more difficult to meet a vast diamond mining concession in 
Expected to Top 45 | it. Tanganyika is expected to be found 
‘ °c Year with | Average monthly sales of rough at soon. Talks between the British Colonial 
High this re | the London sights are not likely to work office, the government of 7 
_ out at less than two million pounds ster- and representatives of De Beers are 
Over 25,000,000 ling for the rest of the wear, so that proceeding. An active policy of develop- 
Rough diamond sales in 1946 are a minimum total for the twelve months ment in the best economic interest of 
d to be well in advance of of 1916 should be more than 24 million Tanganyika will probably be insisted 
expecte a pounds sterling. This figure, of course, upon by the Colonial office as a condi- 
the $24,125,000 reached in 1945, , is exclusive of sales of industrials or of tion of any diamond mining concession 
cording to conservative London esti- | gems disposed of in South Africa. that may be granted. 
| South African sales of rough, it was 
mates. | learned, are also substantial. eat a re- | New Store 
PRICES RISING cent sight by the Diamond Trading Holzman’s jewelry store opened for 
The August diamond “sights” there Company in Kimberley sales totaled business Monday, September 23 in a new 
e maintained at a high level so far three-quarters of a million pounds ster- location at 87-39 Peachtree Strect, At- 
2 gto were concerned, and the July ling. : lanta, Georgia. The store’s personnel 
rs f two million pounds sterling A fair solution of the problems pre- has been enlarged to care for the un- 
figure 0 sented by the De Beers negotiations for ticipated increase in business. 


is considered to have been topped. It 
must be remembered, however, that be- 
cause of the continually rising price 
of diamonds, a rise in the amount of 
money changing hands does not indi- 
eate a corresponding rise in the num- 
ber of diamonds sold. 

Still better results are anticipated 
from the September “sights” since the 
demand for South African rough is 
increasing at such a rate that it is be- 










cA wide variety of styles 
for ladies and gentlemen 
available 
through better wholesalers 
throughout the nation. 

















French-American Bureau 
Comes to U.S. to Study 


New Vocational Methods 


The recently established French-Amer- 
ican Bureau for Educational Research 
arrived in the United States last month 
to study the latest and most improved 
methods of vocational and technical edu- ae 
cation, job training, apprenticeship and 
apprentice training. One of the first 
New York City plants visited by the 
group, which included educators and 
industriafsts, was the Feature Ring Co. 
of 126 West 46 St. 

Henry Peterson, the head of the firm, 
took the party on a tour of inspection. i? (\b ee Bee 
This firm was selected because of its my ( , : fate 
sound methods of apprenticeship and spe 
apprentice training in the development 
- of skilled jewelry craftsmen. 

Both the French group and the Ap- 
prentice Training Service of the U. S. 
Department of Labor expressed their 
appreciation for the cooperation of Mr. 
Peterson and the Feature Ring Co. 








Morrell Predicts Less Costume 
Jewelry Next Season at Atlanta 
Conclave of A. S. Perry & Associates 


There will be more drop earrings, 


more gold hair barrettes and less cos- 2 
tume jewelry this winter, according to Pp Pp | it 


Walter Morrell, who made these style 
Watches 


predictions at the annual conclave of 
A. S. Perry & Associates and its 68 

ARE INTERNATIONALLY ADVERTISED 
famous since 1837 









member jewelry stores. 

The conclave, held in Atlanta during 
the early part of August, featured dis- 
cussions of the supply situation and 
fashions by designer Morrell and A. S. 
Perry. Mr. Morrell also predicted that 
Atlanta would soon be the Southern 
jewelry center. Its style conscious citi- 
zens and its manufacturing facilities, he 
demand for South African rough is 
South’s jewelry hub. 
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UH AA Convention This Month to 


Feature Many Eminent Speakers 


Outstanding authorities in the horo- 
logical field, in Government and _ busi- 
ness, will take the floor at the national 
convention of the United Horological 
Association of America on October 19 
to 21 and tell the nation’s watchmakers 
what io expect in the year to come. 


The convention, first to be held since 
the war, will be held at the Hollenden 
Hotel, Cleveland, Ohio. The tentative 
program, as prepared by Executive 
Secretary-Treasurer Orville R. Hagans 
and his committee, is given below. 


| 
| 
| 
! 
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UHAA Convention, Tentative 
Program 


FRIDAY—OCTOBER 18, 1946 


(Pre-Convention Activities) 


12 Noon —Executive Board Luncheon 


1:30 P.M.—Executive Board Meeting. 


3:30 P.M.—Pre - Convention Committees 
(Accrediting, Officers, Schools, 
Promotion, Research, Social 


and Greeters.) 


5:30 P.M.—Dinner (All School Officials 
and Executive Board) Pres- 
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Established 1931 


Se 
FULTON WATCH CRYSTAL CORP. 
121 Fulton Street ¢ New York 7, N. Y. 











entation of School Better 
Program and exchange 4 
views of all schools. 

6:00 P.M. to Midnight — Exhibitor's er 
tion of Booths & Displays, is 


SATURDAY—OCTOBER 19, 1944 


Pre-Noon —Registration and accreditin 
of delegates; assignment a 
accommodations. 

12 Noon —Get-Together Luncheon. 

1:30 P.M.—Official Opening of Conven. 
tion—President Nooyen, 

1:45 P.M.—Address of Welcome —Hop 
Thomas Burke, Mayor of the 
City of Cleveland. 


2:00 P.M.—Report of Executive Secretary 
and Treasurer. 

2:30 P.M. —Report of State Delegates, 

3:30 P.M.—Report of Standing Commit. 
tees. 

4:00 P.M. —Report of Schools. 

4:45 P.M.—Assignment of Committees. 

5:00 P.M.—Adjourn for Dinner. 

8:00 P.M.—Reconvene. Discussion of Ng. 


tional Program. Speakers from 

Trade Papers; Speakers from 

Schools; Speakers on Issues 

Confronting All Horologists, 
9:30 P.M. —Adjourn. 


SUNDAY—OCTOBER 20, 1946 


10:30 A.M.—Reconvene. 
Speakers on Markets and Ma. 
terials; Schools; Licensing 
Boards; Watch Companies; 
Government Officials. 

12 Noon —Adjourn for lunch. 

2:00 P.M. —Reconvene. 

: Reports of Committees. 
Presentation of Resolutions. 
Presentation of New Programs 
and Rules. 
Discussions. 
Prominent Speakers. 

5:00 P.M. —Adjourn. 

6:30 P.M. —Banquet. 
Fntertainment. 
Prominent Speakers. 


MONDAY—OCTOBER 21, 1946 
9:00 A.M.—Local, State and National 


Promotion. 

Legislation. 

Business Session. 
Election of Officers. 
Installation of Officers. 
Selection of 1947 Convention 


City. 


-_— —_—— 


Swindler Operating With Stolen 
Credentials in Chicago Area 


Henry S. Marshall, a retail jeweler, 
Asbury Park, N. J., had _ his wallet 
stolen in Buffalo, N. Y., about one year 
ago. This wallet contained his creden- 
tials anc other private papers. 

Recently a man has been operating 
in Chicago, Ill., and has swindled one 
or more parties of valuable merchandise 
by claiming to be Henry S. Marshall 
of Asbury Park, N. J., and presenting 
the stolen credentials of Henry S. Mar- 
shall to identify himself. 

Jewelers are warned to be on the 
lookout for this man, and if he appears 
in your store refuse him any credit 
‘and notify local police of his presence 
in your store and of his past activities. 
Also notify Pinkerton’s National De- 
tective Agency, Inc., Suite 701, 209 W. 
Jackson Blvd., Chicago, [Il. 
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Preserve Your Price 
records Until Next July, 


1s OPA Warning 

Manufacturers, wholesalers and _ re- 
tailers, and all other persons required 
under price control regulations to have 
kept records must preserve them until 
July 1; 1947. i 

This action was taken in order to e 
able OPA to carry on the powers and 
duties directed to it under the executive 
order signed by President Truman on 
June 30. 

The executive order authorized OPA 
to continue all the functions, powers 
and duties vested in it by the Emer- 
gency Price Control Act of 1942 as 
amended, and the Stabilization Act of 
1942, as amended, which did not ter- 
minate by expiration of those acts on 


June 30. 


DON'T BURN BOOKS 


The Emergency Price Control Act of 
1942 contained a section providing that 
all regulations, orders, price schedules 
and requirements shall be treated as re- 
maining in force for the purpose of 
sustaining any proper suit, action or 
prosecution witlr respect to offenses com- 
mitted or rights or liabilities incurred 
on or before June 30. This action as- 
sures OPA that all records, books, ac- 
counts, invoices, sales lists, sales slips, 
orders, vouchers, contracts, receipts, 
bills of lading, correspondence, memo- 
randa or other papers required to be 
kept under price control will be pre- 
served in keeping with the continuation 
of its enforcement duties for violations 
committed before June 30, 1946. 


eee ee 


Discrimination in Buying 
ls Growing, Says Wallace Exec. 


Commenting recently on the present 
outlook for silverware sales in general, 
Donald W. Leach, vice president and 
general sales manager of Wallace Silver- 
smiths, said: “I'he demand for silver- 
ware, both sterling and plate, is ex- 
pected to substantially exceed the sup- 
ply during the balance of 1946 and very 


DONALD W. LEACH 





likely during the greater portion of 1947. 
There is evidence already available, how- 
ever, to indicate a progressively greuter 
selectivity on the part of both dealers 
and consumers, Buying is no longer be- 
ing dune on a basis of ‘let come what 
will so long as it is something to sell.’ 
Quality, price and design are again of 
real importance and the better known 
nationally advertised lines are fast re- 
gaining their normal positiun.” 


FOR OcToBER, 1946 





Lids Off Imported 
China & Glassware: Also 
Etched Domestic Glass 


Imported china and glassware were 
suspended from price control late last 
month in a sweeping action by OPA 
which completely revised the list of 
goods under the Maximum Import Price 
Regulation. The order applies only to 
imported goods and has no effect what- 
ever on domestic production of china 
and glass. 

Also recently released from price con- 
trol were cut, engraved and etched 
glass for serving and utility purposes. 
Sun goggles, lenses and cases have also 
been released from price control. 











FOR THE MEMO PAD 


October 

6—New Jersey Watchmakers Conven- 
tion, Essex House, Newark, N. J. 

6-8—Florida Watchmakers’ Annual 
Convention, St. Petersburg, Fla. 

7-11—Philadelphia Gift Show, Con- 
vention Hall, Philadelphia. 

19-21—United Horological Association 
of America, Annual Convention, Hollen- 
den Hotel, Cleveland, Ohio. 

20-25—-All South Florida Gift & Art 
Show, Hotel Hillsboro, Tampa, Fla. 


November 
17—New Jersey RJA Annual Conven- 
tion, Essex House, Newark, N. J. 
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a Gov. John O. Past 
Leon Williams of Jewelry Workers |. E. Fogarty, the ferent Bee aa 





. Speakers 
the evening, added their pra; of 
Union Honored at Testimonial Dinner company and its management, “There 



















































ernuor stated that Mr. Mayo ty 





Nearly five hundred persons attended had to assemble with the president of “ae Pig Pifies the 
a testimonial dinner seedeved l.eon Wil- a company on one side aa a union toes ng es oe that State exer. 
liams, general president of the Inter- leader on the other. Edmund C. Mayo, Suiiete cain a tae 
national Jewelry Workers Union of New president of the Gorham Manufacturing Bi. A ina dition . ' Go wonderfy) 
York, sponsored by the Amalgamated Co., was praised by Devine and _ the Nedra, 2 of eee - nadie to the 
Silver Workers, Local 31 of the Gorham state and national leaders. ell halos *. ] “we SnOps he termed 
Manufacturing Company. In his address to the union members, Shaded his . rani He also men. 

The affair, held at the Gorham Casino Mr. Mayo said that he has great con- undreds of union mep. 
in Providence on Sept. 21, attracted rep- fidence and trust in Leon Williams, and 
resentatives of the state and national that his word was his bond. “It has been 
government, industrial and _ labor pleasant to work with Leon Williams, 
leaders. a fair minded man who realizes man- 

Arthur Devine, President of the R. I. agement is between several fires.” 

State Branch, AFL, was the toastmas- “Teadership in union affairs is as im- 
ter. He stated that it was the first op- portant as leadership in management,” 
portunity as a labor leader that he has | Mr. Mayo added. 





LEON WILLIAMS | 





bers that the president of their cop. 
pany once carried a union card, 

Capt. Hugo Rogers, president of the 
Borough of Manhattan, commented op 
the role Williams has played in the 
jewelry industry. He reviewed Williamy 
record as a labor leader and the great 
strides that have been made because 
of his efforts in the industry. Capt. 
Rogers said that Mr. Williams has 
i Bs given twenty-five years of free service 
Se Ba to the jewelry worker. 









the fabulous, re-creates 





the Fabled Characters of : Soe Williams, the last of the speakers, 
¢ th, AL . Se pa added his praise to Mr. Mayo and told 
Vakesfiear € in the = a the union members that only because 


of Mr. Mayo “have we been able to 
establish proper labor relations and 
make gains for you.” He added that 
when Mr. Mayo came into conference 
he came “not with a chip on his shoul- 
der, but with his head on his shoulders 
and that is how we have established the 
proper relations.” 

“We have never had to resort te 
strikes or lose an hour of production,” 
Mr. Williams said. 

Williams was presented a set of Gor- 
ham sterling silver as a token of appre- 
ciation of the local members of his 
union. 

Walter Mullins, former president of 
the local union, was chairman of the 
affair. 





years most inspired 














costume jewels 


Shakespeare’s immortal heroes: 
and their glamorous ladies == 
in gold on sterling, 

lit with rhinestones: 
Nationally 

Advertised in Color 

to the “Actress in 

Every Woman’... 


in Glamour, Fascination : 
i. S : : August Sales Up 25 Per Cent 


and New York Times 
Magazine. 
ee =<¢ | Over Last Year's, Says Census 


Luxuriously Gift Boxed! 


O d N ae f E COREE ONE EE efe 
rder Now or sceage =| Bureau Report on Retailing 


sensational Christmas Oe oe 9 


if 3 ' Speen S Despite the gloomy predictions of 

Business: pany some members _o the trade, jewelry 
> sales continue to rise month by month. 
| The latest report from the Bureau of 
the Census shows that sales were up 
25 per cent during August as compared 
with August of 1945. Not only that, 
but August sales were also 11 per cent 
over July sales. 

Over-all change in. retail sales was 8 
rise of 83 per cent during August. This 
is the first time that the average change 
has been much higher than the jewelry 
change, indicating that other fields are 
catching up on production and are 














Othello 




























Desdemona § 9 4 


| ( (), 
303 Fifth Avenue, New York 
therefore in a better position to bid 


1105 Commerce St., Dallas * 989 Mdge. Mart, Chicago 73 [| for the consumers dollar than they wert 
643 S. Olive St., Los Angeles last year. 






Hamlet 
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Marriage Rate Rising 

gut Divorces are Fast 
Catching Up to Weddings 
elers are always interested 
| arriage rate, it seems only rea- 
7 age a that they would «dso 
aed something to think about in the 
aaiaree rate. The facts and figures on 
divorcees are herewith presented. 

The Federal Security Agency last 
month released its first national report 
on divorces, revealing that 502,000 di- 
yorces were granted in 1945, or 25 per 
cent more than in the preceding year, 
which also was record breaking. Mar- 
riages, though high, stood only 11.4 over 
last year. Total marriages were 1,618.- 
331 so that quick calculation will re- 
veal that there was one divorce for 
every three marriages last year. 


Since jew 


g00M PERIOD 

During the last nine years both iar- 
riages and divorces have been going 
through a boom period. Rates for both 
rise with prosperity, it was explained, 
including the prosperity engendered by 
the war. Statistics showed, however, 
that divorces maintained the steadier 
increase. From a comparatively low 
rate of 1.9 for every 1,000 po~ulation 
in 1937, divorces rose from 193! on, 
reaching 2.9 in 1944 and 3.6 in 1945. 

A general rise in marriages beginning 
in 1937 reflected the country’s economic 
recovery from the depression, during 
which the marriage rate had fallen to 
its lowest ebb since 1887 when statis- 
tics were first gathered. In 1932 there 
were only 7.9 marriages for each 1,000 
population. Part of the increase in 
marriages during the last nine years 
was attributed to large numbers “tht 
were, in effect, postponed from th: Gde- 
pression period.” 

The report linked the marriages 
that took place in 1945, the first post- 
war vear, with immediate causcs of pros- 
perity and demobilization. During the 
first two quarters of 1945 there were 
fewer marriage licenses issued than in 
the first half of 1944, but in the third 
and fourth quarters there were rises of 
nd per cent and 35.9 per cent respec- 
tively. 


The FSA report indicates that the 
number of veterans getting married is 
still on the increase and figures for the 
larger cities for 1946 show that the 
trend is continuing. 


The South and West have led other 
parts of the countrv in marriage rates, 
with the South leading six years out of 
the last nine. The West provided the 
highest annual rate for any region, when 
it reached 13.5 marriages for each 1,000 
population in 1942. 





Maine Rejects Jewelry Tax 


The people of the state of Maine have 
rejected a proposed 5 per cent tax on 
luxuries which had already been ap- 
proved by the state legislature. 


Although the legislature had passed 
a bill which would add 5 per cent to the 
already heavy tax on jewelry and other 
so-called luxury items, the people, in 
~\inig ape on the measure, voted it 

n, 
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"Unless Industry Produces More 
Right Away, We Will Be Faced with 
An Economic Depression Next Year" 


A severe economic depression is in- 
evitable unless American industry 
achieves production adequate to meet 
demands in the future, according to Leo 
M. Cherne, executive secretary of the 
Research Institute of America. 

Speaking before the New York Credit 
Men's Association recently, Mr. Cherne 
declared, “This is our last chance. Seme- 
time within the next six to nine months 
we've got to come to grips wita pro- 
ductivity so that output can be brought 
in line with prices and wages ulready 
far out of line. 

“If this is not done we face the most 


acute demand for inadequate supply, the 
most unbridled speculation in raw mate- 
rials and the prospect of virtually a9 
goods going to market. Morcover, we 
shall witness an extraordinary number 
of consumers unable to purchas: what- 
ever trickle is offered in the market. In 
short, we shall definitely be in the 
‘bust’ phase of the ‘buom and bust’ 
cycle.” 

“Management,” he said, “is faced 
with the choice of leveling off and sus- 
taining current high price structures or 
letting them spiral for another three or 
four months and then confront the 
‘bust.’ ” | 

“In far too many cases,” he declared, 
“management’s left hand has heen ac- 
cumulating inventories while its right 
hand has been advocating productivity.” 











_.. what's NEW! 





Many Others 


1847 Rogers Plastic Trays 
Bros. Manning Bowman WHAT'S NEW... 
Community Electric Appli- really means some- 
Wm. Rogers & ances thing at J. WwW. John- 
Son son, Inc. That's why 
mee one Rand _jewelers from coast to 
— — coast have come to 
Seth Thomas Plated Hollow- depend on J. W. John- 
Wesielion ware son, Inc., to have 
] what's NEW when it's 
Warren Telechron Lr oA a new, exciting, sales 
McClintock the Speidel producing and 
Jewelers Clock = Iskin a money-making item. 
R by-Bend So... as always... 
regents Se look to J. W. Johnson, 
Dresser Ware Gemex Inc., for what's NEW 
’ Glass Cheever-T weedy . «. while it's NEW. 
Tiffen Heller Pearls 
Silver City Ciftware 
atic And, of course, those 
Viking Desk Sets old - headline shuns 


of which are also 
listed herewith are 
stocked by J. W. 
Johnson, Inc. 


- J, W. JOHNSON, Inc. 


& 


J. W. Johnson, Inc., Silversmiths Bldg., 15 Maiden Lane, New York City 
Wholesalers of Watches, Clocks, Jewelry, Giftware, Silverware 
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Veterans are Rebuilding their Lives at 
Watehmaking Schools, Says VA Report 


The fine work being done for veterans 
in the country’s watchmaking schools is 
never so amply illustrated as when we 
read of the actual stories of the ex-GI’s 
who are rebuilding their lives through 
the schools. These personal histories, 
supplied by the Veterans’ Administra- 
tion, tell better than a page of statis- 


tics, the story of watchmaking and the . 


wounded veteran. 

“The hands of Louis Buentello of San 
Antonio, Tex., are big and knotty. For 
many months during the war they held 
a rifle until he was riddled by a Ger- 





man burp gun near St. Lo, France. He 
nearly died from his wounds. 

When he was discharged, he decided 
to enter the Cranford School of Watch- 
making in San Antonio to learn watch 
repairing under the Public Law 16, 
which provides training for disabled 
veterans. “At first my hands were 
awfully big compared to those little 
watch parts,” he said. 

Before long, he felt at home with 
watch parts. He is scheduled to grad- 
uate within a month and plans to open 
his own watch repair shop. 
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SALAD BOWL WITH STERLING SILVER FEET 


$ 9.00 
$10.00 


9” diam. 
10°’ diam. 


li” diam. 
12” diam. 


$11.00  . 
$12.00 -. 


MATCHING SPOON AND FORK SET WITH 
HANDMADE STERLING SILVER HANDLES 


ee : All sizes $8.75 _ 
| HORS D'OEUVRE PLATES WITH 5 COMPARTMENTS, 


SILVER FEET. 


$ 8.00 


15° ROUND PLATE WITH EXTRA SIZE SILVER FEET 
: $16.25 , . 


In addition to items illustrated, we offer a wide selec- 
tion of mahogany trays, bowls and novelties, both inlaid 


&nd plain. 


Pave Runertcan Banter Co. 








Thomas S. Pennington 
state patrolman bolas hed 
Navy. He saw 20 months of actiop ; 
the Pacific before he was given a ey 
cal discharge in April, 1945. — 

His disability prevented him fr 
rejoining the police force, so he Pac 
to San Antonio and joined the Car 
ford School. He, too, hopes to Prien 
the watch repair business when he 
graduates. 

One veteran who finished 
in January went to Albageieant ey 
where he took a position in a jewel ’ 
store. “I have averaged $250 to a5 
a week since I started to work” he 
wrote. 

Albert DeShaw was a B-17 pi] 
was shot down by German fighters fia 
Leipzig and interned in a prison cam 
for ten months before he was freed } 
the Russians. He was discharged from 
the AAF for disability. 

He says, “After I finish this course, 
I’m going to study jewelry repair, | 
hope to make the most of this oppor. 
tunity.” 

Nearly 200 World War II veterans, 
half of them disabled, are learnin 
watchmaking and repairing at the Crap- 
ford College of Watchmaking. 

The school has been approved by 
Veterans Administration to offer train- 
ing to able bodied veterans under the 
G.I. Bill, and to disabled veterans under 
Public Law 16. 

Students usually require a year to 
complete the course. Jewelry repair * 
instruction takes eight months and en- 
graving stretches over four months. 


. 3 Texas. 
JOined the 





NEW SCHOOL 





This is the Tampa Horological School where 
60 civilians and Gl's are studying watch- 
making. Opened last January, the school 
was planned back in 1941, but the war in- 
tervened and President James A. Essar put 
his plans forward five years. The school's aim 
is to give its students a good foundation, 
to which is added actual experience at the 
bench. Tampa Horological is looking to the 
future with plans to educate men through 
the state rehabilitation programs. 


- er 


Birks Named in List of Royal 
Honors as Commander of the Most 
Excellent Order of the Empire 


W. M. Birks, chairman of Henry Birks 
& Sons, I.td., Canada, was named in the 
recent list of royal honors, when His 
Majesty the King created him a Com- 
mander of the Most Excellent Order of 
the British Empire. 

He is also a freeman of the City of 
Iondon and a liveryman of the two 
ancient City Guilds, the Worshipful 
Company of Goldsmiths and of the 
Clockmakers. In Canada, he is the Senior 
Governor of McGill University. 
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tion of Discount Rates Would Be Required | General Wage Increase of II!/o¢ 


Publica Among Factory Workers Reported 





Under Bill Being Prepared by Senator Patman by Bureau of Labor Statistics 
: . D. The recent conference on _ retailers’ Wages in manufacturing industries 

mop vagy gp eke Lo problems by national retail associations have Seanad 11% cents an hour since 
oo ~ Ss all Business, plans an with the Office of Small Business branch V-J Day, according to a recent report 
Committee ood ~y campaign ’ beginning of the Department of Commerce brought by the Bureau of Labor Statistics. In 
active legislative f the 80th Congress out this point rather forcibly. One of industries where increases have been 
oo pdm the welfare of the conferees referred to the cutthroat granted the rate of increase reached 
in January to Pp anainalibe He has a competition and the need for fair trad- 144% cents an hour. 
me rat tit i mind which will be ing on the products of manufacturers, About one-fifth of all factory work- 
tS ee ott on convening of the Chairman of the House Small Busi- ers did not share in the general upward 
introduced aces’ fins of which. is to ness Committee added. He also ex- wage adjustments during this period, 
the ar —s “centlemen’s agree- pressed the view that this would pro- it was reported. About 20 per cent of 
eliminate so-cal® AE, secant for big mote the profit motive more equitably, the workers were affected by general 
ments ona dill so essential to the general economic wel- increases of less than 10 cents, a similar 
—— ¢ which fare, and at the same time spread proportion received 10 cents to 15 cents 

The Robinson-Patman Act, of w nd prosperity and employment more wide- and some 28 per cent received 15 cents 
he is co-author, provides that prices an ly throughout the United States. to 18% cents. 


services must be based on “proportion- 
ally equal terms.” While discriminations 
in either prices, terms, or services are 
prohibited under this law, “I am 
aware,’ he said, “of the fact that this 
law is being evaded through secret un- 
derstandings between certain large sell- 
ers and certain large buyers. It is my 
intention to plug this loophole.” 





ALL BUYERS EQUAL 


This will be accomplished through a 
bill, he said, which will require sellers 
of any commodity in commerce to make 
known to all customers their quantity 
discounts, prices and other terms to 
make them available under the same 
conditions to all buyers. With these 
openly declared under the law, the 
Texas Congressman asscrted, the secrecy 
which has been followed in too many in- 
stances will be declared illegal. 


ABOLISH FAVORITISM 


Distribution, he points out, has be- 
come an increasing factor in this coun- 


try and favoritism, as it has existed to 

the benefit of the big distributors, has Beaded Edge 

reacted to the detriment of the smalle1 ; 
merchants over the country. The impor- BON BON Wy i ms | 
tance of safeguarding the smaller dis- 

tributors is shown by the fact that em- (diometer 5%’) 

ployment in distribution over a period 


of more than 50 years has been on the Order this excellent gift item that 
increase and represents about 47 per sells on sight. Appeals to every- 


cent of the total as between distribution, 
agriculture and manufacturing. There one. A fast moving item moderately 


should be more distributors in place of | priced for volume turnover, big 
concentration and monopoly. profits to you. Displayed anywhere 


— sells quickly. 
PRICE BIGGEST FACTOR 


T == t . . . 10 D ° 
“Small distributors want no umbrella neg a tail = $485 
through legislation, neither do they want © Rated Relailers . . . .« 
their larger competitors to be favored Sterling and Silver Plated hollow ware price list on request. 
with a discriminator rice umbrella,” . 
As 7 Western Office 


said the long-time champion of small 
business. ‘ “Economically, from the Concord Merchandise Company of California, Inc. 


standpoint of operating costs, they have 206 So. Spring Street * los Angeles 12, California 
the advantage of $2.51 lower expense on 
each $100 of sales in 39 out of 44 differ- 
ent types of retailing compared with 
chain stores and mail order houses.” 


“Their disadvantage, therefore, lies 
only through price discrimination by : 0 KiCO } 
a their larger competitors have been | . 
able to grow. These discriminations take | | 
various forms such as advertising allow- MERCHANDISE COMPANY 
ances, free goods, excessive quantity 


discounts,” Mr. Patman adds. “Through 
the elimination of these illegal discrim- 











15 MOORE STREET Silverware 


inations the smaller dealers in the cities, NEW YORK 4, N. Y. 
rural districts and crossroads will be able 
to more than hold their own.” 
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Findings °¢ Material 
Jewelry Boxes ° 
Supplies 





WE SELL ONLY GENUINE 
ELGIN, HAMILTON 
WALTHAM, GRUEN 

MATERIAL 

















Tools 





FIRST AID 
for 
Watchmakers 
and 
Jewelers... 








Our Material 
Denartment 














JOS. B. BECHTEL & CO., Inc. 


Wholesale Jewelers 
Established 1894 
729 SANSOM STREET 
PHILADELPHIA 6, PA. 
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OPA Publishes Brief Set of Rules Regarding Deconiro} 
Procedure to Be Followed by Industry Advisory Groups 


The Price Decontrol Board has pub- 
lished a brief set of rules designed to 
expedite handling of decontrol petitions 
appealed from adverse rulings of the 
Office of Price Administration or the 
Department of Agriculture. 

The rules provide that a hearing by 
the Board will be held approximately 
15 days after the Board receives an ap- 
peal by an Industry Advisory Commit- 
tee. and that a decision will be given 
as quickly as possible after the hearing. 

These procedural regulations are re- 
quired by the Price Control Extension 
Act of 1946. In announcing them, Chair- 
man Roy L. Thompson said: 

“We believe it is one of the Board’s 
functions to act as expeditiously as pos- 
sible in reviewing adverse decisions by 
OPA and the Department of Agricul- 
ture. The increased production which 
the country needs will be helped by 
reaching a final decision as promptly as 
possible. Any industry seeking price 
decontrol naturally will tend to hold 
back until a final decision is made. 

“Decontrol procedures therefore should 
be set up to provide answers as quickly 
as possible. This obviously does not 
mean that decisions should be made in 
the absence of facts. But it does mean 
that delays should be avoided as far as 
possible and procedures geared so that 
goods will be sold. We believe these 
procedures will help accomplish that 
ob iective.” 

The filing of a petition for review 





GIA Offering Evening Resident 
Courses to be Held in New York 


A course in gemology which was to 
have been given-in New York by the 
Gemological Institute of America this 
fall, has been postponed indefinitely be- 
cause of difficulties in getting a suitable 
location. ‘The course had been slated 
to start September 26 in the rooms of 
the 24 Karat Club but building restric- 
tions stymied the plans for the time 
being. 

The instructor is Dr. Ralph Holmes, 
well-known staff member of the Geology 
Department of Columbia University, 
who has just returned from three months 
of resident work at G. I. A. laboratories 
in Los Angeles where he instructed in 
the G. I. A. summer school. 

Prerequisite for admission ‘is enroll- 
ment in the Gemological Institute of 
America correspondence course No. 012. 
The resident course is supplementary 
to and correlated with correspondence 
course No. 012 and is designed to pro- 
vide first-hand instruction and _ visual 
demonstration for those who wish to 
have a thorough mastery of fundamental 
gemology. 

At each of the 17 evening meetings, 
two lessons of Course No. 012 will be 
covered. Included will be a _ lecture, 
a demonstration and a general discus- 
sion. Students will be helped with their 
individual problems; all basic gem test- 
ing instruments will be demonstrated 
and their use described in full. 

The resident course is not available to 
Veterans without cost under the G. I. 
Bill of Rights as are the G. I. A. cor- 
rspondence courses and resident courses 
“ A,” “RB” and “C.” 


must be approved by a majori 

of the Industry Adyjsory ‘Conan 
taken after the adverse decision of th 
Price Administrator or the Secretar . 
Agriculture. This vote may be Me 
either at a formal committee meeting 
or by mail, at the option of the Indust 
Advisory Committee. Details are egp. 
tuined in the 2nd Revised P.R. 13, which 
governs the conduct of the OPA Indy. 
try Advisory Committees. OPA- yi: 
issue this revision shortly. 

The taking of such a vote will serye 
to notify the industry generally of the 
contemplated action. Furthermore, j 
will give the committee an opportunity 
for formal consideration of the reasons 
for denial of its petition by OPA 9 
Agriculture, and will give advance notice 
of an appeal to all interested parties, 

The vote-taking provision does not ap 
ply to appeals taken after the Price 
Administrator or the Secretary of Agri- 
culture has failed to act on a petition 
within the prescribed time “limit. 

The Board regulations permit the §j- 
ing of written arguments for or against 
decontrol not only by the parties to. the 
proceeding, but also by minority mem- 
bers of the petitioning committee, by the 
Labor and Consumers Advisory Com- 
mittees of OPA, and by any Industry 
Advisory Committee of OPA, and by 
any Federal or State Government 
agency. Oral arguments will be. pre- 
sented at the Board hearing. 
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COLONIAL REPRODUCTIONS | 
AT THEIR BEST 
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Leading jewelers in the Fast are de- 
lighted with the splendid acceptance 
which their customers have accorded 
to these “AUTH-ANTIQUE” tepro- 
ductions of colonial brass candleé- 
holders. Cast from rich brass, polished 
to immaculate perfection, they are 
masterpieces to own and cheri:h. Re- 
tail prices from $9.00 to $20.00 pair, 
attractive trade discounts, immedi- 
eo Write for cutalog 


THE EXETER BRASS CO. 
: Established 1865 
EXETER, N. H. 
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Northwest Holds First Jewelry, Accessories Show in 
Seattle, Washington, with 1500 Registering for Event 


the Pacific oy abe 

andbag and Fashion Ac- 
oe ee, held fn Seattle, August 
esto 22 has assured its continuance on 
agi My scale. ‘The event, held in con- 
Pov 0 with the Gift, Toy and House- 
ives Show, was attended by about 500 
of the 1500 dealers and buyers register- 
ing for the combined events. 

Mrs. Kay Leber, show manager, an- 
nounced that a committee will be named 
shortly to make plans for the February 
shows. Jewelry exhibitors will be rep- 
resented on this committee, which will 
also consider the possibility of having 
the jewelry event on separate dates from 
the other showings. 

The Jewelry and Fashion Accessories 
exhibits were housed in individual dis- 
lay rooms in the New Washington 
Hotel, while other exhibitors in the gift 
and housewares lines were located in 
the Olympic Hotel and Civic Auditorium. 
Show hours were from 10 a. m. to 9 
p. m. daily. 

Buyers were more selective, looking 
for the better quality merchandise, and 
carfully checked exhibits before making 
selections, exhibitors observed. Greatest 
interest. was shown in chatelaine pins 
and earrings to match, sunburst pins, 
check-stones. Predominating throughout 
was the “back-to-the-period” trend, em- 
phasizing fine detail and authentic re- 
production. 


Success of 





Gold Output Up 21 Per Cent 
Says Bureau of Mines Report 


An increase of 21 per cent in output 
of gold in July was brought about 
chiefly by the resumption of copper 
mining, after a 5-month strike, at the 
Utah Copper Co. property in the Bing- 
ham district, Utah, where gold is a by- 
product, and to gains in Alaska follow- 
ing the seasonal resumption of mining 
in that area, according to the Bureau 
of Mines, United States Department of 
the Interior. The over-all increase 
would have been even greater but for 
declines in some other important gold- 
producing areas such as Nevada and 
Idaho. An important event was the 
closing on the first of July for an in- 
definite period of the Empire Star mine, 
for many years one of the 25 leading 
gold producers in the United States and 
located in the Grass Valley-Nevada City 
district, California. Rising costs and 
difficulties in recruiting an efficient work- 
ing force were given as reasons for the 
closing. 

The decrease in gold production in 
Nevada was largely because of decreased 
output by the Kennecott Copper Corp. 
ad Consolidated Coppermines Corp. 
in the Robinson district, White Pine 
County, and Copper Canyon Mining Co., 
Battle Mountain district, Lander County. 
Idaho’s decline was due to a smaller 
output of gold from the Yellow Pine 
Mine at Stibnite, Valley County. In 
Oregon, where a continuous* rise had 
been in progress, the decrease in dredge 
output at some properties more than 
offset a gain at others. Arizona’s output 
rose because strike settlements at the 
end of June brought additional proper- 
ties into production in July. 
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As usual in this section, much interest 
was shown in costume jewelry with a 
cowboy and Western theme. Coming 
in also for a good share of sttention 
was the Zuni and Navajo Indian tur- 
quoise pieces. Glass jewelry, with natu- 
ral color pins and earrings of tigerlilies, 
daisies, orchids and pansies also attract- 
ed much comment. 

The show was presented by the West- 
ern Merchandise Exhibitors Association 
of which Mrs. Leber is manager. L. J. 
Leber supervised display setups, and 
office details were handled by Miss Mil- 
dred Sperry. Publicity for the event 
was handled by Olive MacDonald. Asso- 
ciation offices are 13855 Market St., San 
Francisco. 














| 


Pennsylvania Gemologists Hear 
Lecture on Asterism in Sapphires 
By Member of Academy of Science 


A lecture on the cause of asterism 
in star sapphires by Dr. Samuel Gordon 
of the Academy of Natural Sciences of 
Philadelphia was the feature of the Sep- 
tember meeting of the Eastern Penn- 
sylvania Guild of the American Gem So- 
ciety. 

At the meeting, which was held on 
September 19 in the Academy Building, 
officers were elected for the coming year. 
The new president is C. L. Thomas, CG 
of Kennett Square, Pa. Other officers 
are: Fred Muth, Jenkintown, Pa., vice- 
president, and William T. Collison, Rut- 
ledge, Pa., secretary and treasurer. 

















WE WILL PAY 


Crk 


FOR YOUR 


JEWELRY STOCK 


HIGHEST PRICES PAID 


No transaction too large . . . none too small 


% We are expanding 


.. . We are not auctioneers. 


We'll buy your stock and fixtures as a going busi- 
ness and continue operation of the store or we'll 


buy any part of your inventory. All inquiries strictly 
confidential and our representative will call at your 


convenience. Bank references furnished on request. 


08 5.6. @ On ONS sO OM 


~ 


N se 
Coast to *y 
Operation 


Phone CHerry 5811 


or wire at our expense! 


234 EUCLID AVE...CLEVELAND 14, OHIO 
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ATTENTION 
JEWELER 
BMPLOYEES 


Do you know you are 
wl Rass : 
«a « eligible to insure your 











home with this mutual 
company — and save 
40 per cent? 


We write fire insurance 
for the entire jewelry 
industry — manufacturer, 
wholesaler, and retailer, 
including the homes and 
home furnishings of all 
employees. Thus you can 
enjoy the same 40% divi- 
dends we have been 


paying our commercial 
policy holders. Protection 
covers fire, windstorm, 


hail, explosion, aircraft, 
vehicle, smoke and riot. All 
claims are promptly and 
equitably settled. 


Coupon below will bring 
you full details. No sales- 


man will call. 


EN RI DO 





NATIONAL JEWELERS MUTUAL FIRE INSURANCE CO. 
i 104 E. Wisconsin Ave. Neenah, Wisconsin 








| Please tell me how I can save 40% on fire 
| insurance. My present policy expires: 


i (give date) 








| STREET 





| 
| 
| NAME | 
| 
| 


CITY STATE 
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Watch Importer Discovered What Made Goering Tic 
.As Interrogator at Nazi War Criminal Trials 


Although only 27 years of age, 
Howard Steven Strouth has played an 
important part in contemporary history. 

A member of the Ora Watch Co., 
New York import-export firm, he has 
just returned from Nurnberg where, as 
a major in the Intelligence Corps, he 
conducted pre-trial interrogations of all 
but three of the Nazi leaders and, dur- 
ing the course of the trial, served as 
a witness for the prosecution. 

Born in Europe, Mr. Strouth was 
educated in Germany, France, Italy 
and England. As a result he speaks 


HOWARD S. STROUTH 





languages 
When the war broke out in 
1939 he served in the French Army, 
was wounded and recuperated in south- 
ern France. Then he escaped to America 
by way of Spain. 

As a member of the American Army 


an incredible number of 


fluently. 


he became a U. S. citizen. He served 
with forces in the European Theatre 
during the war and, after VE Day, 
volunteered his services at Nurnberg. 
Because of his linguistic ability he was 
invaluable to the prosecution staff. 

Mr. Strouth’s personal opinion of the 
trials is, of course, colored by the fact 
that he played an important part in 
them. - However, he states flatly that 
“they are the best thing that has hap- 
pened since the armistice.” ~ 


GOERING WAS SLY 


Of all the war criminals, Mr. Strouth 
found Goering the most interesting. 
Possibly this was because Goering found 
Mr. Strouth almost unbearable. A crafty 
customer, Goering has, according to Mr. 
Strouth, a manner of getting around 
virtually everyone. A general, sent to 
interview him, ended up by being 
interviewed. This technique did not 
work with Mr. Strouth, however, and 
the failure of his technique maddened 
the ex-Reichmarshal. Even during the 
actual trials Goering time and again 
violently protested the presence of the 
young major who had interrogated him 
prior to the trial. On several occasions, 
Mr. Strouth relates, Goering understood 
his remarks in English and took violent 
exception to them. Mainly, Goering 
hated him because he “cut Goering down 
to his own size,” something the impres- 
sion-seeking German did not like to 
have happen. 

While in Europe after VE Day, 
Mr. Strouth had some opportunity to 
look around to survey the commercial 
picture. 

Of Germany, he reports, “While most 
of the toy and clock industry is de- 


stroyed, the government is try; 
this time to strengthen the crying . 
production and export these items t 
the U. S. in order to create a favorable 
trade balance enabling us to pay fos 
some of the unavoidable food my 
to Germany.” Mr. Strouth is now Sery- 
ing as an adviser to authorities in Wash- 
ington on possible German production, 
In Czechoslovakia, Mr. Strouth foyng 
imitation stones more expensive than in 
the U. S., and semi-precious stones in 
short supply. Prices on the latter, he 
found, were steadily increasing, There 
is a scarcity of regular merchandise, he 
reports, and government owned mills 
usually have merchandise of higher 
price and lower quality than the pri- 
vately-operated establishments, 
France, Mr. Strouth found, was able 
to export only textiles and wine and 
liquor. Jewelry, Roskopf watches, ete 
are practically unobtainable, he gaid. 





q James J. Kelly, formerly with the 
United States Time Corporation and the 
E. Ingraham Co., has joined the gales 
force of Joseph Bechtel & Co., wholesale 
jewelers, 729 Sansom St., Philadelphia, 
and will call on the retail trade in 
Philadelphia and southern New Jersey, 


q Julian and Alvin Mendel have opened 
a new jewelry store at Greensboro, 
Georgia. The new store is under the 
management of Arthur Mendel, a cousin 
of Alvin and Julian Mendel. 














Original 
Headquarters for ... 
Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 


Servicemen’s Bands Returned By 
Return Mail. 


SPECIAL FEATURE 


Bands Replated Like New for Addi- 
tional 50c at Time of Repair. 


PROMPT SERVICE 
JEWELERS SERVICE CO. 


““Specialiste*in Expansion Bands and Bracelets” 


355 So. Broadway 


Los Angeles 13, California 
Michigan 9966 TUcker 2968 
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Greve Store in Portland Now Unique 
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Carl Greve and Carl Greve, Jr., joint 
owners of the Carl Greve Jewelry Store 
in Portland, Oregon, premiered their 
enlarged and modernized store last 
month with a display of rare sapphires. 
Worth more than $100,000, the display 
included not only natural blue stones 
but yellow, purple and green natural 
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sapphires, mined and cut in India. 

The store, remodeled at a cost of 
$75,000, provides four times the space it 
did formerly. The interior counters, 
walls and furniture are finished in 
English hairwood. The fixtures were all 
designed by Carl Greve, Jr. and Pietro 
Belluschusi was the architect. The 
Greve watch shop is located above the 
store, the polishing shop below. Built 
into the rear of the display room is a 
jewelry vault said to be the largest 
in the city. 

Another “first” feature designed by 
Belluschusi is an aluminum awning, re- 
sembling a futuristic venetian blind, but 
scientifically constructed to provide 
shade from the direct rays of the sun 
at all seasons and hours of the day while 
at the same time admitting indirect 
light. 


Error Noted in Trade Mark 
Directory on Importers of 
Picard and Koehn Swiss Watches 


Our attention has been drawn to an 
error in the current edition of the Direc- 
tory of Trade Marks of the Jewelry 
and Allied Industries published by this 
company in 1942. 

Through some mix-up, the Ed Koehn 
and Lucien Picard brands of Swiss 
watches were listed as imported by 
Henry Blank & Co., Newark, N. J. 
This, Henry Blank & Co. inform us, 
is incorrect since they do not and never 
had handled those watch lines. 

They tell us that they have been re- 
ceiving correspondence relating to those 
items as well as returned merchandise 
of those brands with none of which they 
have any concern and have, therefore, 
asked that this notice be published in 
order to put an end to this situation. 

Unfortunately, it is not possible to 
give the name and address of the im- 
porter who does handle these brands, 
as we have been unable to discover who 
the firm is despite persistent inquiries 
on this subject. 
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STAINLESS STEEL 


TRIPLE 
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CHECKED 








Actual 
Size 


No guesswork ... you can determine 
the weight of a diamond, loose or 
mounted in a few seconds with the aid 
of the handy book included with each 


Diamond Gage. 
4 


Send Check or Money Order To 


GEM GAGE CORP. 


P. O. Box 6272 © NORTHWEST STATION 
WASHINGTON 15, D.C. 
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GENUINE RUBY GUARDS 


fishtail set all 
around in 14 


K Pink Gold. 
65-99 wer 


Per Pair 


Made to 
order 
sizes 4-9 





GENUINE ZIRCONS 


brilliant full cut 
BLUE OR WHITE 
approx. | Ct 
(Weight) 14K WHITE 
or YELLOW 


] ].00 NET 


SPECIAL 









RUBY-DIAMOND MEN'S RINGS 
OVER 100 DIFFERENT STYLES 
Write for Catalog 


HOUSE OF OLAND 


Manufacturing Jewelers 


65 NASSAU ST. — N.Y. 7, N.Y. 

















re FOR YOUR 
CONVENIENCE 


IMPROVED TOOLS 
FOR WATCH REPAIR... 


We have added to the completeness of 
our lines in our appointment as direct 
wholesale distributors of the famed LEVIN 
tools. Write for complete Information on. . 


Lathes © Poising Tools ¢ Calipers °¢ 
Pivot Straighteners and Polishers * 
Mevement Holders ¢ Carbide Graver 
Sets—and other Time Saving Profit Making 
aids. 


WATCH MATERIALS & 
JEWELERS’ SUPPLIES ... 


© Spring Rings in sterling silver and yellow 
gold filled. 
* Swivels in yellow and white gold filled. 
e Jump Rings in white and yellow. 
* 
WATCH CASES & DIALS TO MATCH 
& 


CABINET ASSORTMENTS 
WITH CHARTS 
¢ Hands ¢ Mainspring Cabinets 
¢ Jewels for American Watches 
¢ Swiss Stems © Crowns 
© Genuine Swiss Staffs 


WRITE FOR COMPLETE INFORMATION 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 
Wholesale Jewelers 
134 So. Sth St. Phila. 7, Pa. 
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Training for Jewelry Store Employes 
Vaeations Su 











ggested by GIA 





A class at the Institute relaxes a moment after studying light refraction in diamonds. The 
resident courses are designed for jewelry store employes who wish to broaden their 
knowledge of gems. 


Thirty-day vacations, during which 
jewelry store employes may _ study 
gemology, are being proposed by the 
Gemological Institute of America. 

Three resident courses, to be given 
at GlIA-headquarters in Los Angeles 
and designed as supplementary to the 
regular mail course, are the basis of 
the new plan. 

The courses are progressive in nature, 
each primarily designed to supplement 
a corresponding portion of the mail 
course. Thus, an ideal plan of study, 
says Executive Director Robert Shipley, 
is to complete one portion of the mail 
course every nine months, as per sched- 
ule, and then attend the supplementary 
resident course. 

Each course consists of a review of 
subjects contained in the corresponding 
mail course; visualization and demon- 


stration of such subjects not demon- 
strable in the mail course and actual 
laboratory instruction and practice in 
diamond grading and gem-testing on 
scientific instruments. 

All of these residence courses are 
available under the GI Bill of Rights 
and supplies are also provided for by 
the bill. For the three courses, plus 
instruments, the government deducts 
one year’s educational credit from the 
veterans’ educational entitlement. 

The courses, each of four weeks’ dura- 
tion, may be taken separately or con- 
secutively in groups of two or three, 
The next courses are_ scheduled for 
January, February and March, 1947, 
Further information may be obtained 





from the Gemological Institute of 
America, 541 South Alexandria Ave, 
Los Angeles. 





Students at work in the Gemological Institute's laboratory. Actual testing of stones &s an 
integral part of the course, which also includes lectures and demonstrations on the physical 
properties of gemstones. 
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4000 Clevelanders See “From the 
Dawn of Diamonds” Jewelry Exhibit 


jewelers, through the 24 made plans for additional promotions 
of this type to keep jewelry before the 
their first post war cooperative promo- public and thus meet the keener com- 
tion with the presentations of a dis- petition that is to be expected from 
lay of diamonds at the Palace Theatre other retailers. 


in Cleveland. 
The display, created for N. W. Ayer SHADOW BOX SHOW 


& Son, Inc., by Joseph Cornell, noted 
modern artist, is entitled “From _ the 
Dawn of Diamonds” and depicts mar- 
riage customs from early recorded his- 
tory to the present day. The exhibit 
consists of twelve of the three-dimen- 
sional “censtructions” for which Mr. 
Cornell is famous, each enclosed in a 
lighted shadow box designed so that 
the diamond engagement ring becomes 
the main point of interest. 





pen hye 


Yeveland 
se Gleb of that city, recently staged 


VALUABLE PUBLICITY 


The exhibit, according to Lewis I. 
Benway, president of the 24 Karat Club, 
attracted considerable attention in 
Cleveland. It is estimated that well over 
4000 people saw the exhibit. The press 
and radio helped publicize the exhibit 





with favorable comment. ar Shown at the New York preview of ‘From 
The real value of an exhibit of this the Dawn of Diamonds," the exhibit which 
kind, according to Clarence Moses, man- has had such spectacular success in Cleve- 


aging director of the 24 Karat Club, land, are Joseph Cornell, gifted artist who 

is that it brings jewelry to the attention designed and built the story-telling shadow | 

of the public. The publicity and dis- boxes, and Alma Kitchell, commentator. 

play emphasized jewelry by jewelers. ROYAL PEN 
The 24 Karat Club membership has 

given considerable thought to the co- 
operative promotion of jewelry, and 





FEATURING THE 


Jewelry Trade of Greater New York MULTI- CORNERED 
Organizes Fund-Raising Campaign 
For Inter-Religious Conference POINT 


was addressed by Rev. Dr. Clinchy, 


head of the national organization, who in time for 
told of the work of the conference, the Christmas business 


results it is accomplishing and stated 
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LAPIDISTS 


Specializing in 


BUFF TOP © FACETED 
CABOCHON 
SEMI-PRECIOUS & SYNTHETIC 
RUBIES * BLUE SPINELS 








Fifty of the leading men of the jewelry 
industry of the New York metropolitan 
area, representing all religious faiths, 
gathered for luncheon at the Waldorf 
Astoria Hotel on Tuesday, Sept. 24, to 
plan for the drive next month to raise 
the necessary funds to carry on the 
public-spirited work of the National 
Conference of Christians and Jews. 

W. Waters Schwab, who is chairman 
of the Jewelry Section of the Confer- 
ence, presided over the meeting which 
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BLUE AND WHITE SAPPHIR that these achievements have been so aane ee 
| E : ; The new Royal Pen is precision 
favorably regarded in other countries manufactured for the low priced 
that chapters oF seetions in thes nations |] Fal is patented, mul-corere 
{ : c + c ° ° ° 
Promp t Service world-wide. Leon Williams, president of af 2 ane toa oom 
the International Jewelry Workers ventional perpetual guarantee. 
Expert Workmanship Union, also made a stirring appeal for The Royal Pen features a wide 14K 
support of the work. gold band allowing for copious 
It was agreed that the best plan for engraving; a — — eins and 
fund raising would be a subscription comes attractively boxed. This is a 
EASTERN LAPIDARY, luncheon, and those present at the or- traditional pen from a reliable manu- 
N c ORP OR ATED ganization meeting pledged that each of facturer. 
them would work to secure the atten- Manufactured to Retail at 
dance at the luncheon of at least 10 = ee ee - 
Cutters of Semi-Precious Stones “ra, aes gh oda 
f To avoid conflict with other drives, it Distributorships Available 


was decided to hold the luncheon on one 
of the dates between November 14 and [ 
New York 27, N. Y. 19. The exact date was left open until Roya Pen 

it could be determined on which of those 

days it would be possible to obtain ac- Manufacturing Corporation 


Telephone: ACademy 2-8297 : 
commodations for a large luncheon at 
———— a =>>/ one of the leading hotels. 53 Weybosset Street, Providence, R. I. 


12 Old Broadway 
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CREDIT MEN AT ELGIN 





An end-of-summer meeting brought members of the Credit Jewelers Association of Chicago 

and officials of Elgin National Watch Co. together for an all-day outing at Elgin, Ill. A 

visit to Plant No. | of the watch manufacturer was followed by luncheon, golf and dinner 

at the Elgin Country Club. Howard F. Lewis, Western sales manager for Elgin, acting host 
for the informal occasion, appears at the extreme left, bottom row. 





Federal Trade Commission Restates 
Its Position of ‘Free’ Offers 


The current use of “free” offers by 
certain national advertisers in apparent 
conflict with the Federal Trade Com- 
mission’s stated position on the use of 
the word “free” has raised the ques- 
tion as to whether there has been any 
recent change in the Commission’s posi- 
tion. 


In a letter to the National Bet- 
ter Business Bureau asking whether 


there was any change, Otis B. John- 
son, FTC secretary said, “It is the 
commission’s position that the word 
‘free’ may not be properly used to 
designate articles that are offered in 
connection with the purchase ‘of other 
articles and delivered only upon condi- 
tion that some other article or articles 
be purchased.” 





Gemology Instruments Are Not 
Exclusively for Members, Says GIA 


The Gemological Institute of America 
calls attention to the fact that an im- 
pression seems to be prevalent in the 
trade that the various instruments dis- 
tributed by that organization are avail- 
able only to members of the American 
Gem Society who are taking or have 
taken the courses of the Gemological 
Institute. 


AVAILABLE TO ALL 


This, the Gemological Institute points 
out, is not the case. Actually all of 
the gem testing instruments distributed 
by them are available to any interested 
person with the single exception of the 
special diamond microscope which is 
marketed under the name of_ the 
“Diamondscope” and whose distribution 
is limited to AGS members. 


However, such items as the refracto- 
meter, the polariscope, the Leveridge 
diamond gauge and others are available 
to the entire trade. 





New Store Opened 


Ben Mayer, Little Rock, Ark., has 
opened the Ben Mayer Jewelry store at 
107 West Markham Street. Mr. Mayer 
his been in the retail jewelry business 


BEN MAYER 





in Little Rock and North Little Rock 
for 20 years. His store will provide 
watch and jewelry repair service. 

Mr. Mayer is an active memmber of 
the North Little Rock Lions Club, fourth 
largest in the world. 





Leavenworth New Board Director 
Of R. Wallace & Sons 


The directors of R. Wallace & Sons 
Manufacturing Co. have elected John W. 
Leavenworth chairman of the board of 
directors of the company to succeed 
Floyd Wallace, chairman of the board 
and vice president, who died of a heart 
attack last Saturday. Donald W. Leach 
was elected vice president of the com- 
pany while retaining his post as general 
sales manager. 

Both new officers are direct descend- 
ents of Robert Wallace, founder of the 
company; Mr. Leavenworth a grandson 
and Mr. Leach a great-grandson. The 
other officers of the corporation are 
W. W. Rich, president, Malcolm L. 
Wallace, secretary and _ Clifford. S. 
Thompson, treasurer. 
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E. M. Belman presided at the first q George Phillips & Co., Scranton, Pa., 

















fall meeting of the Executive Board jewelry service organization, has opened 
of Retail Jewelers Association of a branch office in the Eckel Building, 
Greater New York on Sept. 15. The 214 East Fayette Street, Syracuse, 
meeting, held at the Commodore Hotel, N. Y., for the convenience of their New f 

tured discussion of plans for a vic- York State accounts. Murray Lucas : : 
Serres ton in be bela later bn the | WS bo bs change of ths olin JACK J. FELSENFELD 
year. q Rates for theft insurance in the met- War MOE Raniee NEW YORK 
q John Gray, president of Gray- ropolitan area have been more than 
Kamsly, Inc. 607 Fifth Avenue., is doubled, according to an announcement 
booked for his second plane trip to by the National Bureau of Casualty and 
Europe where he will spend five weeks Surety Underwriters. The new rate 
visiting the = mesg 4 = schedule resulted from unusually heavy PLATINUM CASTING 
Antwerp diamond market. me in burglary losses, with the companies last Pe ee > > 
Antwerp he will visit their newly estab- year paying out an average of $1.50 Specializing in Ring Mountings 
lished diamond cutting factories which for every $1 of premium. The new CLEANER RESULTS 
were opened during his first visit sev- rule states that where specific insurance Filing and Polishing if Desired 
eral months ago. is written on jewelry it must cover both HARMONY JEWELERS 
q George B. Asher now represents the on and off premises and the rate for 60 Branford Pi. Newerk 2, N. J. 
Blits Manufacturing Co., diamond rings, each coverage charged. 
in New England and New York State. q Richters Jewelers, Inc., have moved “4 
q Max Henken, who was connected with to larger quarters two doors from their QRIENTA 
Papazian Bros., for the past ten years original location on Fifth Avenue and tC 
is now with Ipekdjian Bros., Ltd., 580 have turned over their old shop ex- COLTURED PEARLS 
Fifth Ave., and will head their sales clusively to the merchandising of hand- of QUALITY 
organization for the distribution of bags and related accessories. : 


precious and semi-precious stones, espe- 
cially in zircons in which this firm has 


been specializing recently. Ipekdjian : 
Bros. Ltd., incidentally, has ite own New York Horologists Hold 


buying office in Bangkok, Thailand. In- First Fall Meeting at ATTENTION 


65 NASSAU ST NEW YORK 




















cidentally, George M. Ipekdijian re- " 
cently returned from’ the Far East | The Hayden Planetarium MANUFACTURERS & JOBBERS 
headquarters of the company and will The first autumn meeting of the —— ee laity Is’ Lodies" Hg ie 
call on the trade in the interests of the | Horological Society of New York was Cast Rings and Findings 
zircon. held at the Hayden Planetarium on Prompt and IEW: Service 
q Lester & Co. and Taylor & Co., manu- Friday evening, September 6. SUPERIOR J ELERS 
facturers with a New York office in the Following a brief business meeting 170 East 51st St. New York 22, N. Y. 
Guarantee Safe Deposit Co. building which was well attended, a lecture on : ; 
in New York, have moved their offices “Time” was presented by Professor At- 
and plant to 131-145 Ogden St., New- water, Planetarium curator. Following & 
ark, N. J. the lecture, those attending proceeded 
q An exhibition of modern handmade nd _ gg re omens where iv 
jewelry is now on view at the Museum extremely interesting display, specially LAPIDARY, INC. 
arranged, demonstrated the factors C iE 
of Modern Art. Many of the craftsmen which combine to cause time changes MFRS.OF SYNTHETIC RUBIES 
i i ; 1OO WEST 43R0 ST. 
represented at the showing are painters of a seasonal nature. NEW YORK 18.N.¥. PHONE: CHELSEA 3-0250 


ROOM 306 





and scuptors. Creations employing wash- : 
ers, screws and other material found enhate day ele tae cee oe the 


in a hardware store are shown by Alex . : " 
Reed and Anni Albers of Black Moun- ee Heong toa ETERNA WATCH COMPANY 











tain College, North Carolina. Other de- . OF AMERICA, INC 
; ; : ae a nessey, president of the group, wel- : ° 4 
oe tone plastic and safety pins in comed all present and voiced the hope MAKERS OF FINE WATCHES 
«Aft J y: eee ; that future meetings would see equally SINCE 1856 

ter more than twenty-four years in good attendance. Tentative plans for 
the jewelry business, Herman Shenker a banquet to be held in conjunction aetna beer Sa 
has gone into business for himself. with the UHA were outlined and a - 
Long associated with Conovitz Jewelers committee to investigate possibilities 


mer the W. A" Mower Jewsiy store in| Siege “™* Ansrw PK | | CUMAONS BROS.CO. 


Freeport, L. I. With him in the new 


enterprise is his son who just recently ‘ . 
returned from the service. New York City Retail Jewelry MB E 


q Irving A. Weisbuch has joined the | Sales Up 9.1 Per Cent Over 




















firm of Weisbuch, Inc., retail jewelers . 
of Rochester, N. Y. Mr. Weisbach, son | Sales There in 1944 tla rae Sst eameevies ty 
soho he nagr e's or of the store, Retail jewelry sales in New York 

ently discharged from the Army City during 1945 were up 9.1 per cent 
after having served with an engineer over 1944. $2,504,495 in jewelry store B EAD = P ECIALIS T 
combat battalion in England, France, | merchandise was sold by jewelers dur- a eee 


Germany and the Philippine Islands. A ing the year. Figures released by the Earrings -— Semi Precious Stones 














ad “eae Select! uest te responsible Jewelers 
fr . -. “ a Stanford University, | Bureau of the Census also reveal that eechinees tenathened and eestrece 

, sbuch was department manager New York State sales, 13.4 per cent DOUBRAVA CO 

or Interstate Department Stores, Inc., over last year, were $6,041,367. New 12 John St., New York C : 
prior to his entry into the service. Jersey sales were up 9.9 over 1944. estan i 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalcg 
277 MALSEY ST 


NEWARK 2, N. J. 








now available 
TO MANUFACTURERS AND JOBBERS 


“SELVYT™ 


POLISHING CLOTHS 
im printed with 
YOUR ADVERTISEMENT 


SUPERFINE LENS CLEANER CO. 
37 WEST 20th ST. NEW YORK II, N. Y. 














DIAMONDS-ALL SIZES-ALL SHAPES 


Small rough diamonds 
for inexpensive Jewelry. 
Single cuts from % to 4 
pointers. 

Full cut from 4 to 10 
points. Also sizes from 
10 pts. to 2 carats each. 
Finest polishing from Palestine and 
Belgium. 

Please ask for price list 


H. SORIN 
576 - 5th Ave. 


New York 19, N. Y. 
LOngacre 5-3672 




















REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED i910 


M. J. STERN 
61 Beekman St. New York Clty 














IF YOU WANT 
GUARANTEED WORK DONE 
FOR THE TRADE 
BY SPECIALISTS 
CONTACT US FOR PROMPT SERVICE 


RELIANCE WATCH REPAIR CO. 
5 Beekman St., New York 7, N. Y. 
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Commerce Department Offers Ten-Poini 
Program for Improvement of Retailing 


The Department of Commerce issued 
the following statement on the first 
meeting of the National Distribution 
Council held September 11: 

The National Distribution Council is 
concerned with the distributive mech- 
anism of the nation. 

This is a nation of mass production. 
Mass production depends on mass con- 
sumption. The mechanism of distribu- 
tion must be so eflicient, so up to date 
and so responsive to the needs of the 
country that it will at all times enable 
our genius for mass production to re- 
sult in a high and sustained level of 
mass consumption. 

To this end, business and government 
must cooperate to make sure that all 
parts of our system of distribution are 
fully adequate to the demands of this 
postwar era. 


MORE GOODS, LOWER PRICES 


We need a system of distribution 
that is smooth working, flexible and 
fully adapted to moving goods from 
the man who produces them to the man 
who can use them. 

All of the techniques of distribution 
need to be studied, from the process of 
gtting goods from producer to consumer 
down to the means by which public de- 
sire for goods and services is translated 
into effective demand for goods and 
services. 

This means that money spent on dis- 
tribution, if the distributive system is 
properly conceived and organized, makes 
a direct contribution to the desired goal 
of more goods, sold to more people, at 
lower prices. 

The goal of the American economy 
is a rising level of production and con- 
sumption at a constantly declining unit 
cost. By making the distributive mech- 
anism more effective, business and 
government can make a major contri- 
bution to a more prosperous and stable 
economy. 


FUNCTION OF COUNCIL 


To achieve this end, the National 
Distribution Council, composed of rep- 
resentative leaders in the field of dis- 
tribution, has been called into action with 
the Department of Commerce. It is 
undertaking to determine how the dis- 
tributive mechanism can be made most 
effective, most economical, and most 
genuinely contributive to the well being 
of the American people. 

The function of the National Distri- 
bution Council is to stimulate American 
business to use every practical means 
whereby America’s ability to distribute 
and consume the products of its farms, 
waters, mines and factories can keep 
abreast of America’s enormously in- 
creased capacity to produce. The 
National Distribution Council repre- 
sents a voluntary, joint effort on the 
part of business and Government to 
implement the kind of sales, advertising 
and other programs which will keep 
consumption in balance with our in- 
creased production. To this end, the 
NDC_ undertakes: 

1. To stimulate the gathering, crea- 
tion and in particular, the wider cir- 
culation of factual information about 
what distribution is, how it functions 





and the service contribution which it 
makes to our American way of liyip 
2. To improve the “know-how” of dis. 
tribution by collecting, tabulating sa 
particularly by giving wider Circulation 
to authoritative data on 
(a) the selection, training and su- 
pervision of distribution personnel 
(b) the planning of sales programs 
including sales promotion and adver- 
tising 
(c) the reduction of distribution 
wastes and malpractices where they 
exist 
(d) the opening of new markets 
and the expansion of old markets 
(e) the methods for measuring dis. 
tribution efficiency 
(f) statistics on distribution, popv- 
lation, production, consumption and 
markets. 
3. To set up universal definitions for 
the terms commonly used in the field 
of distribution. 


4..To point out the advantages of 
distribution as a career, with special 
attention to war veterans, in order to 
attract the highest calibre of personnel 
to all phass of distribution. 

5. To assure the free flow of distribu- 
tion thrqugh the channels of trade, in 
both domestic and foreign commerce, 
by both large and small business. 

6. To reduce duplicate and overlap- 
ping effort between the various organiz- 
ations dealing with one or more phases 
of distribution. 

7. To cooperate with educational insti- 
tutions, organizations and leaders of all 
types to improve general and specific 
understanding about distribution. 

8. To cooperate with all types of 
media, such as magazines, newspapers, 
radio, business papers, farm_ publica- 
tions, motion pictures, outdoor adver- 
tising, textbooks, etc., in disseminating 
factual information about distribution. 

9. ''o advise and counsel with the 
Secretary of Commerce and other Gov- 
ernment officials on matters pertaining 
or related to the field of distribution. 

10. To carry out such other objectives 
as may from time to time be approved 
by the Council. 
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Soap Fails as Cache for Stolen 
Antiques, as Postal Clerk 
Pricks Finger on Brooch 


A postal employee who pricked 
his finger on a cake of soap that was un- 
deliverable and had been condemned to 
the post office incinerator was recently 
responsible for a “find” of $1,000 worth 
of antique jewelry in Fort Worth, Texas. 

Investigating because of the pin-prick, 
the employee discovered a diamond and 
pearl brooch and a pair of matched eat 
rings embedded in the soap. 

Jewelers who appraised the “find” 
stated that the stones alone were worth 
$500 and that the three pieces, as an- 
tiques, were worth $1,000. 

It is believed that some GI either stole 
the gems, or believed he could avoid the 
payment of duties by concealing the 
stones which he evidently sent to some 
friend or member of the family. 
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at Most Businessmen Frown on Donations 
In Form of Yearbook Ads, Says BBB 
it Most business men consider it bad contributions in the form of «Jvertise- 
fe o to give contributions in the form ment are refused with the explanation 
Ss Tides in souvenir journals and that our advertising is carried in the 
- ye one-time publications. recognized advertising media, such as: 
wm * re survey of 250 companies by the newspapers, magazines and trade jour- 
zp: ‘ational Better Business Bureau re- nals. We explain that, as an erganiza- 
wees that 46 per cent of those ques- tion with offices scattered throughout the 
™ toned declared that they refused all U. S., if we were to take an ad in one 
- requests while 17 per cent based souvenir journal and not in another, 
7 coe decisions solely on advertising it would be a form of discrimination 
eT vale and we prefer therefore to refrain from 
| A “small percentage of those ques- advertising in such programs.” 
- tioned indicated that while they re- A printing company described the 
ey fused national appeals, they sometimes practice as “unsound advertising con- 
advertised in publications of local or- trary to interest of regular publica- 
ts anizations and 15 per cent sometimes tions.” 
siate such ads as a “goodwill gesture” 
is- while 15 per cent have no objection to ONLY FOR CHARITY 
this form of donation. A cosmetic manufacturer: “The only 
a COMMISSIONS ARE SUSPECT souvenir journals in which we adver- 
ee h tise are those which we know give one Earrings in various patterns in 14 KT 
: The great majority of those ques- hundred per cent to charity.” Green and Red Gold 
o tioned declared a they would not A machinery manufacturer: “We re- ~~ ag wg 5 gg A age ce 
, : ‘ssions W > : ers sizes; also 8, arms an 
nak a donation where comlssions were | ceive quite @ number of solctations | | Hints tmaien 
pé h sa Saclin, akeediinmidien: ‘ei uring the course of the year where Love Knot Ring—14 Kt Red and Green 
of take the questio ; i professional solicitors work with some Gold Combination in four sizes; Ear- 
al 6 reported that they did not have any local organization and come in with a rings, Cuff Links and Studs to match 
to objection to the payment of commis- member of that organization soliciting yw A comprehensive line eof 
e] sions if actual advertising value was advertising. Oftimes we place an ad . _ ig pete mal er ~4 Bm 
received, —_— + Perse 3 oe from a policy viewpoint, seldom is there Fautia, Otgesee one Care 
- issi ral ations. rawbtoes a@ses are netive «4 
u — na Pent tae ye any advertising value back of the ad have sales appeal. 
in _ One mi pid Maal that we place. Obviously, we do not like 
e, ing solution to dona . ci ems: “We | this method but there is nothing we CLIFFORD A. MILLER & CO.. Ine. 
> Senagagean so that Ge. onl ae . Se Manstacterers 
D- writing to . ; A fabrics manufacturer: “. . . most 
Z- be considered by a committee who will of the advertisements which we place in 64 West 48th Street 
a8 ia ated we ap teaaeate pnd sagen Journals are done more or New York 
: ; _— , ess on a compulsary basis. Actually we 
7 relations. Asking them to put it in writ- feel, with very few exceptions, that there 
Sten be | 2 ne valae, fo ie ad ood ey oe || eee a 
ic on ae merely considered, by us, as contribu- “ : : 
“NECESSARY EVIL" tions. We for one would certainly be ROUNDS AND GLASS BEADS, ETC. 
f very happy if this tvpe of thing were Also 
;, From the replies received it is evident discontinued.” S h tal Dash g 
that the great majority of members A blanket manufacturer: “We decline CCtai £ ACRALZES 
- : c 
‘ are opposed to these solicitations. Sume on the ground that we cannot afford to hin es 
g typical comments, pro and con, follow: give to all and must avoid embarrasing R eston 
A roofing supplies manufacturer: “We charges of favoring one over another.” Pkg. + 1—Small White Mixture. .... $1.50 
L. £ £ , Z 
place no advertising value whatever on . Pkg. #2—Large White Mixture. . . $2.00 
i these publications. Where we do par- eee Pkg. + 3—Small Colored Mixture. e« .$1.50 
, ticipate it’s only to keep off the black Pkg. #4—Large Colored Mixture... .$2.50 
ss: gp not so doing.” " R. B. Warmouth New Manager Please send check with package order 
uniti $ = . - 
soo idle gre Be ge Rin ——_ Of United Credit Jewelers TOMKINS BROTHERS 
papers, annuals, programs, etc., pur- In Little Rock, Arkansas 106 Fulton St. New York 7, N. Y. 
chased strictly on a policy basis and , :' 
we consider it of very little advertising Perse = Mg. Piste go> 
value.” ; ’ “9 
. ows recent appointment of Roger B. War- 
m peper manufacturer: With refer- mouth as manager of their store. 
ence to goodwill advertising our policy 
é' 4 Mr. Warmouth, who has been asso- 
is to establish a budget for each year’s elated with: tes tension bead Putin 
operations and to limit our contributions ; one een STONE ENGRAVERS 
| to civic, fraternal, religious and charit- 
able organizations whose activities are elle 
: carried on within the county in which Ruby and Onyx Drilling 
: our plant is situated.” : 
| iz. chemical manufacturer: “Our policy Special Orders 
is “4 limit our advertising to insertions 
| in chemical, paper, and other trade pub- 
) lications with which we have a nash od ROGER B. BRAUNFELD & MEHLMAN 
, WARMOUTH 
ing connection. These advertisements are 8 Fulton S New York 7. N.Y 
placed on an advertising value basis 108 Fulton St. OW TOES fy Ws Fe 
and all other solicitations are turned . 








down. In view of this policy the ques- 





















































tion of a commission for the solicizor WATCH PARTS 
does not arise.” DE AN S — TOOLS — 
A proprietary manufacturer: “We PPLIES 
confine all advertising expenditures to fe — 
Write for 


pre-determined programs and budgets.” 
A metals concern: “We acknowledge 
with a considerate turn down.” 
A distiller: “. all requests for 


FOR OCTOBER, 1946 





12 years, was with the Beck Jewelry 
Company at Louisville, Ky., before go- 
ing to Little Rock. He has been in the 
Arkansas state capital for eight years. 





WAT CH Price List C 
MATERIALS DEAN WATCH co. 1 





SSAU ST,NEW YORK 7,.NY. 
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Eudal i d 
Wns, 
Here's a book every prospective bride will want .. 


It answers every one of the 1001 questions that 
confront all who plan a wedding: Etiquette, rings, 






bridal gowns, gifts, flowers, ceremony, guests, 
clothes, diagrams. .. . 95 pages, profusely 
illustrated. 





Now available fully re- 
vised, and at a new low 
price. Endorsed by jewel- 












ers, department stores, 
libraries, colleges, and 
newspapers. 






It sells readily, or makes 
an appreciated gift. 






$60.00 


Per Hundred 


25 Copy 
Minimum 













Order yours today and keep the bride coming back 
and back to your store. 


SALLIE NEWTON 


4833 CAROLINE HOUSTON 4, TEXA@# 


Ce ee 
Now Available ! 


NOVEL DISPLAY 
FABRICS 










































50” wide, available in all colors 


Ideal for background and 
floor displays 


Write for sample 


ASSOCIATED FABRICS CO. 


{A Division of the Associated Fabtex Corp.) 
1600 Broadway, New York 19, N. Y. 


WORLD FAMED 
REPAIRING 
WATCH REBUILDING 
REFINISHING 
FOR THE 


TRADE 


% All movements put into excellent condi- 
tion by expert craftsmen. We carry 
complete line of cases and dials. 


WORLD WIDE WATCH CO., INC. 


9 Maiden Lane New York 7, N. Y. 
WO 2-1822 


Berlin Jeweler Leads Army to 
Cache of Jewels Hidden by Nazis 
Throughout the Country 


A German jeweler who was lonesome 
for his wife led American and British 
officials to a cache of $150,000,000 worth 
of jewels and precious metals last 
month. The treasure, much of which 
was stolen from German-occupied coun- 
tries during the war, includes diamonds, 
platinum, gold and silver. 

The story of the jeweler whose bar- 
gain broke the case was told my Major 
Luis Dups of Great Neck, N. Y., a 
member of the decartelization branch 
of the American Military Government. 
Said he: 

“Last October a Berlin jeweler who 
was in receipt of a small lot of dia- 
monds from the Reichsstelle for Edel- 
metalle, which controlled all precious 
metals and stones in Germany, came to 
me with the promise that he could lead 
me to a lot of diamonds in Hamburg 
and provide other valuable information 
if I would agree to bring his wife from 
Frankfurt to Berlin. 


MADE DEAL 


“TI took him up and delivered his 
wife to him here. Immediately he put 





















me in contact with a German oficial 
then living in the Russian sector of 
Berlin. This official had access to the 
records of the Reichsstelle fur Edel- 
metalle.” 


The records to which the _ officials 
led the AMG men reveal that the 
Reichsstelle fur Edelmetalle had dis- 
persed throughout Germany the follow- 
ing: 13,000 pounds of gold; 970,000 
pounds of silver; 10,000 pounds of plat- 
inum; 2,000 pounds of palladium; 500 
pounds of iridium; 284 pounds of rho- 
dium; 176,000 pounds of silver nitrate; 
136 pounds of ruthenium; 116 pounds 
of osmium and 153,000 carats of dia- 
monds. 
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Sales Training Film for Retail 
Stores Available Without Charge 


A new sound slidefilm dealing with 
one of the most timely problems of the 
retail jeweler—the need for more effec- 
tive salesmanship—is now available. 


The 25-minute film, titled ‘Where 
Rainbows Begin” is a production of The 
National Cash Register Company as a 
unit of its post-war merchants’ service 
program. 


Actual salespeople play the leading 
roles in the film and dramatize the right 
and wrong ways to deal with customers. 
The right ways are summed up in the 
film as the seven fundamentals of suc- 
cessful salesmanship. 


“Where Rainbows Begin” is designed 
for employers to show their store per- 
sonnel, It emphasizes the value of re- 
tail selling experience to the individual 
and shows how a person who applies 
the principles set forth in the film can 
increase his or her average sale, thus 
winning recognition and advancement. 


Retail jewelers who wish to have the 
film shown to their employees may make 
arrangements through their nearest 
branch office of The National Cash Reg- 
ister Company. Showings will be made 
to any size store group without charge. 








DOWN IN FLORIDA 








Two views of the Nickell Jewelry Store in For 
Myers, Fla. This is the eighth jewelry store built 
and designed by Mr. Nickell who, with his wife, 
runs the shop. Mr. Nickell is a great friend of 
Henry Ford whose winter home is close by. He 
takes great pride in the fact that Ford, a watch 
fancier, sends his watches to Nickell for repair, 





"You Can Buy With Confidence 
From Your Jeweler" Is Slogan 
Of Canadian Jewelers’ Group 


A co-operative advertising campaign 
is being sponsored by the Canadian 
Jewelers Association, Toronto. 

Central theme of the advertisements 
will be “You Can Buy With Confidence 
From Your Jeweler.” 

The association will supply the art 
work, production costs, etc., and the 
necessary newspaper mats will be sent 
to any groups of members using the 
advertisements. The jewelers in each 
community will then cooperate in pur- 
chasing the necessary newspaper space. 
The program of eight advertisements 
started in September and will run every 
two weeks until December 19. 

The aim of the co-operative adver- 
tising is to focus attention of the public 
on the jewelry trade as a whole, with- ; 
out reference to any individual firms. 
It is designed to build up the prestige 
of the jewelry tradé in each community. 





British to Melt Down 
Silver Coins to Provide 
Metal for Industrial Purposes 


British silver coins will be melted 
down to provide silver needed to ease 
the industrial shortage and to return 
silver obtained from the U. S. under 
lend-lease. Parliament will be asked to 
approve the making of coins of copper- 
nickel alloy. 

More than 375,000,000 ounces of sil- 
ver were received by Britain from the 
United States, according to Treasury 


_ officials with the understanding it would 


be repaid within five years from the 
end of hostilities. 

Coins which will be withdrawn and 
melted down contain 250,000,000 ounces 
of silver, it is estimated. 
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Greenfield, Mass., Jewelers 
Participate in "Welcome to the 


Veterans” Labor Day Parade 


&¢ 
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The two jewelers’ floats at the Greenfield, Mass., 
"Welcome to the Vets'' Labor Day parade. 


All of the retail jewelers of Green- 
field, Mass., joined forces. to produce 
a mammoth float for the town’s Labor 
Day “Welcome Home Veterans” parade 
held on September 2. 

James E. Clearly, “The Square Deal 
Jeweler” was chairman of the jewelers’ 
group for the affair, and he was success- 
ful in enlisting the cooperation of every 
retail jeweler. This is particularly 
significant as a manifestation of unity 
inasmuch as other retail enterprises in 
the town were unable to promote a 
unified effort for the occasion. 

The jewelers’ float, which bore the 
legend “Greenfield Jewelers” in large 
letters on either side, featured a large 
clock 8% feet long, 5% feet tall and 
5 feet wide. A sound amplifier, mounted 
on the float, reproduced the 6 o’clock 
Westminister chime through a record- 
ing. 

The younger jewelers worked far in 
advance of the Labor Day parade plan- 
ning, constructing and trimming the 
float. The clock itself was constructed 
by a local pattern maker and, after 
the parade presented a certain amount 
of difficulty. “What to do with it?” asks 
Mr. Clearly. 

Many favorable comments were heard 
concerning the float which proved that 
the Greenfield jewelry industry is in- 
deed a united organization. Those 
jewelers participating were: Louis 
Bitzer, Mr. Clearly, Forbes Jewelry 
Shop, Joseph H. Hollister, Theophilus 
Ingham, V. R. O’Connell and Simmons 
Jewelers. 

Another jewelry entry in the Green- 
field Labor Day parade welcoming re- 
turned veterans was that of Rogers, 
Lunt and Bowlen, Inc., Greenfield 
silversmiths. The floats, conceived, 
executed and manned by employees of 
the firm, featured a large “V” mounted 
with the American eagle and national 
crest, with six young ladies providing 
additional decoration. 
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Providence Manufacturers Expect 


Brightest Christmas Season in 
Years with Supplies Increasing 


As illustrated by advertisements in 
the local press, Rhode Island and Attle- 
boro jewelry manufacturers still are in 
need of help. Many firms, particularly 
the better known companies, definitely 
are held back production-wise by lack 
of labor. ‘The ads accent the higher 
wages prevailing in the field as well 
as better general working conditions. 

Meanwhile, most materials appear to 
be easier to get with silver coming 
through in plentiful supply. Brass still 
is comparatively tight but inanufactur- 
ers seem to be getting by. The majority 
of manufacturers have experienced a 
letdown during the summer months, a 
seasonal factor in normal times, but at 
the time of writing business was on the 
uptrend and there is considerable opti- 
mism as to the final results for the 
Christmas season. 

Many makers of the better grade mer- 
chandise still are behind on orders and 
feel that they will be unable to catch 
up before the end of the year. On the 
other hand, there is sharply higher com- 
petition in many lines and there are 
those in the trade who feel that some 
will fall by the wayside when things 
are perfectly normal—and the trend 
definitely is in that direction. Price 
levels already have shown the return of 
competition in many lines and reduc- 
tions are not too uncommon despite ris- 
ing costs. 





Ceilings Lifted From Jewelers’ 
Services, Engraving, Repairs; 
Also From Paper Jewelry Boxes 


Price controls on services rendered 
by jewelers and jewelry manufacturers 
have been removed, according to the 
Office of Price Administration. 

Provisions regarding price control will 
no longer apply to the rates, fees, 
charges or compensations for the follow- 
ing services: 

1. Repair of cigarette lighters. 

2. Repair or rental of watches and 
clocks. 

3. Repair of jewelry and articles of 
gold, silver, or silver plated ware; en- 
graving of the above. Cutting, polish- 
ing and setting of precious or semi- 
precious stones and pearls are also ex- 
empt. 

4, Repair of 
mechanical pencils. 

5. Repair of leather 
handbags. 

6. Transportation of precious metals, 
metal alloys, scraps and waste con- 
taining precious metals and such items 
as are dealt in by precious metal deal- 
ers, including supplies when shipped 
with the metals, providing other ex- 
traneous freight is not accompanying 
the metals. 

Since OPA’s action involves a colla- 
tion of all previous amendments, some 
of the exceptions listed are included in 
earlier amendments. 

Also freed from price control are 
paperboard boxes. Of interest to jewel- 
ers on the no longer under price con- 
trol list are set-up paperboard jewelry 
boxes; set-up jewelry boxes made of 
paperboard in combination with other 
materials, such as those used in packing 
jewelry sets and individual items such 
as. fountain pens and watches. 


fountain pens and 


goods and 








WATCH REPAIRING 


A BETTER watch repair service 
to the trade since 1922. 


Let our expert watchmakers 
help you build a successful 
watch repair department. We 
are in a position to offer you 
excellent service and good 
workmanship at moderate 
prices. 


You have our personal» assur- 
ance of a perfect repair for 
every job mailed to us, and we 
will assume the responsibility 
thereafter. 





Now—all you have to do is to 
mail us your repairs and we will 
return them upon completion 
at earliest possible date. 


NATIONAL 


WATCH REPAIR SERVICE 
150 NASSAU ST. NEW YORK 7, N. Y. 















m WATCHMAKING @ 


Construction, repair, adjustment 
New Complete Practical Course in H 

For beginners and profes- 
sional repairmen. All essen- 
tial steps. Theory, opera- 
tion. Many test cases. Full 
coverage of tools, mate 
, rials. Fully illustrated. 
Only $2.75 postpaid. Money 
back guarantee. 


We supply tools, materials at lowest cost 
FREE CATALOGUE 


MODERN TECHNICAL BOOK CO. 
Dept. MCK, 55 W. 42nd St., New York 18 
















We specialize in all books on 
Watchmaking, Jewelry, Metal- 
craft, Gems. Free catalogue. 

















GENUINE 


RUBY GUARD RINGS 
Pink ¢ Gold « White 
Channel—Fishtail 


VAN PAUL & CO. 


Manufacturing Jewelers 


207 Market St., Newark 2, N. J. 
MARKET 3-3945 











ART-CRAFT JEWELRY CO. 


FINE 
GOLD JEWELRY 


using better opals, zircons, 

moonstones, amethysts and 

topaz set in earrings, pins, 
rings and bracelets. 


1] West 47th St. New York 19 
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K. NYGAARD 


Formerly 





we PARIS 
GENEVA 
NEW YORK 





Plat. Gold, Pall. 
Hand-made & Mfg. Jewelry 
& Watch Cases. Repairs, Set- 
ting, Remodeling. * Model- 
Maker * 
For: Manufacturers, Diamond 
dealers, Retailers, Etc. 

42 Bank St. Waterbury 18, Conn. 

















GEMOLOGY—DIAMONDS 


The only complete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. . Courses 
in all jewelers’ merchandise except 











NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MEG. CO. 


~FYMOUR. CONS 











WATCH ATTACHMENTS 
14 K. GOLD 


POPULAR PRICES 
Immediate Delivery 
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580 Sth Ave. New Yerk 19, WN. Y. 
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4 S [ 
4 kt. Gold on Sterling and 


STERLING SILVER JEWELRY 


ers 


RDS CO. 


and 


y \ Y ¥ AUTHENTIC ANTIQUE 
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awe REPRODUCTIONS 


aiceo DIMES co. 


FINE STERLING 
y, HOLLOWWARE 


wn 


ra AM SIREEL 
BOSTON, MASS. 








100 SURPLESS GOLD CROSSES 
Beautifully Executed 
in !4Kt. Pink and Yellow Gold 


Reasonably Priced 
Write for further particulars 


B. PEREIRA, INC. 


22 W. 48th St. New York 19, N. Y. 
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q New England roads, paved _ with 
orders for rings, diamonds, watches, 
and all kinds of jewelry and giftwares, 
led Boston during the week of Sept. 9 
to 13 for the fall gift show at the 
Parker House, seven floors of which, 
as well as permanent exhibit space in 
the Parker House Office Building next 
door, were given over to the displays. 
Aside from the “regulars” in the Office 
Building, New England jewelry ex- 
hibitors included: H. L. Hirsh & Com- 
pany, Providence; Alben Jewelry Mfg. 
Co., Providence; Leo Brenner Company, 
Boston; D. C. Percival & Co., Boston; 
A. Berk Jewelry Co., Boston; John and 
Marion Nagl, Marblehead, Mass.; 
Irving D. Adler, Boston; Mayfair Prod- 
ucts, Inc., Boston; Keith & Griffman, 
Boston; Don and Ralph Johnson, Bos- 
ton; Kay-Dee Jewelry Co., Providence; 
Mahar and Engstrom Co., Boston; 
S.E.M. Company, Boston; The House 
of Zola, Boston; Smith and Zaff, Bos- 
ton; Norling & Bloom Co., Boston; 
Joseph Gann Co., Boston; Nathaniel 
I. Goodman, Inc., Boston; Colton-Lewis, 
Inc., Boston; Wonoco Jewelry, Inc., 
Boston; Roslyn Silver Corp., Taunton; 
Henry R. Arnold, Boston; 
Providence; and I. Alberts’ Sons, Bos- 
ton. 


q The Gift Show naturally brought an 
unprecedented flow of out-of-town 
visitors to the Hub. From the Pine 
Tree State, the following were noted: 
Mr. and Mrs. Irving Moody, Water- 
ville; Mr. and Mrs. Elmer J. “Jockey” 
Johnston, Caribou; Henry Nolin, Lewis- 
ton; Ed. Beaulieu of the George T. 
Springer Co., Portland; Miss Kathleen 
Morrell, Madison; Lindsay G. Trask, 
Farmington; S. Russakoff, Skowhegan; 
Mrs. Lionel L. Tardiff, Waterville; Mrs. 
Alberta M. Chesley of Holmes Jewelry 
Store, Presque Isle; L. Jerome “Jerry” 
Eno, Skowhegan; Mr. and Mrs. William 
C. Schwinn, R. C. Jewelry Co., Rum- 
ford; Solomon Cote, Fort Kent; Mr. 
and Mrs. Gilbert C. Nadeau, Millinocket; 
Dave Rosen, Crown Jewelers, Ban- 
gor; Walter Kersey, Rumford; and 
F. H. Nadeau, Lewiston. 

q The Granite State also was well repre- 
sented at the Gift Show, among those 
making the trip being: Andrew J. 
LaRochelle, Rochester; Emile Langlais, 
Berlin; Mr. and Mrs. Fred Allen, Clare- 
mont; Mr. and Mrs. Albert E. Allie, 


Dover; Harry Hornick, Claremont; 
Louis Simon of Simmons Jewelers, 
Keene; Jack C. Sawyer of Kassner 


Jewelry Co., Keene; Myer J. Kassner, 
Keene; Miss de Montigny and brother, 
Nashua; Joseph DesJardines, Man- 
chester; Louis Lemay of Lemay Broth- 
ers, Manchester; Joseph E. St. Pierre, 
Nashua; Henry Heckman, Scott Jewelry 
Co., Nashua; Mrs. Addie Fisk Goodell, 
Epping; Leo Cote, Littleton; Norman 
W. Kimball, Dover; Clarence A. Mc- 
Kenney, Littleton; and F. L. Kinsman, 
Peterboro. 

q Among the Green Mountain Boys and 
Girls attending the Boston Gift Show 
were: Mr. and Mrs. Frank L. Scofield, 


Cheryl, - 





St. Albans; O. S. Searles, Newport; A 
Karl Wilson, Springfield ; Myer Lippa, 
Burlington; Hilton Holmes of E, 9 
Holmes & Son, Barre; Mrs. Munsats 
of Munsats Jewelry Store, Rutland. 
William Bond, Newport; Napoleon 
Cote, Bellows Falls, Don F. Trask, Lud- 
iow; Alfred H. LaBounty, Newport; 
Walter N. Adams, Brattleboro; George 
Ficara, Springfield; and C. F, Atkins, 
Bennington. 


q From outside Boston, the following 
Bay Staters made the Gift Show trip: 
Waldo B. Landry, Jr., Franklin; Robert 
P. Ferguson, Ware; Lavoie’s Jewelers, 
Fall River; Harry’s Jewelry & Leather 
Goods, Fitchburg; Harry Perrin, George 
K. Rogers Co., Gloucester; Hy Sandler, 
Gloucester; Mr. and Mrs. James Mc- 
Leod, Haverhill; Mr. and Mrs. Otto F, 
Metzner, Lawrence; Mr. and Mrs, 
Robichaud, Leominster; Mr. and Mrs, 
Peter Paliskey, Ludlow; Miss Philota 
Antonas, Lowell; Robert Abbott of 
Wood-Abbott, Lowell; Irving Bean and 
Henderson “Bill” Stern of Arthur Stern, 
Lynn; Mr. and Mrs. L. Blaine Libbey, 
Milford; Frank L. _ Fitzpatrick of 
Frem’s Jewelers, New Bedford; Mr, 
Roy of Cartier, Inc., New Bedford; 
Miss Avila Poisson, New Bedford; Mrs, 
Eugene E. Drouin and Miss Drouin, 
Norwood; Harry Strand of Wood & 
Strand, Northampton; Louis Comet, 
Pittsfield; Mr. and Mrs. Mathew Brown, 
Seett Jewelry Co., Lowell; Arthur Buck- 
ley of Olympia Jewelry Co., New Bed- 
ford; Joseph Audano, of Art Jewelry 
Co., Gloucester; Ed Cotter of Prince- 
Cotter Co., Lowell; Henry P. Reeney, 
Lowell; Joseph Foley, Lowell; Lucian 
Poisson of Poisson Bros., New Bedford; 
Joseph A. Janelle, Southbridge; Sum- 
ner C. Crosby, Whitman; C. J. May, 
Orange; Paul Dearing, Easthampton; 
A. Daigle, Winchendon; Henry B. War- 
ing, Fall River; and Kusti Lahde, Wor- 
cester. 

4 Even “Little Rhody” was represented, 
too: Bob Brennan of Speidel’s; Roy 
Landy and Alice Boulay of Landry & 
Boulay, Woonsocket; Mr. Guertin of 
West Warwick; and A. F. Waterman, 
of Providence. 

q Among the Nutmeg Staters noted 
were: Walter Fay of Smith-Keon, Inc, 
Williamantic, and a representative from 
Clark & True, Middletown. 


q A full quota of 10 hard-rolling teams 
opened the 1946-47 season of the Bos- 
ton Jewelers Bowling League on Sept. 
10, the “Long-absent-because-of-war 
shortages” Shreve, Crump & Low Com- 
pany’s team making up the full num- 
ber. Matches are being played this sea- 
son on the Kenmore Alleys, located just 
under the grandstand of Fenway Park 
where the Red Sox have clinched their 
end of the World Series games. Boston's 
Bowling Jewelers are wondering if 


there’s any way of rolling themselves 


into some of the much sought-for seats. 
Scoring for the bowlers this year will 
be done as usual by Sam Robinson of 
Kennard & Company. He reported that 
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ing night showed some of the 
in rare trim. 
izabeth Brown, for several 
ated with the late ~% oe 
‘orth, and who served ably as 
ay t the Eastern Guild of the 
American Gem Society before going to 
Los Angeles, spent a month’s vacation 
among old friends, in Boston. 

First meeting of the 1946-47 season 
of the Eastern Guild of the American 
Gem Society took place at the Univer- 
sity Club in Boston. Plans are under 
way for combined dinner-meetings this 
season. Guests were Dr. Frederick K. 
Morris, of Massachussetts Institute of 
Technology, leader of the group, and 
Prof. Cornelius Hurlburt, J Tey of 
Harvard University. Dr. Morris told 
something of the natural mineral wealth 
under the surface in Russia and Siberia, 
where he had spent a number of years 
in geological research for the American 
Natural History Society. The fall and 
winter season will begin rolling with 
the October meeting, following the an- 
nual election of officers, said Harold 
Partridge, president. 
¢ Fast-working thieves entered the D. 
C, Percival & -Co., store in the Jewelers 
Building, Boston, recently, and while 
the clerk waiting on them was busy in 
the back room lifted a tray containing 
11 men’s wrist watches valued at $400 
and escaped undetected. 
qIn Taunton, a lone robber entered 
the jewelry shop of L. G. Beers on 
Aug. 19 and ran off with a tray of 17 
diamonds valued at $2,500. 

q Harold Partridge of Trefry & Part- 
ridge reports a very successful summer 
season at the branch shop in Magnolia 
on the North Shore, which closed just 
after Labor Day. 

q Taking advantage of the _ record 
crowds at the big Brockton Fair dur- 
ing the week of Sept. 8 to 14, Wilcort’s 
Jewelry Store, 246 Main Street, main- 
tained an attractive booth in the In- 
dustrial Arts Building at the Fair. 

q New tile flooring and_ attractive 
woodwork in pastel shades has served 
to brighten up the retail end of Wil- 
liam J. Orkin’s place in the Jewelers 
Building. 

q Nathaniel I. Goodman of the Jewel- 


the open 
bowlers 
Miss Eli 
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WITH THIS BIRTHSTONE AND 
WEDDING ANNIVERSARY 
POCKET ADDRESS BOOK 
Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
sage in gold on the leatherette cover. Charts of birth- 
stones and wedding anniversaries on the inside covers 
Ample supply of pages for names, addresses, tele- 
numbers and memoranda. Prices for large dis- 
tribution, naturally. Send today for samples and prices 
Complete line of advertising gift items. 


VICTOR E. LEDERER om © 


125 WEST 33rd STREET, NEW YORK 1, NEW YORK 
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ers Building, Boston, attended, with 
his family, the wedding on Sept. 1 of 
Pauline Kassner, daughter of Myer 
Kassner, of Laconia, N. H., married 
to John Ross, Jr., a returned veteran. 
q William J. Murray, of 901 Jewelers 
Building, spent his vacation on a salmon 
fishing trip to Moncton, N. B. 
q Sam Sherry, formerly associated with 
the Washington Jewelry Company, Bos- 
ton, and for the last few years manager 
of the Colmes Bros. store in Lynn, re- 
ports enlargement of the store to three 
times its former size, with complete ren- 
ovation and new fixtures. 
q A new name has been painted on the 
door at 401 Jewelers Building—Marie 
V. Foster, successor to Anna L. Calla- 
han. 

Sherburne E. Miller, 402 Jewelers 

uilding, spent his vacation fishing in 
the Rangeley Lakes area of Maine. 
q Mr. and Mrs. Robert T. Johnston, 405 
Jewelers Building, with their grand- 
daughter Marie Hayes, were sojourning 
in Canada on their vacation during 
September. 
q A new store, to be known as Broad- 
way Jewelers, has been opened in 
Derry, N. H., by Hy Goldman, formerly 
with the Day Square Jewelry Store, 
East Boston. 
q Romm’s Jewelry Store, .83 Main 
Street, Brockton, recently took over the 
lease on the property occupied by the 
U. C. Smith Company, 100 Main Street, 
and will maintain both stores. 
q Extended improvements have _ been 
made at the D. C. Percival & Company 
store in the Jewelers Building, with 
new flooring, new paint, and new coun- 
ters and desks to replace older equip- 
ment. Lighter wood finishes and pastel 
shades have served to brighten the place 
considerably. 
q Edward Borkow has been taken on 
as a new salesman to cover Massa- 
chusetts by Joseph Gann, 402 Washing- 
ton Building. 
q Sol Sulkowitch, late of Uncle Sam’s 
Army, and formerly with the Day 
Jewelry chain in Waterville, Portland, 
Lewiston, and Bangor, Maine, opened 
a new store at 393 Main Street, Rock- 
land, Maine, on Oct. 8, to be known as 
Sulka’s. 
q Day’s, Inc., of Maine, is reported to 
be adding a new store to its already 
extended chain in Presque Isle. 
q Miss Arlyne Levin has joined the 
firm of James and Mitchell in the 
Province Building. The company is 
planning new lighting fixtures in its al- 
ready newly decorated store. 
q A new wholesale store, the Province 
Jewelry Exchange, opened the last week 
in August in Room 202 Providence 
Building, owned and _ operated by 
Harold Fagan, son of Samuel Fagan 
who operates just around the corner 
in Room 201. New fixtures make this 
new store a most attractive one. 
q Extensive alterations, including a new 
conference room done over in rich dark- 
walnut paneling, are under way at 
Goldland Jewelry Co. Washington 
Building. 
q One of Boston’s oldest retired jewel- 
ers, Henry Smith, in business since 1888 
where he started with the A. W. Briggs 
Company, moving later to the Jewelers 
Building in i898 as one of the first 
tenants, is reported to be working for 
his son-in-law, 11 Federal Street, 

_ (Please turn to page 4381) 
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32nd DEGREE RINGS 
MASONIC RINGS 

EASTERN STAR RINGS 
Also available, excellent designs in 
Gents Diamond Mountings, Stone 
Set Gents Rings, Emblem Pins and 

Buttons, Cameo Set Rings. 
Inquiries Invited 


546 S. Meridian St. ¢ Indianapolis 4, ind. 

















SILVER-MATIC 
ANTI-TARNISH 


Eliminates Polishing — Avoids Scratching 


Used by leading Jewelry 
stores, Silver Manufacturers 
and Silversmiths for the past 
10 years. 

12 Silver-Matic jars for 
$4.80. Sold in dozen lots— 
each jar lasts approximately 
4 months. 


ITEX CHEMICAL CO. 


408 Claremont Parkway Bronx 57, N. Y. 
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“By Uniting We Stand 
_ By Dividing We Fall" 


Unite with the 


JEWELRY INDUSTRY 
PUBLICITY BOARD 


Pledge your financial 








support and insure the 





jeweler his share of post 





war business. 
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YOUR CUSTOMERS 
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1847 Rogers Bros. = Westclox 
Deltah Pearls = Ronson Lighters 
Forstner Jewelry =» Evans Compacts 
Wm. Rogers & Son = Tudor Plate 
Hadley Jewelry = Seth Thomas 
Gemex # Marvella » Golden Wheel 
Community Silverplate 





Your Source For The 
"WHO'S WHO” 
In Quality Merchandise 
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q With the only restriction on the use 
of silver now limited to plated ware, the 
Baltimore manufacturers are gradually 
expanding their activities. Some of the 
plants do not turn out silver plated 
ware at all, so that their entire energies 
are devoted to the production of solid 
silver. These shops could take on more 
workers if needed, but they keep fairly 
close to the orders and their buying. 
Since the price of silver is now fixed 
at 90.3 cents an ounce, production pro- 
ceeds along definite costs lines, with 
some of the former uncertainties re- 
moved. 

q Paul K. Morgan has opened a watch- 
making school in Ridgley, W. Va., where 
he also runs a jewelry store. He plans 
to start two or three other stores in the 
state, to be operated by graduates of 
the school as soon as they complete the 
course. 

q The Colonial Jewelry Co. of West- 
minster, Md., leased quarters next door 
and are building an annex which will 
carry musical instruments and costume 
jewelry. The same firm recently opened 
a store in Annapolis, Md. 

q Harry Friedman, Hagerstown, Md., 
retailer, will open a new shop in the 
Hamilton Hotel. 

q A full line of gifts and novelties of 
various kinds are included in the mer- 
chandise of Wood and Company, a new 
store which was_ recently opened in 
Covington, Ga., by Edgar Wood. 

q The Flamingo Shop, a gift establish- 
ment owned by Claude Smith in Bain- 
bridge, Ga., has added a department 
for the distribution of free gifts for 
coupons as sponsored by the Colgate- 
Palmolive Peet Company. The gift 
service “on the coupons has been pre- 
viously handled by the Williams Furni- 
ture Company. 

q J. Carroll Monmonier, retailer at East 
Redwood Street, Baltimore, has added 
the fourth store to his array of branches 
by acquiring property at 5925 York 
Road which, after extensive renovations 
and improvements, will open on Octo- 
ber 4. 


q Leon Engel of J. Engel & Co., Ince., 
wholesalers, is recently returned from a 
business trip in South Carolina. 

q The Michaelson Wholesale Jewelers, 
Inc., have been chartered under the laws 
of Maryland and will be located at 333 
Equitable Building. Incorporators are 
Oscar and Lillian Michaelson § and 
Bernard H. Herzfeld. 

q The building at 316-318 East Lexing- 
ton Street, Baltimore, which has been 
occupied by Leon Levi, installment 
Jewelers, for many years, has been leased 
for ten years more. 

q The Rone Jewelry Co. opened for 
business on August 29 with a slogan 
calculated to lure the population of 
Shelbyville, Tennessee to its door. The 
slogan? “All Roads Lead to Rone,” 
of course. 


q Chattanooga’s newest jewelry store is 


Peacock’s Credit Jewelers at 831 Mar- 
ket Place. The grand opening took 
place on September 20 with free sou- 
venirs for visitors and a handsome line 
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of diamonds, silverware, watches anq 
fine jewelry. 

q H. Hardie Fincke, for the past 1§ 
years with the Half Moon Art Galleries 
of Hollywood, Fla., is opening a retaijj 
jewelry store at 1931 Hollywood Boule. 
vard, Hollywood, Fla., around Noven- 
ber 1. New fixtures by Edwin Fried 
are being installed in the store. 


q Irvin H. Hammen, formerly with j 
Engel & Co., Baltimore, has joined the 
sales force of the Elgin National 
Watch Co. and will travel a large por. 
tion of the states of Delaware, Mary- 
land and Virginia. 

q R. O. Besse, Jr., popular retail 
jewler, has been elected - vice-president 
of the Young Men’s Business Club of 
Gulfport, Miss. 

q The Kay Jewelry Company, located 
on Peachtree Street in Atlanta, Georgia, 
had its official opening Friday, Septem- 
ber 20 following completion of its mod- | 
ernization and enlargement. Featuring 
the improvements was installation of 
new store front. 


q Lawrence Holzman, president of The 
Diamond Merchants, of Atlanta, 
Georgia, has announced that he has dis- 
posed of his lease at 99 Peachtree 
Street in Atlanta and will continue his 
diamond business in the Standard Build- 
ing. 

Mr. Holzman made this statement: 
“Many of our old friends have asked my 
father and myself to reopen a large 
business, but we decided we could be 
of greater service to the people of At- 
lanta by continuing our present oper- 
ations. We could not maintain our 
policy of offering the public a substan- 
tial saving were we to reopen a store 
in a downtown location. In addition, it 
would not be possible for us to render 
personalized service to our many friends 
which is made possible through our 
present facilities.” 








~~, , wp zap A. ap. 


ww 
> 
od 
G 
— oe 
=. 




















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


® JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 
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New England 
(From page 429) 


r _ He called on many of 
tag barge A in both the Jewelers 
oa Washington Building recently. 

Roland Ketvirtis & Co., formerly at 
312 Broadway, South Boston, have pur- 
chased an entire block at 379 Broadway 
and are remodeling the latter, planning 
to move in and open there soon. 

Louis F. Marcou, of Malden, has 
urchased the building in which his 
e is located, and plans shortly to 
double the size of his place and add a 
new line of giftwares. Partitions are 
being removed, and the new opening is 
scheduled for October 15. . 

est E. King, formerly of Lexing- 
ger prior to that with the Waltham 
Watch Company, has opened a new 
store in Scituate Harbor, Mass. 
q Burche Mfg. Company, 86 Water 
Street, Wakefield, engaged on war work 
for several years, recently began mak- 
ing a new line of silver plated ware. 


4 Joseph Riddle, Army veteran, recently 
was apprenticed to Forrest E. Hammer- 
quist, 508 Washington Building, work- 
ing under the on-the-job training pro- 
gram under the G.I. Bill of Rights. 

q John Nelson of Swartchild & Com- 
pany, Washington Building, spent his 
vacation at the home plant in Chicago. 
q Fred Chase, still going strong, cele- 
brated his 77th birthday on Sept. 9, 
with birthday cake being provided by 
friends in the Washington Bldg. 

q Herbert Stranger is back on the job 
in the Washington Building after a 
very successful season with his cottages 
on Cape Cod. 

q Miss Kathleen Morrell, formerly of 
Westbrook, Maine, has just opened a 
new store in Madison, Maine. 


q Harry Hornick of Claremont, N. H., 
has moved into a new store at 67 Pleas- 
ant Street, that town. 


q Sam Kanaroff of Samuels Gift Store, 
Woonsocket, R. I., has been convalescing 
from a recent operation performed at 
Phillips House, Boston. 


q Mrs. Kusti Kahde recently was a 
patient at the Memorial Hospital, Wor- 
cester, Mass. 


q The J. A. Foster store in Providence, 
an outstanding supporter of pipe de- 
partments in jewelry stores, staged a 
sale of 414 pipes and reported results 
were good. The pipes were of imported 
briar, seconds of regular $5 and $7.50 
items and were priced at $1.85 or two 
for $3.50. 


q Gerber’s, which has headquarters in 
Providence, has opened a new store at 
391 Main Street, Worcester, Mass. The 
chain has other stores in Providence, 
Pawtucket, New Bedford, Fall River 
and Springfield. The Pawtucket store 
recently was robbed by a thief who used 
a large rock to smash the glass and 
who stole 18 watches and several rings 
Valued at more than $1000 from a dis- 
play window. Boston police later picked 
up a Cranston, R. I., man and held him 
for the Pawtucket police. 


q The building inspector of North 
Providence has announced that he will 
ask Joseph Teroni to cease his work 
in the jewelry shop in the garage in 
the rear of his home. It is alleged that 
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Teroni is operating the shop without 
having obtained a variance of the zoning 
ordinance. ‘The inspector said he visited 
the shop after the zoning board referred 
the case to him as enforcement officer 
and found that ‘a power press and 
several foot presses were in use. He 
said Teroni will face court action if he 
doesn’t cease operations within 30 days. 


q Providence jewelry stores continue to 
be split as to Monday closings. Those 
closed include Tilden-Thurber, the J. A. 
Foster store and Kaplans. Open Mon- 
days are such stores as Baird-North, 
Berren’s, Gerber’s, Kay’s, Rogers and 
Whalen Jewelers. This pattern follows 
that of the retail field in general here: 
the larger stores close Mondays but the 
majority of the stores remain open. 


q Some Providence jewelry stores re- 
port that business is picking up after 
a slight seasonal letdown and there is 
considerable optimism as to the ap- 
preaching Christmas season. Some feel 
that there is no doubt whatever that 
Christmas sales will top all previous 
marks. Better supply of merchandise 
is cited as a big factor behind the 
optimism. It is reported that buyers 
still are quality-conscious and that in 
many cases inferior merchandise is im- 
possible to sell at any price. One source 
said that the call for electrical appli- 
ances has slowed to some extent but 
expects the demand to pick up during 
the Christmas season. There has been 
considerable improvement in supply of 
costume jewelry although in a few lines 
the stores are not getting all they ask 
for. One store reported that customers 
more than ever are asking for Ameri- 
can watches. It was added that the 
buyer seemed to emphasize that “giv- 
ing work to Americans” was the reason 
rather than the belief that American 
watches were better. 


q Harold W. Hughes, formerly assis- 
tant manager of the J. A. Foster Co., 
Providence jewelry store, has _ been 
named general manager of the store 
to succeed the late Frank A. Bateman. 
Mr. Hughes also retains his post as 
secretary. Gilbert Swanson, formerly 
handbag buyer, has been named assis- 
tant manager and Ralph A. Bateman 
has been appointed assistant treasurer. 

J. Leroy Foster, president of the com- 
pany, takes over the post of treasurer 
which also was made vacant by the 
death of Mr. Bateman. 


q Numerous workers, formerly with the 
armed services, have now all returned 
to the firm of Barry & Epstein, Wash- 
ington Building. They include David 
Madden, with the Army; and William 
Pacifici, Edward Brown, and A. Caballo, 
all with the Navy. 

q Walter Hodgkins, watchmaker at 48 
Main St., Gloucester, retired from busi- 
ness recently. 


q Charles Swift, formerly with George 
K. Rogers, has moved to 48 Main St., 
Gloucester. 


q Another Rogers Jewelry Store has 
been opened at 385 Washington Street 
in Boston. 


q Gilden’s, New Haven’s newest credit 
jewelry store, opened this summer at 
177 Crown St., with David and Leo 
Gilden, father and son, as partners in 
the venture. The store carries leading 
brands of jewelry, watches and silver, 
and has a repair and engraving service 
handled by Gilden senior. 
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BYARD fF. BROGAN 


Manwlecturer of Distinctive Diamond 
Mountings and Wedding Rings 
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KEY-WIND MOVEMENTS 


| will buy key-wind watch movements; 
also small clocks of any kind and condi- 
tion—traveling, repeaters, alarms, auto- 
mobile, French carriage; old fashioned 
watches, cases and parts. Ship insured 


for appraisal. 
L. RANKIN OCEAN CITY 27, MD. 
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q The Credit Jewelers Association of 
Chicago held their regular monthly din- 
ner meeting in the Hollywood room of 
the Morrison Hotel on Wednesday, Sep- 
tember 11. President Phil Martin open- 
ed the meeting by introducing several 
visitors and members who have re- 
turned during the summer from Army 
and Navy service. Park Jewelers, 407 
East 47th St., were elected to member- 
ship. George I. Appel, Marks-Appel- 
baum, Inc., one of the founders of the 
organization, then installed the newly 
elected officers and presented gifts of 
appreciation to those who served last 
year. The new officers are: president, 
Phil Martin, Martin Jewelers; vice presi- 
dent, Jos. Hirtenstein, Federal Jewel- 
ers; treasurer, Darwin Wood, Wood 
Jewelry Co.; secretary, Norman Kernis, 
Norman Jewelers; Executive secretary, 
Benjamin L. Sacks. Directors are: Harry 
Iglow, Wolf’s Jewelry Stores; Louis 
Litt, Litt Jewelry Co.; A. E. Newmark, 
Newmarks; Al Braun, Jewel Shop; Ira 
Marks, Marks Bros.; Peter Schurbeck, 
Royal Jewelers and Victor Siegel, Sher’s 
Jewelry. After routine business the 
meeting went into executive session with 
executive secretary Benj. Sacks presid- 
ing to consider alleged offenses against 
the code of ethics. 


q On August 21 members of the Chi- 
cago Credit Jewelers Association en- 
joyed a day of golf at the Elgin Coun- 
try Club through the courtesy of the 
Elgin National Watch Co., with Howard 
Lewis representing the company as host. 
qM. C. O'Dell, Waukegan jeweler, 
offers the following proof that a wee 
bit of consumer education is needed: 
In reply to a sailor’s query, “May I 
see some pearls?” one of the O’Dell sales 
girls politely asked, “Would you like to 
look at cultured or imitation pearls” The 
sailor replied, “Oh, no, nothing too cul- 
tured; a medium priced strand will do.” 
q Charles G. Brown, Stein & Ellbogen 
Co., president of the Chicago Jewelers 
Association, made good on his promise 
last June to pick a day for the members 
to play golf without rain. He named 
Tuesday, September 10, and it proved 
an ideal day except for a stiff breeze. 
More than 80 members and guests at- 
tended at Westward-Ho golf club. Fol- 
lowing an elaborate roast beef dinner 
Irving Jensen, for the golf committee, 
awarded prizes. Low gross for mem- 
bers was won by Mead Montgomery with 
an 87 while the guest winner was Al. 
Pandolfi with an 82. Low net members 
were Perry Mollenbrock, R. Schell Hul- 
bert and Charley Brown. Visiting low 
netters were S. Mayer, William Schu- 
berth and Roy Rust. There were six 
to win in the pro-blind bogey (85): Al 
Wahlen, Harry Barnett, Chas. G. Brown, 
Stanley Anderson, Ralph Milhening and 
Ben Belon, all of whom received prizes. 
All together more than 30 prizes were 
awarded. Many remained for an even- 
ing of gin, cribbage and poker. 

q Maurice J. (Bud) Stein of the Knight 
Mfg. Co., New York, spent several days 





CHICAGO 


in Chicago last month visiting the trade 
and arranging for representation ip this 
and the Pacific Coast territory. Maurice 
Taube and George Konsmanoff will re 
resent in the middle west with Chicano 
headquarters and Sydney Taube on the 
Pacific Coast. Charles Bravemar jg 
Eastern representative. These men also 
represent Heller-Deltah Co., in these 
territories. 

q Jack Miller, manufacturers’ represen- 
tative with headquarters in the Hey- 
worth building, now represents the Ever- 
fine Jewelry Mfg. Co., of Providence in 
the Midwest territory. 

q Van M. Feltus and Ray Parker, both 
of whom were formerly associated with 
Krementz Co., now represents H. RK. 
Morse Co., Detroit, covering nine states 
in the Middle west. Their offices are at 
29 E. Madison St., Chicago. 

q Milo C. O'Dell, 104 S. Genessee St, 
Waukegan, Illinois, lost a $150.00 win- 
dow paint job and a number of valuable 
watches in the early hours of September 
5 when a sailor crashed the window with 
a brick. 


q Alvin Lauschke, Thos. J. Dee & Co, 
Chanticleer of the Golden Roosters of 
Chicago, has announced that the annual 
stag frolic of this organization will be 
held at the Knickerbocker Hotel, on the 
near north side, on the evening of Thurs- 
day, November 14. There will be no 
visitors and no candidates but plenty 
of fine entertainment and games will be 
provided. 

q Tom McMahon, Thos. J. Dee & Co, 
retiring president of the Chicago Jewel- 
ers Association, is spending a few weeks 
in California recuperating from a re- 
cent severe illness of pneumonia. 

q The Chicago Jewelers Bowling League 
opened their 36th consecutive season at 
th Illinois Athletic Club on Wednesday 
night, September 11, and will play 28 
weeks, each Wednesday except during 
December. The eight teams which will 
participate represent Benj. Allen & Ce, 
M. F. Lenz Co., The Ball Co., J. Milhen- 
ing, Inc., Swartchild & Co., Newall Mfg. 
Co. Officers: president Ed. Springer, 
The Ball Co., vice president, Art Brill, 
J. Milhening, Inc., and for the 36th year 
Dave Newman will serve as secretary- 
treasurer. 

q Lt. Robert Finkler is back in civvies 
again and has been calling on the trade 
in his capacity as sales representative 
for R. Haefliger & Co., 209 S. State St. 
q Kofmehl Jewelers have moved from 
Terre Haute, Indiana where they were 
located in the Herz Store, and are now 
doing business in the city of Duncan, 
Okla. 

q Mr. and Mrs. Sol Hillman have pur- 
chased the Thomas J. Dale jewelry store 
in Kenosha, Wis. Lon Quick remains in 
charge of the repair departments. The 


- store is located at 624 Fifty-sixth St. 


q Recently remodeled were the show- 
room and offices of F. N. Kistner Co, 
dealers in diamonds, 31 N. State St. 
Chicago. 
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The West Coast 
0am’ 


_vear free service guarantee in 
Be re at a Watch Insurance Bond 
like a war bond or stock certificate), 
handsomely lithographed, goes with 
every watch bought over the Weisfield & 
Goldberg counters ($29.75 or over) in 
Seattle, Wash., and nearby Northwest- 
ern cities in which this chain of jewelry 


stores operates. 

This particular watchmaking service 
was re-established lately since it won 
fame for the Seattle jewelers in the 
pre-Pearl Harbor days and a number 
of the “Weisfield” watchmakers left 
their benches for the armed forces. 
Now, however, Weisfield & Goldberg 
have welcomed back these watchmakers 
and have re-inaugurated their special 
“Drop It... Wet It... Smash It” 
service, for a smash-hit of watch mer- 
chandising, emphasizing in their sales- 
manship and advertising “that neces- 
sary repairs or replacement of broken 
or damaged parts will be made free of 
charge within one year from the date 
of purchase, and the watch restored to 
running condition.” 


q Featuring a complete line of jewelry, 
watches, appliances and radios _ plus 
‘optical and repair departments, Seattle’s 
newest jewelry store, Tipp and Zedlick, 
held its grand opening last monta. Lo- 
cated at 1338 Third Avenue, the new 
store is owned by two young and en- 
terprising Seattle businessmen, Jerry 
Tipp and Sam Zedick. 


q Carl Hedberg and Emil Johanson 
have formed a partnership and estab- 
lished a new jewelry store known as 
“Hedberg’s—Quality Jewelers”—at 511 
S. Washington St., Olympia, Wash., 
where they have stocked a wide di- 
versity of jewelry merchandise, and 
added a service department that is 
equipped for jewelry as well as watch 
repair. Mr. Hedberg has been long 
associated with the jewelry industry in 
Olympia, while Mr. Johanson is a well- 
know businessman of that city. 


q Out of the $106,000 loot of jewelry 
last June from the burglary of the Ta- 
coma, Wash., store of Weisfield & Gold- 
berg Co., FBI agents have been able 
to recover almost half by early in Sep- 
tember . . . After trailing $25,000— 
and locating it in Los Angeles, Cal., 
and another $2,000 in Everett, Wash., 
they have recently rounded up $20,000 
worth—mostly in a safe deposit box 
of a bank in Vancouver, British Col- 
umbia, whither their trail led them. 


q Seattle police were placed on the 
trail of a man taking baby rings from 
the Crabtree Jewelry Store, which used 
to be until recently the Albert Jones 
establishment at 1311 Fourth Ave., 
Seattle. Store employees had the strange 
experience of having a _ conscience- 
stricken man walk in and give up about 
$2000 worth of diamond rings which he 
stated he had taken earlier. They let 
him go, only to find $6 worth of baby 
rings were shy from stock, hence the 
spreading of the alarm to the yolice. 


q Staeder’s Inc., a new jewelry business 
at Sequim, Wash., has been incorporated 
by Robert W. Staeder of Sequim, to- 
gether with Jasper L. Coffey, Jr., 117 
East 4th St., Port Angeles, Wash., and 
Donald G. Van Brocklin of 634 East 
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4th St., Port Angeles. Incorporation 
papers have been filed showing capital- 
ization at $7000. 


q Old ‘watches for new ex-GIs is the 
call in Washington—watches of ancient 
vintage, the older and more useless the 
better—for they are to be used to re- 
juvenate and revitalize the GIs, who 
will learn to repair them in Walla 
Walla. George R. Greer, who has 
charge of the rehabilitation program in 
the veterans hospital in Walla Walla, 
has issued the call for Washingtonians 
to turn in their watches for this new 
veterans’ purpose. 


q FBI agents in Seattle in making six 
arrests recently on the Coast believe they 
have cracked a coast-wide jewel theft 
ring. Harry G. Maynor, special agent 
in charge at Seattle, picked up a suspect 
in Everett, Wash., and has charged him 
in federal court at Seattle with receiv- 
ing stolen merchandise valued in excess 
of $5,000, such merchandise being assert- 
edly stolen from a Hollywood, Cal., store. 
A man and a woman operating conces- 
sions at a carnival in Astoria, Ore., were 
also arrested and held in Multnomah 
County jail in Oregon on charges of 
receiving loot from the $106,000 robbery 
of Tacoma store of Weisfield & Goldberg 
. and will be removed to Seattle. 


q California Jewelry Creations  an- 
nounces the removal of its factory and 
offices to larger and more efficient quar- 
ters at 1318 Velasco St., Los Angeles. 


q Lloyds Jewelers is the name of a new 
jewelry store at 5527 Hollywood Blvd., 
Los Angeles, and it is owned by Earl 
O. Berman. Before entering the ser- 
vice five years ago, Mr. Berman was 
connected with his father’s jewelry store 
in Peoria, Il. 


q.Harry L. Krasny who was connected 
with a Hoolywood Bbkyd. jewelry store, 
has bought the Lawson’s Jewelry Store 
in Hollywood, Calif., from Phillip Wolf. 


q Stanley Casting Co., makers of West- 
ern silver items has moved from down- 
town Los Angeles to 3859 Ince Blvd. 
Culver City, Calif. 


q Bernard and May V. Allen have 
moved their jewelry store from the 
Arcadia Theatre Bldg. in Pasadena to 
a most modern store at 899 East Colov- 
rado St. 


q Leslie Gold, wholesale jeweler in Lows 
Angeles, now has a branch at 126 Post 
St., San Francisco. 


Jewelry Buildings Sold 


A combination one and_ two-story 
building at 109-11 Peachtree Street, 
N. E., in Atlanta, Georgia, occupied 
by Maier & Berkele, Inc., and Schneider 
& Son, jewelry concerns, has been sold. 
The Peachtree Street store building was 
purchased by the Volunteer State Life 
Insurance Company from Consolidated 
Realty Investments, Inc. Negotiations 
for the deal were handled by J. J. 
Chambers, associated with Adair Realty 
& Loan Co., and S. A. Redwine, of the 
realty firm of Redd & Baldwin. The 
building occupied by the two jewelry 
concerns has a frontage of 50 feet on 
Peachtree Street, and a depth of 90 feet. 
The new owners plan to add an ad- 
ditional story to No. 109 at an estimated 
cost of $25,000. 











PEARL 
STRINGING 


Best in the midwest for 
workmanship and service 


M. LANGE CO. 


425 W. WRIGHT STREET 
Milwaukee 12, Wisconsin 














“THE PATHWAY TO SUCCESS" 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 


SCHOOL OF HOROLOGY 
Dept. C Peoria, Ill. 








JEWELERS SPECIAL SAWDUST 


It's Hand Screened, Vacuum Cleaned— 
No Dust | 
Hardwood—Fine—Medium—Coarse Sizes 


Drying T £82 9 yt] : g 
25 Ibs. costs 16¢ per Ib. 100 Ibs. cost S¢ per tb. 
50 Ibs. costs 10¢ per Ib. 500 Ibs. or more 6¢ per Ib. 
Orders for $5 or less to be accompanied 
by check—cash or money order—F.O.B. 
Brooklyn, ship via Express or Freight— 
State which way — Prompt shipments 
from Stock. 
Serving the Jewelry and Kindred 
industries over 30 years. 


NATIONAL SAWDUST CO., INC. 


60 NORTH 6th ST. BROOKLYN 11, N. Y. 











STAR GARNETS 


Of the better quality. Deep rich red, with 4 
rayed star. Quoted on request. 

CRYSTAL SPECIMENS of all kinds for window 
display. Free price list. 


Vv. D. HILL 
Complete Gem & Mineral Establishment 
R#7, Box CD Salem, 











6), $2.00—15J. $2.50 

















ipcme WATCH CO. 


> S.WABASH AVE. CHICAGO ILL. 


USED WATCH 
MATERIALS 


“jem” | 11> 


Waltham 
74, $2.50—154, $8.60 THE PRICE OF 
8 Size Hunting, TERIAI 
Eigin, Waltham NEW MA $ 
7J,$1.25—15J,$1.75 | Wheels, pinions, 
18 Size O.F. pallet forks, etc. 
Eigia, Waltham . ‘' 
TJ, 1.50—15J $2.00 for all watches. 
$ Se in, Wal- Send sample of 
tham, Hunting what you want! All 
7J,$1.50—15J,$2.00 | Guaranteed! Remit 
Rect only if satisfactory. 
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KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDG. CINCINNATI, O. 











PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 











Harry Greenwold Co. 


The House of} Ouality and Service 
Is WEST 7th STREET, CINCINNATI. OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


PAMILTON WATCHES Zones 


Lines of quality and style that give you pro- 
tected You can recommend these lines 
customers with confidence 


and &) 


elaoh thi 
fo your 











WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohio 











DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 


114 West 6th Street. Cincinnels. Ohio 
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q The regular monthly meeting of the 
Town Criers was held on August 29 in 
the Credit Club Room at the Hotel 
Sinton. Buddy Knight presided at the 
well-attended meeting. A “get well” 
card was sent to Percy Lucas, auto- 
graphed by his fellow Criers at the 
luncheon. 

q George Frimming and Mrs. Frimming 
spent their vacation this year in Florida. 
Mr. Frimming is with the Hackett Store 
in Erlanger, Ky. 
q Robert Hengenhold, Rosfelder Bros. 
Co., spent his vacation with the family 
in’ northern Indiana. 

q Carroll Sauer, manager of the Lange 
Jewelry Store, is back on the job after 
his recent illness. 

qDon Knight vacationed in Tennessee, 
Mrs. Knight’s home state. He is con- 
nected with J. P. Knight Co. 

q Jack Wolfe recently returned from 
Culver, Indiana, where his son just 
graduated and received his lieutenant’s 
bars. 

q Eddie Wulberding and Mrs. Wulber- 
ding spent Labor day week end visiting 
Lexington, Ky. 

q Walter Bleske, Gerwe-Brown Co., has 
the sympathy of the trade on the pass- 
ing of his brother. 
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q Martha Dannhauer, Gerwe-Brown C 

met with an accident recently whick 
severely injured her collarbone. Mis; 
Dannhauer will probably be away fro 
her work for several weeks. - 


q Herbert Schwartz and Mrs. Schw 
both of William Effle, jewelers of ny 
Healthy and College Hill, are back home 
after vacationing in New York. 


q Richard Fenstermacher was back in 
Cincinnati recently and lunched with the 
Town Criers. Richard recently recovered 
from an illness and is now hearty as 
ever and back on the job. He algo 
reports that his father, E. A. “Jimmy” 
Fenstermacher, is well and happy, ep- 
joying life at Lake Mullett, Michigan, 


q A. G. Schwab & Sons, Inc, recently 
held their semi-annual sales conference 
with nine of their representatives in at- 
tendance. After thoroughly discussing 
the advertising and sales plans for this 
season, the group was invited to dinner 
at the Losantiville Country Club. All 
present expressed the belief that busi- 
ness for the retail jeweler should be 
better this Christmas than for many. 
years past, and that the industry can 
look forward with confidence to good 
business in 1947. 








Take Reports of "Biggest Mine” 
With Grain of Salt, Say London 
And New York Diamond Experts 


Newspaper reports of the discovery 
of a diamond mine “eight times larger 
than Kimberley,” which have been ap- 
pearing in the United States and Canada 
in recent months are believed to be 
slightly exaggerated by diamond au- 
thorities in London and New York. 

According to the report, a Canadian 
prospecter, Dr. John Williamson, made 
the find during the war years, and the 
report is that this year’s production was 
estimated at more than $8,000,000. 

Williamson went to Tanganyika in 1934, 
and staked claims at various~ points. 
He studied the characteristics of dia- 
monds from different mines and con- 
cluded that they all originated from a 
single diamond pipe. After seven years 
he located what he believed to be the 
main pipe at Mwadui, near Shinyanga 
Lake. 

Despite the claim of the wealth in 
the deposit London sources said that 
the bonanza was probably not “epoch- 
making,” and that there was no _ indi- 
cation that it would compare in value 
with the Kimberley or Brazilian mines. 

Meanwhile, reports from London indi- 
cate that Dr. Williamson has refused 
to join the diamond selling combine and 
has “decided to play a lone hand in 
marketing his gems,” but there is no 
indication that Williamson is likely to 
sell at prices lower than those of the 
Diamond Trading Co.” 


NOT RESULT OF LUCK 


Dr. J. T. Williamson’s_ discovery, 
however, was neither luck nor accident, 
the Canadian geologists’ associates said. 

Experts at Johannesburg in the cen- 
tre of the world’s diamond trade de- 
scribed it, instead, as “a straight-for- 


_——- 





ward, systematic job by a brilliant geol- 
ogist.” 

These same experts, however, tended 
to caution in making positive estimates 
that his discovery was eight times as 
big as the Premier. The mine is in 
Tanganyika, northeast of Southern Rho- 
desia, in which the Kimberley Mines 
are located, and they pointed out that 
previous ‘Tanganyika finds all have 
petered out in a relatively short period. 

Dr. Williamson worked in Northern 
Rhodesia for several years, then de- 
cided to prospect his way up Africa on 
his way back home. 

In the Shinyanga area of Tanganyika 
he found indications of diamonds and 
staked claims, then plotted the course 
of what he believed to be a vast dia- 
mond “pipe”—a tube of the typical blue 
clay in which diamonds are found. He 
first discovered the central diamond- 
bearing pipe in 1941, and produced dia- 
monds which were used in the war effort. 
The largest stone found in his mine 
weighed 135 carats. 

It is reported that machinery now on 
order will raise the mine’s output to 
2,000 tons of blue ground daily. 

















DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 
THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO | 
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Report from 


South Africa 
——_————————— oes 

The remarkable increase in sales of 

m diamonds is due largely to the 
fear of inflation, in the opinion of a 
leading Cape Town jeweler. It was re- 
ported recently that diamond sales last 
year had reached the enormous figure 
of £24,500,000, four million pounds more 
than the previous record year, 1943. 
“Diamonds are the best possible hedge 
against inflationary tendencies,” said 
the jeweler, “and an ever-increasing 
number of people are realizing this. 
We have got into touch recently with 
several people who bought stones from 
us some years ago and have offered 
them more than they paid. Some have 
refused, some have accepted, some 
wanted an even higher price. The supply 
of pure stones is not so large as the 
turnover figures might suggest. Really 
good stones are as rare as ever, and 
the tendency is for prices to rise. The 
supply of industrial diamonds is good. 
Apart from the demand arising from 
fear of inflation, diamonds of gem 
quality are immensely popular today 
for engagement rings. We are selling 
rings almost as fast as we can make 
them.” At a diamond cutting works a 
manager with over 30 years experience 
did not altogether agree with the opin- 
ion that diamonds are the best safe- 
guard against inflation. 


DEPRESSION TURNABOUT 


“While prices are rising an _ invest- 
ment in diamonds is sound, but try to 
sell your ‘investments’ when a depression 
sets in and you will meet with disap- 
pointment. I can remember something 
of what happened during the great be- 
tween-wars slump in Europe. All the 
jeweler shops on the Continent were 
filled with jewels of the finest quality, 
and were thrown on the market by 
people who were only too glad to receive 
a fraction of the prices they paid dur- 
ing the post-war boom.” Another ex- 
pert thought that the producers would 
try to maintain last year’s turnover. 
He said: 

“The 1945 figure was very satisfac- 
' tory, but it was achieved to a large ex- 
tent by drawing upon accumulated 
stocks. A large quantity of stones were 
sent to Canada during the war, mainly 
for possible industrial use, and these 
have now been repatriated. The De 
Beers publicity campaign in America 
has produced astonishing results, and 
at present diamonds are fashionable 
and sales soaring.” 





DIGGING IS DISCOURAGED 


The Minister of Mines has stated that 
the Government is opposed to diamond 
digging as an occupation, and in con- 
formity with that policy the number 
of diggers’ certificates has been re- 
stricted since 1941, to reduce the num- 
ber of professional diggers and to pre- 
vent any influx of population to the 
diggings. The land suitable for digging 
purposes is so limited that the Govern- 
ment is reserving it for bona fide diggers. 
There is no desire to build up another 
generation of diamond diggers because 
of the uncertainty of the work and of 
the diamond market. This is national 
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policy with a long-range objective. It 
is being adhered to in spite of the cur- 
rent large demand for diamonds. Thus 
the State feels that diamond digging 
is an occupation that should disappear 
with the present generation. A widely 
held view is that the mining companies 
have been interested in putting an end 
to alluvial digging. 

Recently a 54% carat stone was sold 
at Barkly West for £10,000, or about 
£185 per carat, which is a new boom 
price record. The _ previous’ record 
seems to be the £100 per carat paid 
for a 56% carat stone found some years 
ago on the edge of the Vaal River at 
Bad Hope. At the same time a 8 
carat diamond realized £76 per carat. 
This was from Droogveld, on the New 
Vaal River Estate. A 12 carat stone 
found at De Hoek, near Austif’s Rush 
on the same estate, is believed to have 
fetched £108 per carat. 

At Goedvooruitzicht some _ excellent 
finds have been reported, with among 


them a fair number of diamonds rang-_ 


ing between 20 and 60 carats. Attrac- 
tive prices have been obtained for these 
gems. In December the production 
from this field was valued at £25,281, 
and in January it was £34,593 and it is 
still rising, mainly due to the higher 
prices obtained per carat. The total 
production value at this field is now 
far in excess of some of the production 
from all the other South African dig- 


gings. 


Unauthorized Walkout at Attleboro 
Jewelry Plant Puzzles Company 


A group of 92 employes of the Ripley 
& Gowen Company of Attleboro re- 
mained away from work and it was 
reported that the reason was demand 
for a signed contract with the company. 
However, an official of the Playthings, 
Jewelry & Novelty Workers Union 
(CIO) said that the strike was unau- 
thorized by that union and that he had 
reported the situation to U. S. Depart- 
ment of Labor. 

The company said that for the past 
two months it has been negotiating a 


. contract with the local representative of 


the union and a shop committee. The 
negotiations, the company added, had 
reached a point where the only remain- 
ing difference was an offer by the com- 
pany of 10 per cent increase in hourly 
rates and the union’s demands of 10 
cents an hour increase. The company 
then offered 10 cents per hour if the 
union would contract to the end of next 
year instead of the usual one-year con- 
tract. 

The offer was to be taken under con- 
sideration by the union but instead, the 
company said, a strike was called. The 
company said it also has offered main- 
tenance of membership, holidays with 
pay, grievance procedure, leaves of ab- 
sence, seniority provisions. Vacation pay 
of 20 hours for employes of six months 
to a year employment, 40 hours pay for 
employes of one year to five years’ em- 
ployment and 80 hours pay for over 
five years’ employment. 

A union official said he had informed 
the jewelry firm that the contract pro- 
posal offered by the company had been 
rejected. He charged that the company 
was Stalling on negotiations and that the 
company wanted to write its own con- 
tract. 








GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


816 §=LIBERTY AVE. PITTSBURGH 


GRAFNER BROS. 








ATTENTION ... 


@ We offer our services to 
firms who wish to sell in 
Canada. 


@ Distribution from Coast 
to Coast. 


@ Inquiries invited from 
manufacturers of exclu- 
sive lines. 


M. DAVIDOVITCH 


& SONS, LTD. 


359 ST. JAMES STREET W. 
MONTREAL, QUE. 











CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 te $30.00 


503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 

















BROS. AND CO. 


MANUFACTURERS 
Special Order Work 


413 RACE ST. 
CINCINNATI 2, OHIO 


ROSFELDER 
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Where to Buy 
IMPORTED 
China and Glass 
















































































Wedgwood Ware 


Bone Chino Dinnerware, Queensware 
Jasper and Black Besalt 
Trade-Mark WEDOWOOD 


Josiah Wedgwood & Sons, inc. 
162 Fifth Avenue, New York City 




















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 

MASON’S tronstone China 

COALPORT Bone China and Kingsware 

ROVAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 

















TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 

















>. importers of 
‘SJ ENGLISH CHINA 
% and 
EARTHENWARE 
Stock and Impert 
VILLE & CO., INC. 





FONDE 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 

















ROYAL DOULTON 


English Bone China and BHarthenware 


DOULTON and CO., Ine. 
Successors To 
WM. 8. PITCAIRN CORPORATION 
212 Fifth Ave. New Yerk, WN. Y. 








JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT’S 
English Staffordshire Ware 








PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Marray Hill 38-5460 
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Rapcuirre F. Bacon, 70, well-known 
in the silverware trade, died August 22 
at Wickersham Hospital, after a short 
illness. 

He joined the International Silver 
Company when it was formed in 1898 
and spent over forty years on Maiden 
Lane where he developed a host of 
friends. In 1939, when the company 
moved their wholesale showrooms up- 
town, Mr. Bacon transferred his ac- 
tivities to the Fifth Avenue office and 
continued there until his death. Had 
he succeeded in carrying on another 
year, he would have rounded out fifty 
years with the company. 


SamvuE. J. Barrett, 55-year-old Dan- 
ville, Kentucky jeweler, formerly of At- 
lanta, Georgia, died Tuesday, September 
10 in Danville. Mr. Barrett was born 
in Atlanta and moved to Danville four 


years ago, where he opened «4 ‘ewelry 


store. He was a Mason and a Shriner. 
Funeral services were held in Atlanta, 
Thursday, September 12 and burial was 
in Greenwood Cemetary in Atlanta. He 
is survived by his wife; one son, Sidney 
J. Barrett, of Danville, Ky.; one daugh- 
ter, Mrs. Milton Rubin, of Danville; 
three sisters, Mrs. Paul Wolkin, Mrs. 
M. L. Clein and Mrs. Irving Beitz, all 
of Atlanta. 


Harry Berx of Forest Hills, L. L, 
died September 12 at his home as the 
result of a heart ailment. His age was 
44. He was eastern salesman of the 
New England territory for Fostner 
Chain Corp. of Irvington, N. J., for 
13 years. Funeral services were held 
at the Riverside Memorial Chapel. He 
leaves a widow and two daughters. 


ArtHur W. Haceman, 58, president 
of the R. P. Higgins Jewelry Co., St. 
Louis, Mo., died suddenly August 16 of 
heart disease at his home. He was a 
member of a number of social and civic 
organizations in St. Louis and a trustee 
of the fire district of Alton. 


Morris Kapran, head of Morris Kap- 
lan and Sons, New York ring manu- 
facturers, died suddenly in Los Angeles 
on September 3, and was buried in New 
York on September 6. He was 72. Mr. 
Kaplan, who entered the ring manufac- 
turing business in 1893, was a dinner 
guest of honor of the 24-Karat Club of 
Los Angeles, three days prior to his 
death. He is survived by his widow, two 
sons, David and Charles, who were asso- 
ciated with him in business; two daugh- 
ters, Mrs. Helen Davis and Mrs. Beatrice 
Phillips, and five grandchildren. Mr. 
Kaplan was a member of the Grand 
Street Boys, B’nai B’rith and other 
Jewish organizations. 


Myron S. Liserman, retired jeweler 
and resident of Utica, N. Y., more than 
50 years, died recently in Boston where 
he moved two years ago. Mr. Liberman 
established the wholesale jewelry firm 
of Liberman Brothers with his brother, 
I. J. Liberman, in Syracuse many years 
ago. In 1892 he moved to Utica where 
he formed a partnership with the late 
Barney Abelson and the late Mitchell 
A. Harris. The firm known as Abelson 
& Liberman continued until 1922 when 
Mr. Liberman retired from the jewelry 
business. 
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SS 
Watrter B. SHarpe died sudd 

Monday morning, September = fy. 
home in Marietta, Georgia. Mr. Sha 
was sales representative for the Wal 
tham Watch Company and wag : 
ciated with that organization for more 
than nine years. During the war he 


WALTER B. SHARPE 





was stationed at the factory, at Wal- 
tham, Massachusetts, where he did im- 
portant war work. Since January of 
this year he had been calling on jewel- 
ers in South Carolina, Georgia, Florida, 
Alabama and Mississippi. He was 4] 
years old and is survived by his widow 
and three children. 


Mrs. Rae GaBay Somers, 68, wife of 
Otto J. Somers, president of Somers- 
Ernst Co., Inc., New York manufac- 
turing jewelers, died August 11. Sur- 
viving besides her husband are «< son, 
Otto J. Somers, Jr., and three brothers, 


NatTHAN J. Srern of Stern Bros. & 
Co., diamond importers and cutters, 
died September 15 at his country home 
in West Redding, Conn., after a short 
illness. Born in New York 62 years 


NATHAN J. STERN 





ago, he was the son of the late Leopold 
Stern, one of the founders of the firm. 
Mr. Stern was a partner in William 
Wise & Son, retail jewelers in Brooklyn 
and was a member of the executive com- 
mittee of the Jewelers Security Alliance. 


Frep Stvuser, who has conducted 4 
jewelry business in Utica, N. Y., for 
the last 15 years, died recently in 8 
Utica hospital after a year’s illness. A 
daughter and three sisters survive. 


Oscar S. Wurre, 66, credit manager of 
the Dreifus Jewelry Co., Memphis, 
Tenn., died August 12 of injuries sus- 
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ined when an automobile struck him 
wiittle over an hour before. 

x C. YOuNG, 82, veteran en- 

r The International Silver 


pare, died in Meriden, Connecticut, 
on September 19th. 
In April, 1945, he completed 65 years 


rnational during which he never 
ery a single working day. His 
specialty was designing and fine letter- 
engraving on flatware, hollowware and 
other products of the company. His skill 
in this field was nationally known. ; 

Mr. Young was born in Hanau, Ger- 
many, and arrived in this country in 
1980 at the age of sixteen. He started 
work two days later in Meriden as an 
engraver, having learned the art in 
Germany by the time he was thirteen. 
From that day on, until last year, it 
was a matter of great pride to him that 
he had never missed a day’s work at In- 
ternational. The veteran craftsman 
headed International’s engraving depart- 
ment for 49 years, and was actively en- 
gaged in his work up to the time of 
his death. 

Frep C. BLeNKNER, 85, former wealthy 
Columbus, O., jeweler and diamond set- 
ter, who invented the Bessell-Blenkner 
“fool proof” gunsight, died penniless 
recently in the Franklin County Home. 
The gunsight used in World War I, 
was to bring Mr. Blenkner 15 cents on 
each, until the total reached $100,000. 
Seventeen years after the Armistice was 
signed, Congress reduced his claim for 
$67,000 in royalties to $3,071. Mr. 
Blenkner refused it. “My pride, despite 
my need, will prevent me from accept- 
ing the paltry sum,” he said. “I worked 
day and night, Sundays and _ holidays, 
for six years to perfect the sight.” 


Frank A. KENNEDY, 74, _ retired 
Rochester, N. Y., jeweler, died June 3 
at his home in Rush after an illness of 
several years. He succeeded his father, 
the late William A. Kennedy as head of 
the Kennedy jewelry firm at 376 Main 
St.. W. At one time he was bantam- 
weight boxing champion of Western 
New York. Surviving are his widow, 
three sons and two granddaughters. 

Casstus E. Nines, 88, jeweler in In- 
dianapolis, Ind., for 30 years, died June 
15 at his home there. A native of Char- 
lottesville, Va., Mr. Niles settled in In- 
dianapolis 60 years ago. He is survived 
by his widow, two children and four 
grandchildren. 

James B. Hauser, jeweler, who operat- 
ed a store in Mountain Grove, Mo., died 
recently in a hospital in Springfield, Mo. 
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ally appeared P. M. Fahrendorf, who, 
having been duly sworn according to 
law, deposes and says that he is the 
Business Manager of THE JEWELERS’ 
CIRCULAR-KEYSTONE and that the 
following is, to the best of his knowl- 
edge and belief, a true statement of the 
ownership, management (and if a daily 
paper, the circulation), etc., of the afore- 
said publication for the date shown in 
the above caption, required by the Act 
of August 24, 1912, as amended by the 
Act of March 3, 1933, embodied in sec- 
tion 537, Postal Laws and Regulations, 
printed on the reverse of this form, to 
wit: 

1. That the names and addresses of the 
publisher, editor, managing editor, and 
business managers are: Publisher, Chil- 
ton Company, Inc., 100 East 42nd St., 
New York 17, . Y¥.; Editor, Fred V. 
Cole, 100 East 42nd St., New York 17, 
N. Y.; Managing Editor, none; Business 
Manager, P. M. Fahrendorf, 100 East 
42nd St., New York 17, N. Y. 

2. That the owner is: (If owned by a 
corporation, its name and address must 
be stated and also immediately there- 
under the names and addresses of stock- 
holders owning or holding one per cent 
or more of total amount of stock. If not 
owned by a corporation, the names and 
addresses of the individual owners must 
be given. If owned by a firm, company, 
or other unincorporated concern, its name 
and address, as well as those of each in- 
dividual member, must be given.) Holders 
of more than one per cent of the capital 
stock outstanding of Chilton Company: 
Estate of C. A. Musselman, 260 Sycamore 
Ave., Merion Station, Pa.—Beneficiaries: 
Mabel M. Musselman, Mary M. Acton, 
David Acton: Charlotte M. Terhune, 160 
E. 48th St., New York, N. Y.; C. S. Baur, 
c/o Chilton Co., 100 E. 42nd St., New 
York 17, N. Y.; J. H. Van Deventer, 50 
Lake Shore Drive, Vails Grove, Peach 
Lake, Brewster, N. Y.; Mrs. Beulah 
Fahrendorf, 59 Drake Grove, Scarsdale, 
- Y.; Mary M. Acton, 260 Sycamore 
Ave., Merion Station, Pa.; Mabel M. 
Musselman, 260 Sycamore Ave., Merion 
Station, Pa.; Dorothy S. Johnson, 1115 
Fifth Ave., New York, N. Y.; Ann E. 
Tomlinson, c/o Bankers Trust Company, 
P. O. Box 704 Church Street Annex, New 
York, N. Y.: Ethel G. Breen, Trustee u-w 
of Charles W. Anderson, Old Greenwich, 
Conn.—Beneficiaries: Robert C. Ander- 
son. Percival E. Anderson, Charles W. 
Anderson, Jr., Annie L. Clark: John Blair 
Moffett, 1608 Walnut Street, Philadelnhia, 
Pa.—Agent for J. Howard Pew, J. N. 
Pew, Jr., Mabel P. Myrin, Mary Ethel 
Pew; Elizabeth J. Bailey and Ellwood B. 
Chapman, Trustees Estate of James Art- 
man, Deceased, 930 Real Estate Trust 
Building, Phila., Pa.—Beneficaries: 
Franklin Artman, Vera Watters, Alvin C. 
Artman, Elizabeth J. Artman, Marion A. 
Pratt, George H. Pratt, by assignment, 
Fdwin Moll, bv assignment: Frederick S. 
Sly, 149-40 35th Ave., Flushing, L. L, 
} ay 3 


3. That the known bondholders, mort- 
gavees, and other security holders own- 
ing or holding 1 per cent or more of total 
amount of bords, mortgages, or other 
securities are: None. 

4. That the two paragraphs next above, 
giving the names of the owners, stock- 
holders, and _ security holders, if any, 
contain not onlv the list of stockholders 
and security holders as they appear upon 
the books of the company but also, in 
cases where the stockholders or security 
holder appears upon the books of the 
company as trustee or in any other fi- 
duciary relation. the name of the person 
or corporation for whom such trustee is 
acting. is given: also that the said two 
paragraphs contain statements embracing 
affiant’s full knowledge and helief as to 
the circumstances and conditions under 
which stockholders and securitv holders 
who do not appear upon the books of the 
company as trustees, hold stock and se- 
curities in a capacity other than that of 
a bona fide owner; and this affiant has 
no reason to believe that anv other per- 
son, association, or corporation has anv 
interest direct or indirect in the said 
stock, bonds, or other securities than as 
so stated by him. 

P. M. Fahrendorf, 


(Signature of editor, publisher, busi- 
ness manager, or owner.) 

Sworn to and subscribed before me this 
26th day of September, 1945. 
[SEAL] Mae A. Gatzenmeier 
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Fitting a Balanee Staff 


Sixth in a series of articles on methods used in removing and 
replacing a damaged staff. Part eight, herewith, explains 


the procedure in replacing a riveted type staff. 





by HENRY B. FRIED 


Executive Secretary, 


The Horological Society of N. Y. 


PART Vill: INSERTING A RIVETED STAFF 
(Drawings by the author) 


EPLACING a riveted staff calls for great precau- 

tion and care in each operation from the selection 
of the staking die holes to the riveting operations. The 
selection of the proper punches has much to do with the 
successful completion of this job. As in the fitting of all 
balance staffs, the old staff is used to aid in the selection 
of the proper punches and in the alignment of the se- 
lected hole in the staking die. 





Fig. 38. First step 
is selecting proper 
hole in staking die 
that fits the roller 
post without binding. 





The first step is to choose a hole in the staking die 
that fits closest around the roller post without binding. 
(Fig. 38.) This hole is then centered with the centering 
punch and locked. (Fig. 39.) Next, a flat-faced hollow 
punch that fits over the hairspring shoulder of the staff 
without binding and resting upon the balance shoulder is 
selected as shown in Fig. 40. A punch that will spread 
the riveting undercut in the balance shoulder of the staff 
is chosen next. This will be a round-bottom hollow 
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punch that has the same dimension as the flat hollow 
punch. This round-bottomed punch, however, will fit 
into the recess of the balance shoulder, subsequently 
spreading it when tapped with a hammer. This punch is 
shown selected in Fig. 41. 

When the staff fits tightly over the balance shoulder 






Ee Fig. 39. After determining the 
proper hole it is then centered 
with centering punch and locked, 





or 
ie 


et 


a punch is used especially to drive the balance snugly 
on to the balance shoulder and against the balance hub 
of the staff, prior to riveting. This punch is a flat, hol- 
low punch that fits over the balance shoulder of the staff 
with little tolerance. The balance is then placed over 
the staff and this punch, shown in Fig. 42, drives the 
balance firmly onto the staff, readying it for the subse- 
quent operations. 

With the balance and staff placed into the staking set, 
the actual operation of securing the staff to the balance 
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Black Glass — very special, this. A case 
of sparkling, jewel-like, ebony-black glass, 
polished to a permanent, shimmering ele- 
gance. No picture could do it justice! 


East Indian Lambskin —the case of vel- 


The Candlelight—the new occasional clock with the glowing, rich, vet-smooth, glowing brown leather set off 
modern look that adds distinction to home furnishings. Available in by a border of white stitching. Also avail- 
two cases, it has the sparkle your “special” trade will go for. able in pigskin. Stunning, isn’t it? 





The Morning Glory—Ideal for the bedroom as an alarm 
clock! Decorative enough to use as an occasional clock! 
Its flawlessly cast metal case has soft, satiny, butler 
silver finish and gold-colored fluted brass feet. Its bell 
alarm is melodious—yet positive. The Morning Glory’s 
appearance is brilliance itself! 


General Electric Clocks are trouble-free. Their 
sealed-in-oil construction needs no oiling, delivers 
years of accurate service for only 1¢ a week. Ask 
your G-E Clock Distributor for full information. 
Appliance & Merchandise Dept., General Electric 
Company, Bridgeport 2, Conn. 
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The “‘Select-O-Switch”’ An extremely useful electrical 
clock and timer. Used to control one’s radio and other 
electrical home appliances. It will play the radio for 
any length time for which it is set—then turn it off. It 
works the same with other appliances for pre-selected 
15-minute intervals over a 12-hour period. 
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may begin. The riveting punch, used to peen the rivet- 
ing metal over the edge of the balance hole, is placed 
into the staking set and permitted to rest over the staff 


itil 


Fig. 40. A flat-faced hollow punch 
that fits over hairspring shoulder 
of staff without binding is chosen. 


so that its ball-like bottom fits into the recess of the staff. 
The top of the punch is grasped between the thumb and 
index finger of one hand while the light hammer taps the 
punch. During this tapping of the punch by the ham- 
mer, the thumb and finger twist the punch with every 
tap of the hammer. This permits the metal all around 


Fig. 41. Round-bot- 
tom hollow punch is 
used to spread rivet- 
ing undercut in 
the balance shoulder. 





the staff to be riveted with equal force. The effect of 
the riveting punch upon the staff is shown in Fig. 43. 
The tapping of the hammer should be conservative. 
Hammering too heavily will only spread. the staff ex- 
cessively with damage to the balance. 





Fig. 42. Flat-faced punch drives balance firmly onto staff. 


A test to determine if the balance has become secured 
to the staff is shown in Fig. 44. Here the thumb of one 
hand presses hard down upon the riveting punch. A 
strong pair of tweezers grasps the arm of the balance, 
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attempting to turn it. Since the punch touches only the 
staff, the pressure is not upon the balance. If the bal- 
ance can be twisted on the staff, it is a true indication 
that the balance is not sufficiently secured to the sag 
Therefore the riveting operation must be resumed until 
that the balance is not sufficiently secured to the staff, 
so that the tweezers fail to twist the balance upon the 
staff. 

The finishing punch is then used to flatten the riveteg 
lip. This is shown in Fig. 45. A few light taps of the 
hammer upon this punch is all that is needed to make 
the riveted portion appear as shown by the arrow in this 
view. This operation also permits the hairspring collet 
to rest closer to the balance. 7 





Fig. 43. Effect of the riveting 
punch on staff shown in closeup, 





After this operation, the balance is removed from the 
staking set and placed into the movement. It is then 
tested for height and freedom in all positions while it is 
spun with the aid of a soft camel’s hair brush. Notice if 
there is correct endshake, pivot freedom, interference 
with the pallet bridge and any protruding parts near 
it. The rollers are then placed on the staff. 


Fig. 44. Testing to determine 
if the balance has been firmly 
secured to staff after riveting. 





TOP AND SIDE-GROOVED STAFFS 


Before replacing riveted staffs for Hamilton wrist 
watches, examine the riveting groove. If this is very 
deep the riveting should be done with a flat-faced hol- 
low punch alone. The Hamilton Watch Co. call these 
new staffs, used since 1939 on all bracelet models, the 
“Top Grooved Staff.” The claims for this staff are that 

(Please turn to page 444) 
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EDUCING BALANCE SCREW—How would you 

recommend shaping the bottora of a balance screw, 
when turning it off a little to reduce weight, in poising 
balance? (Question No. 5875) L. W. 


Answer—The three ways in which metal can be re- 
moved to reduce weight of balance screws are: (1) by 
using hollow mills, or undercutters; (2) by turning the 
bottom of screw with a graver, with bottom face at right- 
angle to the side of the screw; (3) by turning off bottom 
of screw, with face sloping from screw to the outside 
of head, i.e., “conical.”” . The customary practice is to 
use form (3) for high-grade watches, and either (1) or 
(2) for ordinary grades. We suggest using (3) always 
for fine work, and (1) for other grades; it is quicker; 
but (3) does not risk distorting balance arms. when 


screws are turned in tightly. 


LTERING JEWELS—Is it practical to alter Jewels 

in a watch from straight holes to olive-holes? I 
understand how this is done, with diamond-charged cop- 
per broaches; but wish to know if it would improve the 
performance of a watch to do this work, at least on the 
jewels nearer to the end of the train; say to the escape- 
pinion pivot jewels, the fourth pinion and perhaps the 
third pinion pivot jewels? (Question No. 5876) P. K. 


Answer—No—we do not think this alteration advis- 
able, leaving the same jewels in use in the watch. You 
could not do it without increasing the minimum diame- 
ters of the holes, which would produce excessive side- 
shake, and faulty depths in the gearing. 


ORN PIVOT JEWEL—Enclosed, am sending you 

a third-wheel pivot jewel that I found with the hole 
worn oval. This is the first case of the kind I have seen 
in my 36 years at the bench. (Question No. 5877) 
ms. W. 7. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I—? 


Answer—Cases like this are rare, but may be caused 
(1) by grains of any sort of abrasive becoming em- 
bedded in the steel of a pivot, then acting like a lap, 
grinding the stone of the Jewel-hole; or (2) a practically 
invisible fault in the “grain” of the stone itself, which 
could cause microscopic bits of stone to become detached 
and act as an abrasive. 


ECOLORING JEWELRY—In soldering a piece 

of costume jewelry, we spoiled a part that repre- 
sents a flower, made of some white metal, and originally 
colored a bright blue, with a rather purplish shade, as 
nearly as I can describe it. Can you recommend any 
way to recolor the piece that could be done cheaply? 
(Question No. 5878) J. N. 


Answer—Clean the part with any abrasive you have 
on hand to bring out the white metal surface. Paint 
this with any of the blue stains that are sold by hard- 
ware stores or dealers in machinists’ supplies, for use — 
by toolmakers in coloring metal surfaces to scratch 
drawings on, in “lay-out” work. One of the most widely 
sold preparations for this, and one of the best, is ““Dykem 
Steel Blue,’ made by Dykem Co., 2302 N. 11th Street, 
St. Louis, Mo. This is of the purplish blue shade you 
describe. Use a small camel-hair brush to apply the 
stain; it dries hard in about an hour’s time. 


ATHE DIFFERENCE—What is the difference be- 
tween a fiddle-bow lathe and a Jacot lathe? Both 
are turned by a fiddle-bow; also the little fiddle-bow 
pivot polishers now made in this country, and there is 
a good deal of confusion among watchmakers about any 
differences between them. (Question No. 5879) W. M. 


Answer—Of all the different watchmakers’ tools 
driven by a hand-bow, the basic one is called a “‘fiddle- 
bow lathe,” or in Egland, ‘‘the turns.”” This is a dead- 
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center lathe; the work (metal blank for turning) is 
held between two stationary steel points; a small pulley 
clamped on the blank, turned by a lap of the bowstring, 
and the cutting graver applied to the work, cutting on 
the forward stroke of the bow, and, of course, not cutting 
on each alternate stroke. Obviously, pivots cannot be 
turned and polished on a dead-center lathe, so for this 
work another form of bow-lathe was developed—the 
Jacot lathe. This has holders (runners) that allow 
access for cutting and polishing tools, to the blank ends 
left for pivots by the dead-center lathe, for making 
pivots. The last tool you mention is a small, simplified 
form of the Jacot lathe, made in the U.S.A., and used 
largely for slightly altering or finishing balance pivots, 
while adjusting watches. 


LECTRIC CLOCK LUBRICANT—an you recom- 

mend a good oil or grease to use in the motor gear 

of a Hamilton-Sangamo electric clock? Have had trouble 

with oil not keeping good long at that place on one of 
these clocks. (Question No. 5880) T. R. C. 


Answer—A special lubricant, made for exactly the 
purpose you mention, can be obtained from Sangamo 
Electric Co., Springfield, Il., if not from your regular 
material house. It is “Artic grade, O. B. Sangamo type 
F”’ oil. 


INION—I find I cannot obtain a 3d. pinion for an 

18-size old Rockford watch that the owner wants 

put in order, no matter how much it costs. Could you 

send me a list of material, different other makes of 

watches, that would have a pinion for this Rockford? 

I know this is done with mainsprings and staffs. (Ques- 
tion No. 5881) D. S. 


Answer—wWe have never heard of a list compiled for 
interchange of pinions of various makes;.probably no 
one has spent time on this since it could hardly be made 
to pay for the labor. Best suggestion we can make is 
to send the old pinion to your material dealer, and ask 
him to match it with a Swiss blank pinion; this would 
have the proper number of leaves, and diameter; but in 
other dimensions larger than the finished pinion, which 
you would have to produce out of the blank, by turning, 
fitting and finishing, same way as in making a balance 
staff, except that you would rivet the 3d. wheel on a 
shoulder turned on the leaves, instead of riveting a bal- 
ance as on a staff. For center wheel to safety pinion 
riveting, most staking-tool sets have punches designed 
for this work; they are the ones that have four rectangu- 
lar faces radiating from center; these are often misun- 
derstood to be used as for 3d. pinion riveting; but for 
the latter, it is better to use the same punches ag for 
staff riveting. 


POT PLATING—Is there any way of plating over 

just one spot, on a large silver-plated tray, where 
we had to remove the plating to correct some engraving? 
We don’t want to have the entire tray replated. (Ques- 
tion No. 5882) R. H. 


Answer—Yes; a “sponge-plater” or “spot-plater” 
can be bought of almost any of the jewelers’ supply 
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houses; or from one of the specialist firms dealin in 
platers’ supplies, like W. Green Electric Co., 192 Broad. 
way, New York, or Wm. Dixon, Inc., 32 Kinney Street 
Newark, N. J. This tool is simply a holder for an ab. 
sorbent pad to be dipped in the plating solution, ang , 
connection for one of the electrodes of the plating cur. 
rent. It is used by applying the wet pad to the Work 
with the current on in the tool. 


LCOHOL TY PE—I’d like to know about the correct | 

names to use in ordering alcohol. For some pur- 
poses I use grain alcohol, although its cost is high; ang 
for others, much cheaper than denatured alcohol. But 
isn’t all alcohol made from grain of some sort? Wha 
makes one kind cost fifty times the price of another} 


(Question No. 5883) K. R. V. 


Answer—What you buy as “grain alcohol,” or “pure 
alcohol,” at around $3.25 a pint, is correctly called ethyl 
alcohol. It is distilled from various grains—rye, corn, 
wheat, etc. The principal factor in its high price ig the 
U. S. Internal Revenue tax, which is based on tax rate 
on alcoholic beverages. The same alcohol, but with 4 
percentage of chemicals added to make it unfit for bever. 
age use, is sold relatively untaxed, much lower in price, 
because it cannot compete with high taxed beverage aleo- 
holic products. This is what you buy as denatured 
alcohol. 





FITTING A BALANCE STAFF 
(From page 440) 


it is easily riveted and that subsequent removal in the 
case of a broken pivot is easily accomplished without the 
use of a lathe or staff extractor. This is explained in 
their technical data sheet No. 129, which may be ob- 
tained from the factory. 






Fig. 45. Finishing punch is 
used to flatten riveted lin. 
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The Elgin Watch Co. have a side-grooved staff which 
also requires only a flat-faced hollow punch to fasten it 
to the balance arm. This staff is easily recognized by 
the slight grooved indentation in the side of the balance 
(riveting) shoulder. Like the Hamilton Watch Co., the 
claims for this staff are the easy removal of the stall 
when broken without lathe work or staff remover. This 
is also explained in the Elgin technical data sheets de- 
scribing this staff. 

(To be Continued) 
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WORK, ETC, FOR THE 
= TRADE—Cont. 
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ED watch repairing for 

oe ages skilled workmanship; 
testing on our watch rate recorder 
insures accuracy and quicker de- 
livery; out of town orders attended 
to promptly. Raymond H. Slee, 1024 
Main St., Bridgeport, Conn. Tele- 


phone 3-4110. 


eee 


repair specialists; a request for 
Fe pein) service and price list will 
show you why we have been compelled 
to expand three times since the first 
of the year; our files are filled with 
letters praising our work and service; 
let us convince you that this praise is 
justified. Karelin Watch Service, 86 
Bowery, New York City. 











r T watch repairing; we specialize 
a4 gia orders; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. L, Z. Orin, 2 
Ellwood St.. New York 34, N. Y. Lor- 
raine 7-1261. 





DUE to expansion, we are in position to 
accept additional trade work of good 
quality; repairs are so complete and 
guaranteed, you do not have to touch 
the movement or clean case; give this 
your immediate attention, for we have 
openings only for a few good accounts ; 
prices cheerfully furnished. Regulated 
Time Service, 1508 Charlotte § St., 
Bronx 60, N. Y 








WATCH repairing in Dixie; two ad- 
ditions to our staff of competent 
watchmakers make it possible for 
us to add a few select accounts; 
reasonable prices, quick service, 
satisfaction guaranteed; we cover 
Dixie like the dew. Bailey’s Watch 
Repair, 1725 Third Avenue North, 
Birmingham, Ala. 





EXCEPTIONALLY fine watch repairing 
by our staff of competent watchmakers , 
jewelers have found that our complete 
watch repair service means quality, ef- 
ficiency, dependability, good material, 
and good workmanship; all watches 
are precision timed on our Watch- 
master; there is no substitute for good 
craftsmanship; price list on request. 
The Harr Watch Repair Co., 545 Fifth 
Ave., New York. 





ARE you interested in quality watch re- 
pairing; we have a fully equipped 
watch repair shop that is able to take 
care of your every need in watch re- 
pairing, refinishing dials, crystals of 
all types, watch case repairing and 
furnishing of new cases and dials: we 
do work for some of the finest jewelry 
stores and will gladly furnish refer- 
ences; price list upon request. J. & F. 
a 79 Chrystie St., New York 2, 








WE specialize in repairing all types of 
watches, both American and foreign; 
in cleaning, movements are entirely 
dismantled and thoroughly’ cleaned, 
each piece receiving individual atten- 
tion, thus assuring you of the finest 
job possible: all jobs are guaranteed 
against defective workmanship and 
material: in addition, our jewelry re- 
Pair department is ready to help you 
with all jewelry repairs, including spe- 
cial order work of all kinds. H. Win- 
a 1548 Belmont Ave., Chicago 13, 





WE guarantee you first class watch 
repairing; our work will help pro- 
gress your business; we employ a 
staff of eight expert watchmakers; 
we repair all kinds of complicated 
watches, repeaters, chronographs, 
etc.; we also vibrate hairsprings, 
and we make parts, particularly 
staffs for obsolete watches; all the 
work is done in our own shop; we 
can give you good service; price 
list on request. Simon Amtman, 9 
Maiden Lane, New York City. 





HAVE you a watch repair problem: 
hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanics assure you of the 
finest qualtiy work and our production 
system will give you rapid service at 
moderate cost; our work is timed on 
Watchmaster Recorder and fully guar- 
anteed; all watches are fully insured 
and protected by Holmes Protective 
Service; over 290 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service; please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., 132 Nassau St... New 
York 7, Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 


Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





— 





BEADS and pearls restrung. Jay & Kav 
Bead Co., P. O. Box 949, New Bruns- 
wick, N. J. 


MODELS and designs of every descrip- 
tion for centrifugal casting mate to 
order. Charles Lipstein, 64 W. 48th St., 
New York 19, N. Y. 





- HATRSPRING tweezers hardened, tem- 


pered, sharpened. Valdemar Vir- 
tanen, 45 Park Place, Morristown, 





JEWELRY repairing, specializing in ex- 
pansion bands; fast service, all work 
guaranteed: factory method; write for 
price list. Parkers, 124 W. 6th St, 
Los Angeles 13, Calif. 





DIAMOND setting, hammered work and 
scholastic work for the trade: prompt 
service guaranteed. Atlas Stone Set- 
es Co., 44 Franklin St., Providence, 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. 





BEADS restrung;; all style beads restrung 
on cord or chain; prompt service: can 
furnish references. Mrs. Helen  E. 
Stump, 202 State St., Shillington, Pa. 
Just outside Reading. 


EXPANSION bands, Carmen bracelets re- 
paired; minimum charge $1; factory 
method: two-five days service. Expan- 
sion Repairs: P. O. Box 1073, Atlanta, 
Ga. : 








BEADS of all kinds restrung by e¢x- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
Pearl House, Box 1384, Beaumont; 





JEWELRY tool maker, established shop, 
wants work of special jewelry tools, 
piercing, tool cutters; also experi- 
mental work; 40 years’ experience; 
very best references. Albert Boll, 7315 
Lansdowne, St. Louis 19, Mo. 





- 

ENGRAVING service for jewelers; foun- 
tain pens, rings, jewelry, silverware: we 
engrave on anything; best references; 
reasonable prices. Ben A. Lindauer, 
109 N. Wabash Ave., Room 1304, Chi- 
cago 2, III. 





BEAD restringing to the trade by ex- 
perts; we use the best cord in the 
world; all work guaranteed; new clasps 
furnished; give us a trial. Thobe & 
ao 125 Pulaski St., Dayton 32, 

oO. 





EXPANSION bands repaired and pol- 
ished; all types trade work; no riv- 
ets punched through caps; prompt 
mail order service. Shermans Brace- 
let Shop, 124 W. 6th St., Room 
305, Los Angeles 14, Calif. 





JEWELRY ANU WATCH repairing; 
since 1914 we have repaired watches 


Jewelry Co., 505 Arcade Bidg., St. 


Louis, Mo. 





DIAMOND setter wishes work from 
out of town trade; finest quality 
workmanship; prompt service; ref- 
erences furnished; write today for 
wa list. Address “B., 2361,” care 








To Let 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





TWO large, light, airy front rooms fac- 
ing Third Ave. Elevated Station, suit- 
able for watch and jewelry repairing; 
details, Ludlow 3-1577, N. Y. 








Information Wanted 





WANTED: address of watchmaker Vance 
E. Douglas, formerly Buckhannon, W. 
Va.: important: rush answer. Address 
“R. B., 4643,” care J C-K. 








Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a worse 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 1991 Broad- 
way, New York City. 





WATCHMAKERS:; increase your ability 
through the highly recommended books; 
‘Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 


—_—_ 
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Manufacturers’ News 











WALTHAM FURNISHES CAR-CARDS AND POSTERS 
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The Waltham Watch Co. announces 
the issuance of new car cards and 
24-sheet posters for use by retail jewel- 
ers. While naturally Waltham watches 
are featured in both pieces, other jewel- 
ers’ items also are shown and the whole 
design has been carefully worked out 
to put across the idea that the jeweler 
is natural headquarters for fine gifts. 

Space is provided in both car card 
and poster for the imprinting of the 
individual jeweler’s name and address, 
and the design and wording are such 








that it is appropriate for use at all 
seasons of the year. 

Pictured abeve is the car card which 
measures 11x28 inches. It is so laid 
out that if the space in your local cars 
or buses is the smaller standard unit 
of 11x21 inches, the panel at the right 
can be cut off and still leave a complete 
poster of the correct size. 

The design of the 24-sheet poster is 
similar though, of course, it is enor- 
mously larger in size. Both items are 
printed in full color. 





New Type of Watch Cord 


A new type of watch cord made en- 
tirely of nylon with a special feature 
called the “Tell-Tale” center (patent 
pending) has been placed on the mar- 
ket by E. C. Hastings Co., manufac- 
turers of jewelers’ and watchmakers’ 
supplies. 

Although this new cord is 1xuch the 
same in appearance as others, it is rad- 
ically different in that beside the extra 
heavy nylon construction which gives 
it special strength, it contains an inner 
cord of white nylon which shows when 
the outer covering has been worn 
through, thus warning the wearer that 
it is time forthe cord to be replaced. 

It is available in two colors, onyx 
black and rose brown and in three pop- 
ular sizes—.070, .075 .080. The new cord 
line like other Hastings products, is dis- 
tributed exclusively in the United States 
and Canada through Hammel, Rig- 
lander & Co., Inc., New York. 





"Boulevard" Watches 
Are Advertised 


“Boulevard” watches, which are dis- 
tributed by M. A. Mead & Co., Chicago, 
Ill., are being nationally advertised in 
the Sunday rotogravure sections of ten 
of the country’s leading metropolitan 
newspapers this fall and in the Saturday 
Evening Post. 

Although the line is still in short 
supply and dealers are being rationed 
on a quota basis, M. A. Mead & Co. 
believe that this activity will strengthen 
the position of the line and of the deal- 
ers handling it in the period that lies 
ahead, and is, therefore, making this 
investment not for immedite sales but 
with an eye to the future. 
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Rensie Watch Takes Whole Floor 


The Rensie Watch Company has ex- 
panded and redecorated its executive 
offices which now occupy the entire 17th 
floor at 580 Fifth Avenue, New York 
City. 

The new offices are completely modern 
in decor and include overall air-condi- 
tioning and fluorescent lighting. 


ee el 


New Booklet by J. F. Sturdy's Sons 
Explains Gold Filled Quality 


As every jeweler knows, few customers 
are acquainted with the basic difference 
between a gold filled and electroplated 
goods. In fact, there are many jewelers 
who themselves are not thoroughly 
familiar with the process by which gold 
filled merchandise is manufactured and 
how it differs from electroplate. 

An excellent little pamphlet which 
makes this matter thoroughly clear has 
been prepared and is being distributed 
by J. F. Sturdy’s Sons Co., Attleboro, 
Falls, Mass. It explains the question 
by a very apt comparison with the old 
Sheffield plate process of rolling out sil- 
ver on a copper base—a process which 
practically everyone recognizes as hav- 
ing produced a_ superior quality of 
goods. 

The few minutes spent in reading the 
booklet will enable even a novice clerk 
to discuss gold filled merchandise in- 
telligently with any well informed cus- 
tomer and to display the kind of fund 


of information that enhances an estab- . 


lishment’s reputation for “knowing its 
business.” 

J. F. Sturdy’s Sons Co. will send 
copies to anyone interested on request 
as long as the supply lasts. 








tt rr 


Columbia Diamond Rings 
To Be Sold Direct to Retailer 


Under a new distributional set. 
which will go into effect on January 1 
1947, Columbia diamond rings, product 
of a division of Axel Bros., New Yor 
will be sold direct to the retail jewel 
instead of through wholesalers as 
present. 

A large expansion of this sales stag 
is planned in order to work more closely 
with the individual jeweler, and a com. 
prehensive merchandising and adverts. 
ing program will be instituted to pro- 
mote the line. Dealer helps of varioys 
sorts for Columbia dealers will also he 
a part of the campaign. 

Further details will be announced jp 
the near future. 


at 





New Electro-Polishing Process, 
Developed by Oneida, Reduces 
Loss of Silver in Buffing Room 


Jewelers who have studied the science 
of silverplating flatware will be inter- 
ested in the new process now being 
used exclusively at Oneida, Ltd, in 
which the pieces are given a so-called 
“bright plate,” or electro-polishing, be- 
fore they are removed from the plating 
vats. This new process (patents applied 
for) greatly reduces the amount of 
buffing required after plating and conse- 
quently, as all jewelers will recognize, 
the amount of silver removed from the 
pieces in finishing operations is corre- 
spondingly reduced. 

This new electro-polishing was started 
experimentally in Oneida, Ltd.’s labora- 
tories as early as 1939, and though 
work was interrupted by the war, it 
has finally been brought to perfection 
in cooperation with Oneida’s consulting 
chemists, the nationally known firm of 
Arthur D. Little, Inc., of Cambridge, 
Mass. 

For the present, the new electro- 
polishing is applied only to the Com- 
munity, 1881 (R) Rogers (R), and 
Tudor Plate brands, but as fast as ad- 
ditional facilities can be provided all 
lines manufactured by Oneida, Ltd., will 
be electro-polished. 





To Sell Camfield Trays 


Coinciding with the opening of the 
extensive promotional program now U- 
derway on the new Camfield serving 
tray line, Joseph F. Egan, Sales Man- 
ager of the Tray Division of Camfield 
Manufacturing Co., Grand Haven, Mich, 
has announced the appointment of the 
following sales representatives for the 
serving trays: 

Eastern Seaboard-Martin  Carlstein 
Company, 1150 Broadway, New York 
City; Mid-western territory—Manufac- 
turer's Marketing Company, 20 £&. 
Jackson Blvd., Chicago, Ill.; Southwest 
Territory—D. E. Sanford Co., Dallas 
office; Rocky Mountain and Pacific Coast 
States—D. E. Sanford Company with 
offices in Salt Lake City, Seattle, Port 
land, Los Angeles and San Francisco. 
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Manleigh Starts Ad Campaign 


i Inc., Providence, R. Le 
one of men’s jewelry, has 
. ntly completed plans for an inten- 
2 advertising and sales promotional 
rst am for the remainder of 1946. 
Pe ist of ten of the foremost maga- 
zines will be used to carry the Manleigh 
tory to the consumer, while to tell dis- 
tributors and retailers about the cam- 
paign the important trade papers in the 
‘ewelry and men’s wear field will be 
sei. Manleigh will also make available 
to retailers, a series of newspaper mats 
in various sizes as well as a distinctive 
display card for window or counter use. 
Irving Hopfenberg, President of Man- 
leigh, stated that the campaign is the 
first of its kind ever undertaken by the 
company and that present plans call 
for an expansion and intensification of 
the program for 1947. He seid that 
every possible assistance will be piven 
to distributors and retailers in their 
efforts to expand the market for men’s 
jewelry, particularly as a gift item. 
" The Manleigh account is handled by 
the Goldsmith Company, advertising 
agency of Providence. 
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We Should Wear the Glasses 





Why the manufacturer of “Glare-Bar" 
rigged out these curvaceous beauties in sun 
glasses, we'll never know, since they are less 
likely to be dazzled by looking at the cus- 
tomers than the customers are in looking 
at them. However, publicity men never 
seem to be able to resist the opportunity to 
tie up their product with a "Miss America” 
contest, Anyway, if by now you've been 
able to move your eyes as far north as the 
girls’ faces, those dark goggles that they 
are wearing are the "Glare-Bar' product 
of the Apex Specialties Co., 38 West 33rd 
St., New York, N. Y. According to the press 
agent, this particular model has been chris- 
tened the "Miss America" style. 





New Cigarette Case by Rexon 


A solution of the problem of how to 
present fresh, firm cigarettes in a smart- 
looking and convenient case is offered 
by Rexon, Inc., in its new “Lido” cigar- 
ette case. The case contains an inner 
rack in which the cigarettes rest, and 
which automatically rises to an almost 
upright position when the case is opened. 
Thus, each cigarette in turn may easily 
be removed by the tip with only the 
cigarette that is actually selected being 
touched. 

The case is finished in a soft gold 
lustre with attractive designs on front 
and back. It is priced to retail at $7.50 
and will be nationally advertised. 
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New Package for Safran Bands 
Has Window for Easy Viewing 


The creation of new and exclusive 
“clear-vue” patented package for indi- 
vidually displaying its nationally adver- 
tised expansion watch band has _ just 
been announced by the M. A. Safran 
Jewelry Corporation, 107 S. 8th Street, 
Philadelphia, Penna. 

The package is made of sky-blue plush 
and has a wide reinforced cellophane 
window through which to view the 
band. The box is stamped in gold 
lettering to create an effective contrast. 
The top is hinged for easy handling. 

All Safran expansion watch bands 
now being ordered by dealers are boxed 
in the new “clear-vue” package. 





“Multifacet" Diamonds Insured 
Permanently Against Chipping 


Diamond Craft of America, Inc., which 
last year introduced on an experimental 
basis the policy of insuring all its dia- 
mond rings against damage from chip- 
ping, has announced that the plan will 
be extended indefinitely. 

The policies, which are underwritten 
by one of the large casualty companies, 
and are presented gratis to every retail 
purchaser, now will be renewed each 
year, without cost to the owner, accord- 
ing to Willliam Ludel, president of the 
firm. 

When the new program was initiated, 
the insurance company, realizing that 
there was no precedent for the policy 
and aware that diamonds chip more 
frequently than the layman _ suspects, 
limited its underwriting of the policy 
to a single test year. However, the rec- 
ord of the twelve month test proved 
that the faceted edge of Diamond 
Craft’s “multi-facet” diamonds to be ex- 
ceptionally durable, and the annually 
renewable, perpetual policy resulted. 

To keep the new policy up to date 
every diamond ring purchaser must re- 
turn to the jeweler at least once a vear 
to have her ring examined and re-in- 
sured—a factor which is expected to find 
a favorable reception from the retail 
jewelry trade as an aid in maintaining 
contacts with old customers. 

Diamond Craft plans to emphasize 
the importance of this unique feature 
in its national advertising campaign, 
which will also include an elaborate pro- 
gram of dealer advertising and display 
helps. 
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National Silver Co. Opens 
New Showrooms in Southwest 


The National Silver Co. has announced 
that new sales offices and showrooms 
will be opened in Dallas, Texas in 
October, and that a _ house-warming 
party which will include luncheon and 
cocktails will be held on the day of the 
opening. 

The new showrooms and sales offices 
will occupy 2050 square feet on the 
tenth floor of the Southland Bldg., on 
Commerce St., and will feature the 
firm’s complete lines of flatware, hollow- 
ware, giftware, cutlery, housewares, etc. 

The new branch will be headed by Lee 
Novat, Southwestern Sales Manager, 
assisted by George Olsen and Richard 
Wolk. 





Longines Symphonette Honored 


Jewelers and their guests who at- 
tended the Carnegie Hall concert of 
The Longines Symphonette, presented 
by the Longines-Wittnauer Watch Co. 
in connection with ANRJA’s 4lst an- 
nual convention, witnessed the presenta- 
tion of a tribute—‘“In Recognition of 
Your Outstanding Services in Music”— 





Carnegie Hall was "packed to the rafters” 

for the first public appearance of The Lon- 

gines Symphonette, which was given on 

August |4 as a feature in connection with 
the ANRJA convention. 


to Mishel Piastro and the Symphonette, 
by the National Federation of Music 
Clubs, an organization of 5,000 member 
clubs with a total individual member- 
ship of 500,000. The Federation was 
represented by Dr. Sigmund Spaeth, 
well-known musician, writer, and com- 
mentator, who made the _ presentation 
on behalf of Anne M. Gannett, Presi- 
dent of the Federation. 

The tribute, beautifully engrossed 
and illuminated, recited that—‘“As di- 
rector of The Symphonette during five 
years of broadcasting, you have bsought 
many hours of fine music to millions 
of homes, and through your sincerity 
and good taste in the selection of your 
programs and their presentation, you 
have stimulated an interest in good 
music and have definitely increased 
its appreciation and enjoyment through- 
out the United States and Canada.” 

Mishel Piastro, who has been the con- 
ductor of The Longines Symphonette 
during the past five years, first won 
fame as a violinist, and is regarded as 
one of the world’s outstanding violin 
players. Likewise, the Longines Sym- 
phonette is considered one of the finest 
orchestras on the air. 

The presentation was witnessed by a 
capacity audience. In fact, thousands 
had to be turned away, for more than 
18,000 requests were received for the 
2700 available seats. 

The concert was significant in another 
respect—it represented the first public 
appearance of The Symphonette. A pro- 
gram of light classical music was 
thoroughly enjoyed by the enthusiastic 
and attentive audience. 





"Miss Mignon" Is New Name 
for Speidel’s "Starlet" Line 


The name of Speidel’s “Starlet” line 
of bracelets and lockets for the juvenile 
lady, has been changed to “Miss Mignon” 
and all of these items will be known by 
the latter name from now on. 

The line is attractively packaged in 
a manner which many jewelers report 
lends itself admirably to the creation 
of striking window and counter displays. 
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New "Mystery" Display for Gruen 





The drums go ‘round and ‘round for no 
apparent reason. 


A new and unusual “mystery” motion 
window display recently developed by 
The Gruen Watch Co. is being offered 
for use by Gruen dealers. 

From a black velvet-covered base, 
branches of clear lucite fan out to sup- 
port two watches on revolving drums, 
and a gold-colored ring all of which 
revolve without any apparent conductor 
of motion since the motionized portion 
is in contact only with transparent 
lucite rods which show no obvious means 
of transmitting energy. 

The electrical unit concealed in the 
base supplies the energy, but is stated 
not to be a motor and to maintain no 
gears, wheels or other mechanism which 
can get out of working order. Test 
units are said to have run continuously 
for several weeks without faltering. 

The display provides space for four 
watches, two revolving on velvet drums 
and two setting on the base. The 
Gruen name is tied in with the “miracle” 
aspect of the display by the wording 
on the revolving ring—“Gruen Curvex— 
a Modern Watch Miracle.” 

The display and its principle are pro- 
tected by recently-issued patents. The 
electrical unit was invented by The 
Animation Co., Cincinnati, and the de- 
sign of this display developed by Gruen, 
which retains exclusive rights in the 
jewelry industry for a number of years. 





New Accessories from |. Kassoy 
For Diamond Buyers and Sellers 


Two new items of interest to every 
jeweler are being offeted by I. Kassoy, 
Inc., whose slogan is “Everything in 
diamond equipment and supplies.” 

One is a new type diamond bal- 
ance sensitive to one five hundredth of 
a carat, with beam graduated in 1/100s 
of a carat, and with a capacity of up 
to 1000 carats. Weighings up to 42 
carats can be made by use of a weight 
placing device without opening the 
cabinet or handling weights. The bal- 
ance is enclosed in a mahogany and 
plate glass case, with a base of black 
plate glass. 

The other item is a new diamond and 
jewelry polishing cloth which it is 
claimed will completely remove dust, 
dirt and grease, and leave no lint. It 
is washable in soap and water and still 
retains its full effectiveness. 

Further information about both items 
may be obtained by addressing I. Kas- 
soy, Inc., 7 West 45th St., New York. 
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"Wes'' Gould New Reed & Barton 
Representative in Northwest 


J. Wesley Gould, former Cleveland 
silverware buyer, now represents the 
Reed & Barton Silversmiths of Taunton, 
Mass., in the Northwest. Affiliated last 
with the Cowell & Hubbard Co., widely 
known Cleveland jewelers, in the capac- 
ity of silverware buyer, Mr. Gould is 
thoroughly schooled in the retail deal- 
er’s viewpoint. With such a background 
he is particularly qualified to advise re- 
tail customers on means of accommodat- 
ing their silverware quotas to meet pub- 
lic demand in the face of current 
shortages. 

Operating out of Portland, Oregon, 
where he now makes his home, Mr. 
Gould’s territory includes the states of 
Colorado, Idaho, Montana, Oregon, 
Utah, Washington and Wyoming. 





New "Lipstick Size" Fountain Pen 


A new fountain pen which is notice- 
ably different from any of the other 
makes now on the market has just been 
introduced by the Kimberly Pen Corp., 
Los Angeles. 

It is described by the manufacturers 
as being of “Lipstick Size.” When 
closed, with the cap placed over the 
writing point, it is only three and one- 
half inches long. When the cap is placed 
on the other end of the barrel as ip 
writing, it is four and _five-eighths 
inches in length. Thus, it is sufli- 
ciently long to fit the hand comfort- 
ably for continuous writing and yet 
compact enough when closed to stow 
easily in the vest pocket or handbag. 

Like some of the other pens recent- 
ly introduced, its ink is provided ip 
the form of a _ replaceable cartridge 
which it is claimed will provide suff- 
cient ink to write for one year with- 
out refilling and which when used up can 
be easily replaced by the dealer without 
returning it to the factory. The change 
is said to require only eight seconds to 
make. 

It is claimed that the pen will not 
leak, sweat or clog and that it wil 
write on any surface, rough or smooth, 
while the ink dries as rapidly as it 
writes. 

The “Pockette” is available in black, 
and five other colors and is trimmed 
with silver. It is being advertised 
nationally in full pages in several of the 
leading publications with particular em- 
phasis upon the women’s market, since 
the manufacturers feel that its small 
size makes it especially suitable for 
feminine use. 





H. & H. Builds West Coast Plant 


G. H. Niemeyer, President of Handy 
& Harman, New York, has just an- 
nounced that his company is building 
a new refining plant in Los Angeles, 
to serve the increased demand for gold 
and silver as well as refining service 
on the Pacific Coast. 

The company established an office in 
Los Angeles in the Bendix Bldg., in 
1943 to warehouse brazing products for 
war industries and to serve users of 
gold and silver in the Arts. This office 
will be moved to the new location at 
3625 Medford Street, Los Angeles, where 
the new plant will open the latter part 
of this year. 








New Regional Service Plan 
Announced by Parker Watch Co, 


With the aim of providing m 
plete and quicker senibae for its dealt 
throughout the country, the Parke, 
Watch Co. has announced a re nti 
plan for handling the distribution and 
promotion of Parker watches, 

On the West Coast, Edwin B. Heidey 
will head the Parker office in Log An- 
geles. Long active in the retail] Sales 
field in the diamond business ang in 
other phases of the jewelry trade, yy 
Heiden brings to this post an intimate 
and thorough knowledge of retailer, 
varied problems. 

Irving J. Rabb, who has serveq as 
Midwestern Regional manager foy g 
number of years, will continue in that 
post, with headquarters in Chicago, 

The new Eastern manager will be 
Albert N. Wilner, who will work gj- 
rectly out of the main offices in New 
York City. Mr. Wilner, like both Mr. 
Rabb and Mr. Heiden, brings to his 
new post extensive behind-the-counter 
and wholesale jewelry experience, 

In making the announcement, A. 1. 
Parker, the company’s president. ep- 
phasized that the first function of this 
expanded organization will be to render 
service to the dealer and that it wil) 
endeavor in every way to help retailers 
in working out their problems as well 
as trying to strengthen Parker promo- 
tion work throughout the country. 





New Silver Polish by Wallace 


A new non-inflammable silver polish, 
embodying a distinctive principle and 
formula which makes it easier to use 
and provides complete protection to the 
hands of the user will be marketed my 
R. Wallace & Sons Manufacturing Con- 
pany of Wallingford, Conn., beginning 
in mid-September, the company has an- 
nounced. The polish, which will retail 
for fifty cents a bottle, has an unusually 
effective cleaning action, the manufac- 
turer says, requiring a minimum of 
time and effort in rubbing. Developed 
to meet a long felt need, it is especially 
applicable for cleaning and _ polishing 
silver or ornamental design. 

According to the announcement, the 
company is prepared to begin shipments 
of the new polish by mid-September. 
Leading jewelry stores are expected to 
feature the new Wallace polish. 





Zippo Flints on Display Card 


“Zippo” hard lighter flints are now 
available on an _ attractively printed 
black on yellow display card which acts 
as a “silent salesman” on the counter 
or near the cash register. An _ illustra- 
tion on the card shows how a supply of 
flints may be easily carried under the 
cotton at the bottom of any “Zippo” 
lighter, ready for instant use at any 
time. 

The card measures about 8 by ll 
inches, and holds 36 ten-cent glassine 
envelopes, each containing four “Zippo” 
flints, with a total retail price of $3.60 
from which the dealer receives a dis- 
count of 40 per cent. 

Although the flints, which are claimed 
to be both longer and harder than most 
brands on the market, are designed 
especially for use with the “Zippo 
lighter. the manufacturers state that 
they will fit most of the standard makes. 
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Levinson Joins Jacobson & Sons 
Levinson, well-known in the 


oeiry business for more than 20 years 
9a ‘sined Joseph H. J acobson & Sons, 
escihe New York diamond importers and 
poser ring manufacturers, in a sales 
eS ay years Mr. Levinson was 


the management of chain 

— ‘de and more recently was 
in the loose diamond business. 

He will represent the Jacobson firm 

in Florida, Alabama, Georgia, Tennessee, 

Kentucky, Ohio, Illinois, Indiana and 


Michigan. 





Waltham Goes Fair Trade 


Fair Trade selling agreements have 
now been made by the Waltham Watch 
Co. with retailers in every one of the 
45 states where Fair Trade laws are in 
force. 

Price cutting whether direct or in- 
direct is thereby prohibited on all 
Waltham products, thus protecting the 
reputable dealer against the unfair 
competition of having the lines used as 
loss-leader bait by the unscrupulous and 
assuring him of his fair and legitimate 
profit on every sale of a Waltham. 





New Honing and Burnishing Tool 
of Sapphire Offered by Elgin 





A new honing and burnishing tool is 
being manufactured by the Sapphire 
Products Division of the Elgin National 
Watch Co. 

The tool is double-ended, mounted in 
a red tenite handle and comes packaged 
in a transparent, screw-top tube. The 
honing end of the tool is provided with 
a sapphire in fine grind finish which 
provides excellent stock removal. Sur-. 
face shapes cover the entire range of 
fine honing requirements. The burnish- 
ing end has a highly polished surface 
so hard and non-porous that polishing 
is accomplished without perceptible 
wearing of the tool, or pick-up of 
foreign matter. 

Because sapphire is not affected by 
acids at normal temperatures, the tool 
can be cleaned by simple acidizing, in 
the event it becomes loaded. It is avail- 
able to watchmakers through regular 
Elgin materia! wholesalers. 


Scheinberg to Sell "Admiral" Bands 


Sydney Scheinberg, who for the past 
28 years has been calling on midwest 
jobbers in the interests of leading lines 
of Jewelry, has been appointed manu- 
facturer’s representative for the mid- 
western territory by M.F.G. Watch 
Band Company, New York City. From 
his headquarters at 29 East Madison 
Street, Chicago, Mr. Scheinberg will have 
charge of the distribution of the Ad- 
miral line of watch bands in ten central 
states. 
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Hamilton Secures Injunction 
Against Trade-Mark Infringement 


In a suit to protect its rights in its 
trademarks, the Hamilton Watch Com- 
pany, Lancaster, Pa., has secured a 
permanent injunction against the Hamil- 
ton Ross Industries, Chicago, IIll., before 
Judge Joseph A. Graber at the August 
term of the Superior Court of Cook 
County. 

The Chicago firm, its partners Hamil- 
ton Ross and Harry Zaidler, and their 
agents, attorneys and employees, are 
perpetually restrained from using the 
trade-marks or trade-names “Hamilton” 
or “Ross” or “Hamilton Ross,” or any 
other similar words or names, in connec- 
tion with the sale or advertising of 
watches, or any part thereof, including 
watch cases, watch chains, bracelets, 
bands and attachments. 

“Federal and State courts have re- 
peatedly affirmed the unassailable legal 
status of our trade-marks,” said W. Ross 
Atkinson, Hamilton’s Vice-President in 
Charge of Sales, “and we will not hesi- 
tate to act promptly against any firm 
or individual who infringes our long- 
established rights in the name ‘Hamil- 
ton.’ The legitimate jeweler as well as 
the Hamilton Watch Company has a 
big stake in the public’s confidence in 
Hamilton products, and we dare not 
permit this valuable asset to be jeopar- 
dized in any way.” 3 

Hamilton Ross Industries also is en- 
joined from “representing that they are 
representatives of, or are in any way 
connected with the plaintiff, Hamilton 
Watch Company, in the sale of watches 
and component parts thereof, and from 
hereafter stamping watch dials, watch 
movements and watch cases and their 
containers with the trade-marks, or 
trade-names of ‘Hamilton,’ ‘Ross,’ ‘Ham- 
ilton Ross,’ or any other similar words 
or names or any simulation of the words 
‘Hamilton’ or ‘Ross,’ or combination 
thereof.” 


Kronstadt to Represent 
Bristol Rings in South 


Bristol Seamless Ring Co., 71 Nassau 
St., New York, announces that Bernard 
Kronstadt will be their new representa- 
tive in the Southern Territory. Mr. 
Kronstadt served three years as a navi- 
gator with rank of Lieutenant in the 
Army Air Forces. Prior to joining the 
Air Forces, he was connected with the 
Bristol Seamless Ring Co. for many 
years. He is thoroughly familiar with 
the manufacturing of rings and will 
bring the benefits of his knowledge and 
experience to the trade. Mr. Kronstadt 
is scheduled to call on the Southern 
wholesale trade in the near future. 

The company also announces that its 
Pacific Coast office has been moved to 
the Phelan Bldg., at 760 Market St., San 
Francisco, Calif. The office is in charge 
of David Goldberg. 





Semca to Open West Coast Office 


Bernard L. Weinstein, Semeca’s sales 
manager is making an extensive business 
trip to the West Coast. While in San 
Francisco, he will establish in that city 
a permanent sales office for Semca 
Watch Corporation and Semca Clock 
Company, New York, manufacturers of 
Semca watches and clocks. 





“Fringe Is Fashion" Keynotes 
Kreisler Promotion for Fall 





Earrings and bracelet styled by Jacques 

Kreisler Mfg. Corp. This photograph will 

appear in October 5th issue of Vogue and 
November Ist issue of Mademoiselle. 


Full pages in four colors featuring 
earrings, which will appear in two of 
the leading fashion magazines during 
the coming month—a new note in ear- 
ring promotion—will highlight the fall 
campaign of the Jacques Kreisler Mfg. 
Corp., No. Bergen, N. J. 

“Fringe is Fashion” is the keynote 
of this campaign, which promotes Kreis- 
ler’s new line of fringed earrings. 

Included in the promotion will be 
display reprints of the national adver- 
tising for use in counter display and 
for windows, newspaper mats tieing in 
with the national advertising and a 
complete “Fashion Forecast” for sales 
personnel in the jewelry stores explain- 
ing the importance of this theme for 
selling earrings now. , 

The earrings as well as other items 
in the Kreisler line of ladies’ fashion 
jewelry, have been styled with the help 
of leading stylists and have received the 
endorsement of outstanding fashion au- 
thorities. 

“Retail jewelry stores can _ obtain 
additional volume by featuring fashion,” 
J. F. Bermond, Kreisler Sales Manager, 
declared. “We believe jewelry is fash- 
ion,’ he continued. “That is why we 
are promoting our merchandise in this 
way. Jewelry merchants who tie in with 
this program will be able to exploit 
the strong fashion market that exists in 
the fall.” 


ee 


Head of Alma Service Co. 
Interviewed on "We The People” 


Al B. Greenberg, of the Alma Ser- 
vice Co., 72 Bowery, New York, was 
recently interviewed on the famous na- 
tion-wide network program entitled 
“We The People.” He was questioned 
about the jewelry trade on the Bowery 
and in his replies related some highly in- 
teresting facts concerning the extent 
and importance of the jewelry industry 
in that district, particularly in the sale 
of diamonds. 


The Alma Service Co. is widely known 
for the complete jewelry repair service 
which it provides embracing repair work 
on everything from watches and clocks 
to cameras and from special jewelry 
work to repairs on pens and pencils, 
silverware and radios. 
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IT NEEDED CURING 


THE RECENT ACTION by the Federal Trade Commission 
to correct the abuses that have gradually crept into much 
of the advertising of imitation pearls is, in our opinion, 
a good thing for the jewelry trade. 

For a long time manufacturers and retailers alike have 
been growing more and more careless about the manner 
in which they advertised such items. Necklaces were 
being described in the most glowing superlatives worthy 
of the finest Oriental gems, with nothing to indicate that 
they were actually imitations, except an asterisk beside 
the word pearls which was supposed to refer the reader 
to the word “simulated” tucked away in an obscure 
corner of the ad in microscopic type. And we've seen 
at least a few instances where the asterisk referred to 
nothing whatever, because the advertiser had conven- 
iently forgotten to put in the word “simulated” at all. 


Obviously such things could not be tolerated, and the 
FTC has wisely acted not only to put a stop to them, 
but to correct the situation which brought them about. 
From now on, the practice of identifying imitation pearls 
only by means of an asterisk and footnote will not be 
permitted. Instead, wherever the word “pearls” appears 
it must be immediately preceded by the word “imitation”’ 
or “simulated” in equally conspicuous type. 


To the simulated pearl people this may seem like rather 
harsh medicine, but serious epidemics require drastic 
remedies, and abuses in the advertising of imitation 
pearls had grown to epidemic proportions. 


SAVE YOUR ENERGY 


Wuat DOES THE recent drop in the stock market mean 
to the jewelry business? And is it likely to be followed 
in a few weeks by a major crash, just as the disastrous 
collapse of 1929 followed a preliminary softening of 
security prices in September of that year? 

We've heard those questions asked pretty frequently 
of late, but it is our belief that jewelers need not be very 
greatly concerned over either of them. 

As to the first one, it has not been stock market profits, 
but high wages and salaries for millions of people that 
has been responsible for the big jewelry volume of recent 
years, and the decline of a few points in stock prices is 
not going to make any difference in their spending. 
Today, it’s Mr. Average Citizen that keeps the jewelry 
business going, and despite strikes, OPA, and all the rest 
of it, he’s still doing pretty nicely, thank you. 

As to question number two, it must be borne in mind 
that one basic factor of the stock market is totally dif- 
ferent from what it was in 1929. Then, millions of 
people were gambling in stocks on the thinnest sort of 
margins and whenever a slight break occured, those mar- 
gins were quickly wiped out and millions of shares were 
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suddenly dumped on the market by forced selling. T 
that forced selling can’t occur, because trading on arg 
is banned and securities have to be paid for in full, 
that a drop in prices doesn’t bring on the wave of forced | 
sales that causes a disastrous crash. 2 
The best thing the jeweler can do is not to waste time 
and energy worrying about Wall Street but to concentrate © 
on developing his own business. If he'll do that, he'll 
have nothing to worry about. a 


MIX OPTIMISM WITH PRUDENCE 


THERE MUST BE a limit somewhere. 


For half a dozen years now, every month has seca 
retail jewelry sales going ahead of the figure for the © 
corresponding month of the preceding year. The latest © 
month for which figures are available—August—shows © 
the same trend still continuing. Collections from the: 4 
jewelry excise tax, which are an absolutely accurate © 
yardstick of retail sales, were 14 per cent greater in : 
that month than in August 1945. All this on top of an 7 
average increase of more than 25 per cent for the first ~ 
half of the year over the same period a year ago. 3 

Moreover, with a few possible exceptions, there seems 
tc be no indication as yet of a slackening off. One of 
the best barometers of future business is the amount of | 
goods manufacturers are shipping and the volume of un- © 
filled orders still on their books. 


A report issued last month by the U. S. Department 
of Commerce based on reports from a large number of © 
mantfacturers of jewelry items shows that although 
shipments were stepped up during the preceding month, ~ 
the amount of orders placed increased even more rapidly. _ 
In fact, these manufacturers have on their books today 
orders for 56 per cent more merchandise than on De- ~ 
cember 31, 1944, when everyone was complaining about — 
the impossibility of getting their orders filled. . 

If orders for merchandise are any criterion, retailers ~ 
must still have an unbounded faith in the future. We 4 
agree that a reasonable degree of optimism is justified 
but we don’t believe that the jewelry business is going ~ 
to go right on increasing every year from now on till © 
the end of time. As we said before, there must be 4 ’ 
limit somewhere, and we believe that the retail jeweler 7 
would be wise to take a thorough and impartial look at = 
his prospects before he goes too far overboard on com q 
mitting himself for future obligations. 4 


Editor 
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